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F fated 


to turn down that fellow” 


Many a time those words are heard, in 
justification for an ill-considered purchase. 

It is hard to turn down an honest, enthusi- 
astic salesman, but sometimes necessary if 
buying is to be conducted on the most efficient 
lines. 


Careful Buying Necessary 


Every merchant today must steer 
his course between many vexing 
problems. One of them is to choose 
the most profitable source of supply 
in a market covering thousands of 
items. There are many reliable 
manufacturers, many good products, 
and many worthy salesmen. 

But you cannot patronize them all. 

Hard though it be, your wisest policy often 
is to turn down many of the worthy salesmen 
you meet, because that one way may be the 
road to greater profits. 


How’s This So? 


To concentrate your purchases with a few 
will save you both time and effort. Concen- 
trated buying will act to reduce both your 
cost of buying and your actual cost of goods. 
Both give you a decided advantage. You will 





Greenfield Tap & Die 
Corporation, 





have the further advantage of being able to 
command instant attention from the manu- 
facturer to whom you decide to give your 
business because you will have become a big 
customer, rather than just a name. We are 
all human, and just as you give greater atten- 
tion to your big customers than your 
casual ones so do you get greater or 
less attention from the manufacturer 
you deal with, depending upon the 
amount of your purchases. 


Begin with Small Tools 

When we say “Come to Head- 
quarters’ we mean that we invite 
you to save time and money by con- 
centrating small tool purchases. With one 
order, one freight bill, one carting charge, 
one checking and one remittance you can 
cover taps, dies, drills, reamers, screw plates, 
pipe tools, and gages. You deal with only 
one salesman and one manufacturer’ 

It is hard to turn good salesmen ‘down but 
it is often expensive if-you don’t. We know 
concentration pays the distributor in lots of 
ways, therefore we urge it. We do our busi- 
ness through the distributor and we know 
what helps him will help us. 





Greenfield, Mass. 


Send me your booklet “The Profit Angle 
on Small Tool Buying.” 
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New York—15 Warren St. 


GREENFIELD ar AnD DIE | 
CORPORATION. 


GREENFIELD. MASS.,U.S.A. 


Chicago—13 So. Clinton St. 
Detroit—228 Congress Street West 








Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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Spring is Coming! 
Get Ready by Stocking 


GREENLEE 


Chisels and Bits 


HERE are two reasons why you will 




















profit by it. First of all, you will be able 
to offer tools that will make friends for your 
store because of their ability to stand up 


under trying conditions. 


And second, you will be in touch with a 

source of supply which will permit you to 

' offer a uniform brand of every type of chisel 
and bit for which you have any demand. 


Greenlee Tools are well known for their 
long-lived cutting edges, correct form and 
perfect finish. These qualities mean much 
in making the initial sale and are the real 


reason for many repeat orders. 


Write today for complete 

catalog of Augers, Auger 

Bits, Chisels, Gouges, Draw 
Knives, etc. 





GREENLEE TOOL CO. 


Rockford, Illinois 


SALES OFFICES AND WAREHOUSES 
NEW YORK: 126 Chambers St. 
BOSTON: 63 Commercial Wharf 

PHILADELPHIA: 901 South 47th St. 
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specialized 
advertising campaigns 
behind Evereapy Cotumstas 


DURING 1928, no less than seven highly specialized 

advertising campaigns are featuring Eveready Colum- 

bia Dry Batteries in as many kinds of publications 
read by the public 


THE SATURDAY FVENING POST 
PEOPLE'S POPULAR MONTHLY 
MOTOR BOAT PUBLICATIONS 


PROFESSIONAL FISHING 
JOURNALS 


POPULAR 
MECHANICS EACH one of these groups is supplied with spe- 
PUBLICATIONS cial advertisements, carefully designed to ap- 


peal intimately and convincingly to the reader. 
This advertising is working today—now—to 
THE help you sell Eveready Columbia Dry Bat- 
AMERICAN BOY teries. Not doing your selling for you, 
but assisting you to sell, helping you ' 
very greatly. Order Eveready Columbias 
from your jobber. 


NATIONAL CARBON CO., INC. 
FARM New York Chicago San Francisco 
MAGAZINES 












Atlanta CC Kansas City 
Unit of Union Carbide and Carbon Corporation 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they sell faster 
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ARMSTRONG 


DROP FORGED WRENCHES 






















They Meet Every 


Possible Test of 
Quality, Service 


and_ Satisfaction 













For over 35 years, the name “ARMSTRONG?” has 
meant “Quality Materials, Superior Design and Excel- 
lent Workmanship”. to experienced users of tools. 
ARMSTRONG Drop Forged Wrenches embody every- 


thing that can be expected in a good wrench. 



















The 
ARMSTRONG 
VANADIUM 
Line 
The Armstrong- 
Vanadium line of 
wrenches and wrench 
sets are rapidly be- 
coming standard 
equipment wherever 
wrenches of extra 
strength are re- 
quired. Being drop 
forged of special 
chrome - vanadium 
steel, they are less 
bulky and at the 
same time stronger 
than any drop 
forged wrench pre- 

viously available. 


Push the Line of 


RECOGNIZED QUALITY 
for More and Better Sales 


Your customers demand genuine dollar 
for dollar values from your store. It 
is to your profit and advantage to sell 
them tools that will stand up under the 
hardest working conditions and give 
maximum service. ARMSTRONG 
Tools insure 100% satisfaction—which 
means repeat sales for you. Further- 
more, the unqualified ARMSTRONG 
Guarantee is behind every sale you 
make. Take no chances with customer 
satisfaction—sell them ARMSTRONG 
Tools and be SURE. 






‘The 
CARBON 
STEEL 


Line 


Standard Armstrong 
wrenches are drop 


* forged from selected 








N 


carbon steel that 
gives both stiffness 
and tensile strength. 
They are expertly 
designed,” well bal- 
anced and accurately 
milled. Wrenches 
and wrench sets for 
all uses are included 
in this extensive line 
which has been the 
standard of excell- 
ence for many years. 


Write today for Catalog B-27, which shows the complete ARMSTRONG 
Line of High Quality Tools—showing descriptions, sizes and prices in 


detail. Sent free on request. 


ARMSTRONG BROS. TOOL CO. 


314 N. FRANCISCO AVE. 


“The Tool Holder People” 


CHICAGO, U. S. A. 
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Se ling the Dealer 
to the Consumer 


RMSTRONG advertising does more than sell i 
GENUINE ARMSTRONG PIPE TOOLS. | 


It “sells” the DEALER to the consumer. Well over 
a million users of pipe tools are continually being | 
told to go to the dealer for Armstrong Tools. | 


This advertising becomes doubly effective when the 
desis cooperates by keeping GENUINE ARMSTRONG 
PIPE TOOLS where tool users are sure to see them. 
Most mechanics know the quality of these tools. The number of | 


users is constantly growing. Are you prepared to take care of re- 
quirements in your locality? Order from your Jobber. | 


The ARMSTRONG MFG. CO. 
Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office 181 Lafayette St. 
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QUICK-GRIP 
CLAWS that 
wont break. 


|  V&B Good Tools 
A Profitable Line to Tie to 


Every once in a while a good customer will exclaim 
: to a V&B salesman, “Why, I never knew you made 
¥ so-and-so—thought you made only hammers and 
planes.” 


Yet all the many different tools we make are of the 
same high class as the hammer and planes that have 
brought us world-wide fame. 


We don’t know how to make low-grade tools, and 
never want to learn. Our place in the industry is that 
of furnishing the hardware stores of America with tools 
which will meet the utmost requirements of skilled 
— and make their days-work a joy rather than 
a task. 


The V&B Line 


Forged Vanadium Alloy Tool Steel Hammers 
Forged Vanadium Lathing Hatchets 
Forged Supersteel Hammers 

Thirty Other Kinds of Hammers 

Forged Unbreakable Steel Planes 

Forged Supersteel Hatchets 

Special Hatchets—14 Patterns 

Forged Supersteel Axes 

Forged Straight Line Axes 

Forged Unbreakable Steel Ratchet Braces 
Forged Steel Bits—All Sizes 

Forged Steel Chisels—i2 Kinds 

Octagon Tool Steel Star Drills 

Forged Steel Punches and Sets 

Forged Steel Pincers and Nippers 

Forged Steel Ice Tongs 

Scrapers and Scutches 

Hooks—7 Patterns 





Send for our catalogue 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


M“akers of Fine Toots 
2114 Carroll Ave. ~ Chicago, Wh U.S.A. 











UNBREAKABLE 
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Join the Leaders in the 
Tire Chain Business 


Reduce Your Cash Outlay with 


PYRENE Orr’n’On CHAINS 





The Pyrene Manufacturing Company 
were the first Chain manufacturers to 
appreciate the jobber’s and dealer’s prob- 
lem of carrying a tire chain for individ- 
ual tire sizes, and the investment which 
it involved, and the first to offer a remedy 
in a consolidated schedule of sizes of 
nine chains, taking care of seventeen in- 
dividual tire sizes, offering this remedy 


PYRENE 


TIRE CHAINS 





Here is an exam- 
ple of what 
OFF’N’ON Chains 
can do for you. 
Our number 1081 
covers six tire sizes 
for use in 23 cars. 











to the trade for the 1925-1926 season. 

We are still leading in the 1927-1928 
season, with eleven chains taking care 
of approximately thirty-three tire sizes, 
each chain in a bag with the tire sizes 
clearly stamped thereon. 

Are you stocking one chain for each 
sized tire, or will you travel with the 
LEADERS? 


Positive Lock—Slip-On Link 
Makes Safety Certain 


Pyrene Manufacturing Co. 


Newark, N. J. 


Branches: 


ATLANTA CHICAGO 


KANSAS CITY 
Makers of all types of Hand Fire Extinguishers and Chromine Radiator Freeze-Proof 


SAN FRANCISCO 
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Get Ready Now--- 


for the Big Selling Season 
---Just Ahead! 


E big buying months in the billion-dollar 

ultry industry are just around the corner. 

oultrymen everywhere are getting ready 

for the coming season. They have the “buying 

mind,” these poultry raisers. They’re in the mar- 

ket for Poultry Fence—and for the score or more 

other poultry necessities sold by you and your fel- 
low dealers. 


Today in your trade territory there are scores 
of ‘potential buyers figuring their poultry netting 
requirements. Tomorrow they will buy. 


And, U. S. Poultry Fence, this season, as in the 
past, will. be first choice with poultry raisers every- 
where. Here, for the first time, is a netting buyers 
ask for by name. They know by experience that 
it is the only netting which fulfills every require- 
ment of modern poultry raising. 

They know it is the only netting which 
stretches straight and true from post to post under 
even tension. 





Oo 
“The Netting Shat Stands 


The quickest and surest way to convince yourself 
of the superiorities of U. S. Poultry Fence, is by act- 
ual comparison! Send today for a miniature sample 
roll! See for yourself why U. S. Poultry Fence is set- 
ting new records for sales and profits wherever poul- 
try netting is used! Fill in the coupon at the right 
or just pin it to your letter-head and mail! 
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Indiana Steel & Wire Company, Muncie, Indiana 





They know it is the only netting which can 
be taken down and put up again and again with- 
out bagging or sagging. 


They know it costs less “put up” and gives 
longer years of satisfactory service. They have 
come to demand it; nothing else will do. 


Now is the time to prepare for this profitable 
business. Let us urge that you check your stock 
of U. S. Poultry Fence! See that you have ample 
supply to meet the demand! Then make a drive 
for the poultry netting business in your territory! 
Timely advertising, window displays and aggres- 
sive merchandising will bring new customers into 
your store and put money in your cash register. 


If you are one of the remaining few who are 
not already “cashing in” on the demand for U. S. 
Poultry Fence, now is the time to start. Be sure 
to specify U. S. Poultry Fence--not just “poultry 
netting.” It costs no more. 


lozze™ 













OME ED es So coi anicin nai etee nis Fi le eee ree 


sunusuccansncccgsees 
INDIANA STEEL & WIRE CO., 
Dept. HA MUNCIE, INDIANA. 


Send Free Sample Roll of U. S. Poultry Fence and name 
of nearest Jobber. 
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Sargent advertisements in 
reach more than 19,217,500 


SARGENT advertising appears month in and 

' month out, year in and year out, steadily and con- 

sistently. Continuously and relentlessly it pounds, 

pounds, pounds—driving home to its millions of 

ee ee readers the satisfactory excellence of the locks, 
hardware and tools made by Sargent. 

For many years this aggressive and persistent 











Built to Welcome the 


— national advertising campaign has been helping 
of Colonial Days you sell Sargent products. Sargent’s expenditure 
For this Famous Doorway, recently Exhibited of money for advertising purposes is not a hit-or- 


*\peemade miss affair. Its program has: been intelligently 

and carefully planned to reach the greatest num- 

ber of persons of the different classes of users, in 

a way, effective and compelling, that will result in 
the best possible increase of sales. 

This year the theme of our consumer advertis- 

ing has been changed to stress Sargent’s authentic 









fy 
: 
iti 


is 

Hh 
i 
fit 
t 


i 
1 
il 


et 

it 
, 

kia 
ij 


iige}f 
nae 
fra? 
f 
i 


i 
t 
i 



































RGENT. 


AND HARDWARE 





Cocks 






























































HARDWARE AGE for FEBRUARY 2, 1928 


11 





these 12 magazines will 


readers during 1928 


reproductions of various designs and styles of 
hardware, carefully and faithfully made, as well 
as the permanence of solid brass and solid bronze, 
and the smooth operation of the working parts of 
locks, etc. And the campaign has been enlarged 
to include four-color pages in four of the leading 
magazines. 

Not only the frankness and honesty of Sargent 
advertising, but also its continual appearance 
helps you sell Sargent goods. The names of prod- 
ucts most easily called to mind are those that have 
been advertised longest and most consistently. 


SARGENT & COMPANY 
Hardware Manufacturers, New Haven, Conn. 
New York: 94 Centre Street 
Chicago: 150 N. Wacker Drive (at Randolph) 

















Solid brass or bronze hardware is true economy 


SARGENT Hardware is a splendid investment both 
for the builder and the final owner of a house 
Builders have found that in its help toward selling. 
in its aid in establishing a good reputation, and in 
its saving of the expense of making adjustments for 
dissatished owners, Sargent Hardware of solid brass 
and solid bronze is the most satisfactory hardware 
that can be installed. 

Owners have come to examine carefully the hard- 
ware in the houses at which they are looking. They 
are beginning to realize they 
can have hardware that is dura- 
ble, rust-resisting, and time- 
defying. For years Sargent ad- 
vertising in national magazines 
has been driving home the story 
of the permanent satisfaction 
and the unending years of ser- 
vice that solid brass or bronze 
hardware will give. And now, 





many home-buyers expect the hardware to be of 
these lasting materials as much as they expect lead- 
ers and downspouts to be made of copper. 

It pays the builder to put this hardware even on 
low price, large operation houses. It isn't worn and 
shoddy when prospects come to look the houses over 
It impresses them with the care and thought that 
you have put into the details of your houses. They 
take for granted other details are as well handled. 
It is bound to make selling easier 

The representative Sargent 
dealers in every locality are glad’ 
to give estimates and aid in 
selecting the most suitable 
Sargent Hardware for any build 
ing. Write for our new book of 
designs, “Hardware for Utility 
and Ornamentation.” Sargent 
and Company. 29 Water Street 
New Haven, Conn 
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selling Murphy in 


THE SATURDAY 
EVENING POST 


HE advertisement opposite is the 

first of a series of Murphy Varnish 
Company advertisements to appear in 
the Saturday Evening Post throughout 
the year of 1928. 

This advertisement is well worth read- 
ing. Itemphasizes tothe public the known 
standing of the Murphy Company and 
the quality that is behind every product 
the Murphy Company makes. 

"This advertisement will be followed by 
attractive and very practical advertise- 
ments on lacquering and enameling in the 
home with Murphy products, pointing out 
the ease with which one may obtain super- 
latively fine results with a quality product. 
The Murphy advertising campaign is 


MURPHY 


NEWARK CHICAGO 


a strong and consistent one throughout 
the year, and dealers are urged to tie up 
their counter and window displays with 
it, to cash in on the ever-increasing de- 
mand for fine enamels and lacquers. You 
know, and we know, that Murphy prod- 
ucts are strictly quality products and that 
quality invariably delivers a finish well 
above the ordinary. The public, more 
and more, is getting to realize this im- 
portant point. This means bigger sales 
for you and for us in 1928. 

Let your storé share, to the greatest 
extent, in the prestige of the 63-year-old 
house of Murphy, famous among the 
trade and the public alike as makers of 
fine finishes. 


VARNISH COMPANY 


SAN FRANCISCO 


MONTREAL 





Strong Advertising Campaign 
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What a Grip Kelly Tools Have on the Trade 


Beginning over half acentury ago . 
down through the years of American 
progress and industry .. . until to- 
day ... Kelly tools are still in the van- 
guard of tool sales and tool value. 


What a Hold They Have on Tool Buyers Today 


No tool user today ever questions the 
value where the name KELLY appears. 
Like good character, Kelly quality has 
been passed down through generations, 
and improved with each succeeding one. 
Tool buyers today, like their forebears, 
show a marked preference and friendli- 
ness for the Kelly name. When they 
think of good tools they instinctively 
think of KELLY. 


And HOW They Sell 


Kelly Axe & Tool Co., Inc. 


Charleston, W. Va., U. S. A. 









































Millions 
and Millions 


of People are Pushing . 


BOMMER SPRING HINGES 


whenever they open a door 








Follow the line of least resistance 


Stock and Push BOMMER 


Copyright 1927 by Bommer Spring Hinge Co., Factory and Offices, Brooklyn, N. Y., U. S. A. Established 1876 
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Dependable Brushes 


Dependability is an attribute of the Osborn line 
of brushes that is a source of constant satisfaction 
to both merchant and customer. 


Be 
* 

Sat 
a 
+ 
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Osborn maintainsa standard of qualityin materials 
and workmanship that varies only in the direc- 
tion of longer wear and greater usefulness. 


More than 30 years of brush-making experience 
is embodied in the design and construction of 
every Osborn Brush. 


Tit OSBORN MANUFALTURING LOMPANY 


5401 Hamilton Avenue Cleveland, Ohio 


Branch Offices: 
New York, Detroit, Chicago, San Francisco, Los Angeles 








A BETTER WEARING BRUSH FOR 








93—Window Brush. Grey 
hair body, black hair casing 
—length of hair 2'/2""—A very 


popular number. 





72—Milk Bottle or 
Jar Brush. Made of 
Black China Bristle, 
heavily filled and wire 
wound. Brush part 
2%" diameter— 
overall length 9’’. 





08 — Scrub. Stiff Palmetto 
Fibre, staple set in hardwood 
block. Width of face 5”, 
length 10”. Flaring wings 
make it easy to get into 
corners. An ideal Can scrub. 





416—Scrub. Made of Pal- 
metto Fibre, heavily filled and 
staple set. Brush part size 
4’ x 5'"—overall length 10”. 


16 — Floor Brush. 
Made of pure black 
horse hair—staple set. 
A high grade brush. 
Widths, 14” to 24”. 


EVERY USE 








HARDWARE AGE for FEBRUARY 2, 1928 





TOUGH COMPETITION 


from Cheap Alarm Clocks 
Selling at “Cheap” Prices 


HOW TO 


AS every hardware dealer knows, there is an immense de- 
mand for low priced alarm clocks. 

The demand is so great that it has brought forth all manner 
of nondescript clocks selling at almost any price, some of 
these clocks reasonably well constructed and some, well— 


not so good! 


o— competition! Fight fire with fire and you have all 


kinds of repair, exchange, make-good trouble on your hands 
—with no actual profit to yourself. 


Let it slide—and it means your customers going into other 
stores buying these clocks and other things, too. 


We ask you—honestly now, isn’t the Ingersoll TYPE-T at 
$1.50 the answer to your problem? 


Here is a real clock with a real name on its dial, a real 
guarantee and a real service department back of it—and 
heavily advertised. It sells at a known price, and yields you 
a legitimate profit! 


A fine looking clock! Look at the illustration and note some 
of the pee Look at the handle. Note how the handle 
and bell are designed with the clock, and together become 
an ornament instead of an eye-sore. Look at the heavy rolled 
edge case. The dial is mat finish metal. The case is seamless. 
The knob alarm switch makes you think of high grade light- 
ing fixtures. The feet are fastened on for keeps. The feel of 
the whole clock is solid and substantial. 


Starting January 28th, full page, half-page and two-thirds 


Made by the Makers of 


Sugewsol, 


WA TCHE §S 
INGERSOLL WATCH CoO., Inc. 


215 W. Randolph St. 
Chicago 


30 Irving Place 
New York 


MEET IT 


page advertisements run every week in one of more maga- 
zines and farm papers, including The Saturday Evening Post 
(half page Jan. 28th, full page Feb. 11th, full page Mar. 
10th), American Magazine, Collier's, Liberty, Farm Journal, 
Successful Farming, Farm & Fireside, etc., etc. 


Every one of these many large ads features the Ingersoll TYPE-T 
at $1.50. 


We believe that the Ingersoll TYPE-T Alarm Clock is des- 
tined to be the largest selling alarm clock in America, just 
as the Ingersoll Yankee is the most popular watch. 


We are offering a special proposition in Ingersoll Alarm 
Clocks Ask your jobbers’ salesman, the Ingersoll salesman; 
or write your jobber or us direct. Look for the Ingersoll 
Alarm Clock Circular. 


290 First St. 
San Francisco 
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Napoleon Bonaparte 











LEADERSHIP 


Maintains its advantage steadily, year after year . . . for 





example . . . the 1926 Hoover ‘sales, in actual dollars 
and cents 3343% greater than those of any other cleaner, 
have been exceeded in 1927 by a wide margin — and 
every sale was a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners - The Hoover is also made in Canada, at Hamilton, Ontario 
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Are You Selling Step Savers? 


illustrates the strongest selling point for electric 
appliances—the service they must render to 
justify the cost. ; 

It is the saving of steps, the lessened human effort 
required that justifies for 
the average family the in- 
creased expenditure for an 
electric waffle iron over the 
cost of a flame heated iron. 
Many families feel that the 
increased beauty of better 
waffles—as great as these 
may be—is not sufficient. 

But as a human energy 
saver the justification can- 
not be questioned! 

Most people like waffles 
and would eat more of this 
healthful and tasty food if 
it was not for the trouble 
of preparation. The sales- 
man should present the picture by contrasts. 

The waffle iron and the batter placed upon the table. 
A simple turning on of the current starts the iron 
heating. No smoke, no grease required. No turning 
of the iron. The lady of the house merely watches until 
the steam stops, opens the iron and serves. Another is 
started without effort, without delay and without in- 
terrupting the table conversation—the visiting hour 
with many families. After the meal no washing of the 
iron. 

It is not necessary to draw the negative picture. 


Electrical Goods Section 


a. HE drawing reproduced on this page graphically 





Every woman knows it. The painting of the positive 
picture should be sufficient. Negative pictures should 
be used sparingly in sales talks. 

_ February is “waffle iron month” and many manufac- 
turers are making a special advertising drive. Power 
companies are organizing 
hardware and other dealers 
for community drives. 
Every dealer should join in 
this special effort and 
capitalize as much as pos- 
sible on the national adver- 
tising. 

The artist for the Elec- 
trical League of Cleveland 
in making this picture 
dramatized the selling talk 
for grill, percolator, toaster 
and waffle iron. Your story 
is the same, except as to de- 
tails. It is a good selling 
story. 

Really successful selling of electric appliances will 
come only when they are sold on a service basis. They 
must be appreciated for what they will do, for the 
energy they will save, for the home enjoyment they 
will supply by doing disagreeable tasks more efficiently 
and more easily. When a woman asks how to keep her 
nickle plated appliance bright, tell her that constant use 
and ordinary cleaning daily will make it more and more 
beautiful. Never mention metal polishes, for metal 
polishes comprise a strong negative argument. What 
woman does not hate metal polishes! And rightly so. 














Le Q's 


NE radio set a day, two wash- 
QO ers each three business days 

and an equal number of elec- 
trical refrigerators. Such is the 
record of Loew & Quinn, hardware 
merchants of Braddock, Pa. 

This is merely a mention of the 
larger appliances. The firm also has 
a fine volume in small appliances. 
It was on the small appliances, in 
fact, that the store built its electrical 
reputation. Small appliances and 
wiring devices are used liberally for 
display in season and A. G. Loew 
says of them: 

“They carry a nice volume and 
they certainly help to sell the larger 
appliances. They set customers to 
thinking of what can be done for 
beauty and convenience in their 
homes. Also, frequent small pur- 
chases keep people thinking of our 
store as electrical headquarters.” 

When Loew & Quinn took the sale 
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of an electrical refrigeration unit 
last May, they did not have to con- 











A. G. Loew 






All merchandise is displayed within reach of the customer as nearly as possible 


Good Display 
Good Salesmanship 
Good Prospects 


vince people they understood electric 
appliances; the Braddock people 
knew that already—so they sold 30 
the first month and then increased 
the number each month during the 
hot weather and continued a good 
volume into the winter. 

This good business is snatched 
from an open field in which there are 
a half dozen local competitors and ° 
city trucks are rumbling by the front 
door every hour of the day. Brad- 
dock is a borough of 20,000; it is 
the hub of the business wheel, one 
might say, with near-by boroughs at 
the end of every spoke—and the city 
of Pittsburgh, not twenty miles 
away, with every thinkable conve- 
nience and facility to entice Braddock 
shoppers thither. 

Loew & Quinn’s busy basement 
and first floor and office don’t indi- 
cate that these successful merchants 
are losing a minute in worry over 


























what their competitors either singly 
or collectively may be hatching up. 

They show goods on tables and in 
wall cases; the old counters are gone. 
Store visitors have exceptional op- 
portunities to see for themselves. 
Illumination is the latest—store dec- 
orations are attractive—and the 
hundreds of table trays filled with in- 
teresting things arranged more inter- 
estingly, make the big store the kind 
of place where almost anyone would 
enjoy lingering leisurely down one 
aisle and back the other. 

The secret of this store’s success 
along all lines, notably along the 
radio, washers, refrigerators, iron- 
ing machines is revealed before one 
gets inside; there, before his eyes so 
that he cannot possibly fail to see, 
is a washer in the doorway, a radio 
just inside the front door, and so 
on; in windows, entrance and center 
aisle. 

The line of vision, as direct as 
mathematics, is golden. There is 
no such thing as just around the 
corner here or there—in “the other 
room on your right inside the door” 
or “Tell the clerk to show you the 
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F.J. Quinn 


way to the basement—you'll find it 
down there.” 

“Nothing doing,” snapped Loew; 
“if it is not here where they cannot 
fail to see it, a clerk leads the way 
and does the hunting. The clerk 
leads the way downstairs; the clerk 


stays there—that’s the job of selling 
merchandise.” 

A high-priced radio is as likely as 
not to be found on the sidewalk on 
clear days—not up above people’s 
heads, but on the usual level—in 
THAT LINE OF DIRECT VISION. 

“Two of the best radio sales I ever 
made were picked up on the side- 
walk recently—no hunters for bar- 
gains either—plain, well-to-do men 
who stopped, looked, listened, pulled 
out their wallets and put the money 
down,” stated W. H. Smerbeck. 

The store’s first key to sales may 
be summed up as display along the 
lines of travel—the goods are put 
where the people. will see them— 
where the people are. 

Their next key might be summed 
up as an ingenious effort to capital- 
ize the comfort of fire sides, cool 
shady porches and cozy living rooms. 
To that end, as one would suspect, 
they have at Loew & Quinn’s two 
specialists in merchandising in peo- 
ple’s homes. One of these men is 
W. H. Smerbeck, expert on radio, 
formerly with a large city depart- 

(Continued on page 37) 





Samples of larger merchandise are shown on the main floor, but final selection is made from the mass display 
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Making It Easy to Buy Radio 


Deal opens homelike store 
convenient for family 
evening calls 


HE Deal Hardware Co. store 

j in Canton, Ohio, has been a 

leader in the hardware and 
sporting goods trade for several 
years and for two years it has been 
a leader in the radio trade, despite 
the fact that it is peculiarly a man’s 
store. The radio business developed 
to an extent that O. F. (“Mike’’) 
Deal thought it deserved special 
treatment. 

As a result of his study of the 
situation, Mr. Deal decided upon 
“The Deal Radio Home Store” and 
the venture has proven very attrac- 
tive. Mr. Deal found a location in 
the residence section of the city and 
equipped it in keeping with home 
surroundings, as a special radio 
branch. 

‘Mr. Deal reasons the situation like 
this: 

There were many disadvantages in 
the main store. Demonstrations in 
the busy section of the city are not 
likely to be satisfactory at all times. 
The store observed regular closing 





O. F. Deal 


hours, and many families like to buy 
radio in the evening. The hardware 
store had for years featured sporting 
goods and sporting demonstrations. 
It is the fishing, shooting, archery 
and golf headquarters. 

Radio does not mix well with these 
things and there was not the space 
to devote exclusively to this line. So 
the space was obtained in the new 
store and radio given a different 
atmosphere. 

The Deal Home Radio Store is 
equipped with rugs, tapestries, 
bridge lamps and other home sur- 


T his is additional to estab- 
lished trade in his busy 
men’s store 


roundings. Since it has been opened, 
no demonstrations have been made in 
the homes. The prospects are 
brought to the store and see the vari- 
ous receivers under home conditions. 
Demonstrations are under the con- 
ditions that obtain in the residence 
district. 

Previous to opening this Home 
Store, Mr. Deal had done much to 
popularize radio. He arranged spe- 
cial demonstrations for the world 
series, the Tunney-Dempsey fight and 
other important occasions. His ser- 
vice had been built by painstakirig 
thoroughness. All of these things 
gave prestige to his new venture. 

The longer business hours in the 
new store are extended to the ser- 
vice department. Competent men are 
on duty eighteen hours daily, subject 
to call. 

The radio department of the main 
store is continued and enjoys a lively 
pickup business and is still favored 
by those people to whom sporting 


goods and sports are a major interest. 





Many domestic touches are given to the display in the Deal Home Radio store 
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$15 for the Best Title for this Picture $15 


1—Contest closes March 15, 
2—Contestants must be connected with retail sales of 
appliances or radio. 


38—Print your name plainly, address, store you are con- 
nected with and position occupied. 


4—In case of tie each contestant will receive $15. 





N. Lazarnick Photo 


5—The winner will be announced in the second issue of 
the ELECTRICAL Goons following this issue. 
6—The Staff of ELECTRICAL GOODS SECTION will be 
judges. 
SPECIAL—Please do not tear the page from this 
magazine. 


Address—Title Contest, ELECTRICAL GooDS SECTION, 239 West Thirty-ninth Street, New York City 


Electrical Goods Section 
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The Anniversary of a 


NE year ago the ABC SPINNER Washer-Dryer 
was introduced — because dealers needed lower ser- 
vicing costs and because users now demand fast washing 


nye meusleaiatreni mel awtels 


[It was a bold departure from worn-out habits but now 
after twelve months under the spotlight. the ABC SPIN 
NER stands alone among washers, nationally acclaimed 


and overwhelmingly approved an unprecedented suc 
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to the Washing Machine Industry in a decade. 


SPINNER porcelain successfully applied at the ABC 
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washer tubs 


Porcelain has stopped reconditioning losses for many 


dealers and holds a powerful sales appeal to washer 


prospec [Ss 


Phe ABC SPINNER ts the only washer that combines 
fast agitator washing with fast. safe centrifugal drying. 


And furthermore it has unheard of simplicity of con 
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NOTABLE SUCCESS 


No wonder the SPINNER has attracted such large num- 
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and dealers in America. who have switched to this sales 


Averemolaclilamolacteltianitcan. wl iolae 


It was inevitable that, the pick of the retail salesmen 
would also shift from less modern washers to the ABC 
SPINNER. Widce-awake salesmen like to ride with a 


winner 


The washer dealer who controls the ABC SPINNER 
holds the whip hand for volume sales in his community. 
Facing these facts squarely and honestly wouldn't it be 


the better plan to investigate what the SPINNER can 


do for profits on your balance sheet in 1928? 


Altorfer Bros. Company ‘st. 1909) Peoria, Illinois 





In a short time the ABC SPINNER 
will be available with built-in gasoline 


engine for use in rural communities 











SPINNER (&\ 


The PORCELAIN Weasher 











Electrical Goods Section 











28 HARDWARE AGE for FEBRUARY 2, 1928 











FAS dadiecTias eb 


Little Taste 
of Toast Often 
Makes the Sale 


N old saying, seldom disputed, 

A is; “The way to a man’s heart 

is through his stomach.” 

More and more, electrical goods sales 

people are realizing that “A taste 
makes buyers of shoppers.” 

In our opinion, these sayings, one 
old and the other fairly modern, 
mean the same thing. For as we 
see it, the shoppers who become 
buyers are women who are seeking 
either the way into a man’s heart or 
at least to stay peacefully in the 
part of it they now occupy. 

Mr. Chantler, in his cartoon, re- 
veals the fact that he has been 
observing store operations. He 
sketches a saleswoman who is dis- 
mayed because the saleswoman across 
the aisle is getting the crowd. The 
reason is obvious—the woman across 
the aisle is showing women how to 
do something they want to do. 

Then the toaster saleswoman gets 
busy. She gets a loaf of bread, con- 
nects her toaster and begins to let 
the pleasant odor of well made toast 
spread throughout the room. In- 
stantly she becomes a center of 
attraction. Then she begins to dis- 
tribute bits of toast to prove that 
the product is as good as the aroma. 

She takes the center of the stage 
and the women gather around her 
for a taste of the toast and her order 
book gets busy. 

This sales story is demonstrated 
over and over again. Sad to relate, 
it is demonstrated in the larger store 
more than in the small stores. Some- 
way the small merchant believes 
practical demonstrations are some- 
thing beyond him. He is, perhaps, 
too modest to assert himself. He 
fears he will be too much like a ped- 
dler. But the small merchant who 
has ideas like that of demonstrations 
is likely to grow big. If he has no 
outstanding sales ideas, he is likely 
to remain small. 











Sales Power of a Taste - by T. F. Chantler 
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ROYAL ROCHESTER 
-~ in Styleand Sales 7 


Join the thousands of dealers who have found the way to 
better business and profits by featuring Roya RocHeEsTER. 


There's an increasing demand among women buyers for 
this charming merchandise ~, Coffee sets and table utilities 
of Royalite, the hand decorated, heat proof china—so unique, 
so beautiful—exclusively Roya RocuesterR~ Coffee sets 
and electric appliances of Royal Nickel Plate —stunning 
in the most fashionable period designs. 


Attractive literature showing the outstanding Royat RocnesteR 
appliances in their true colors will be sent upon request 


ROBESON ROCHESTER CORPORATION 


New York Office and Display Factory and Main Offices 
200 Fifth Ave. Rochester, N. Y. 
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Size and Efficiency 


E have three stores in mind—a very large store, 
WW a middle size store and a small store—all on 
the same street in the same town. Each de- 
voted one window to electrical goods during the Christ- 
mas sales season. Two days after Christmas the big 
store removed the appliance display and replaced it 
with other goods. A week after Christmas, the middle 
size store still had a tired looking gift display in the 
window. By 9 a. m. the day after Christmas, the small 
store had removed all Christmas decorations from that 
display and for two days a neat appliance window stood 
for people to see. We merely mention this to indicate 
that efficiency does not always go with size. 


There are 17,596,390 wired homes in the United 
States. This is 63 per cent of the total number of 
homes that are prospects for electrical goods sales. 


Cold Weather Display 


OME very cosy window displays are made at this 
S season by replacing the element in a heater with 

a red flame tint lamp and connecting it with a 
flasher. Other cold weather merchandise can be added 
to the display. 


Eight out of ten families living in wired homes 
have electric irons, so iron sales are on a replace- 
ment basis. 


Your New Customers 


NNUAL figures on the extension of the residence 
A electrical business in various sections of the coun- 
try show increases of from four per cent in the 
mountain States to ten per cent in the Middle Atlantic 
States. Each of these new residence customers is an 
added prospect for the sales of appliances. Then, to 
get an idea of the business, you must take into account 
the increased number of sockets per home and the in- 
creased familiarity of women generally with appliances 
and their advantages. 


Only one per cent of the families in wired homes 
added heaters last year. Eighty-five per cent are 
still without them. Good sales opportunity. 


Have You Tried? 


r YHROUGHOUT the country we hear less of the 
criticism of power company methods of merchan- 
dising. We are led to believe that in fewer cases 

are very low terms and premiums being offered—which 

are the features merchants complain of. We know that 
the leaders in the power company industry are doing 
their best to establish fair relations with merchants 
and we also know that in some cases there are local 
power company officials who pay little heed to leaders, 


just as there are hardware or other sort of merchants 
who ignore new and better practices. We know that in 
some cases better merchandising relations between 
power company and merchant have been established by 
the merchant going to “talk it over” with the power 
house chief. We believe that you can establish friendly 
relations in your community, if you will try to do so. 
In some cases the trade relations committee of the 
chamber of commerce have made the treaty. 


Slightly more than one in four families that have 
electricity have electric washers. Plenty of op- 
portunity and then come power washers for homes 
without electricity. 


The Next Radio Peak 


OW that the Christmas season is safely put 
| \ away and exchanges made, it is time to think in 

terms of the next radio set selling peak. It will 
come just before the national political conventions. 
This should be an opportunity for the small town mer- 
chant to come into his own. It certainly should be 
worth the price of a modest radio receiver to the iso- 
lated resident to keep in touch directly with the national 
conventions. 


Less than four of ten families having electric 
lights have electric cleaners. Are your customers 
above or below the average? : 


A Big Undertaking 
N the organization of the Industry Sales Confer- 
ence, the electrical industry has made an important 
gesture and one that is likely to benefit non-elec- 
trical merchants who retail electrical appliances and 


other items. It is well known that the electrical indus- 
try has never been a “selling industry.” Its natural 
progress has been so rapid that “selling” was not re- 
quired. Now with the wired homes approaching a 
saturation under present conditions, it becomes neces- 
sary to “sell.” With this era at hand, the industry is 
going to pay more heed to the natural and established 
merchandising outlets. When this is done, the hard- 
ware merchant will gain in appreciation with the in- 
dustry. 


In only one of four wired homes are there 
toasters. A merchant recently told us “everyone 
has them.” His community is exceptional. 


Prices on Lower Level 


T is interesting to note in year-end statistics that 
I an increased sale is reported for a number of the 

electrical appliances and supply units and at the 
same time a smaller gross retail value is given. This 
is a strong indication that prices on electrical units are 
being adjusted to a lower level—to a price that will be 
more acceptable to merchants and people. 
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The most intelligent and aggressive selling you 
are capable of won’t get you far, if the product you 
have to sell doesn’t measure up to your own efforts. 


Why not make your own work count to the utmost 
by linking it with a product that is outstanding 
in the washing machine field—Vac-A-Tap? 


From the day of its introduction it has been a step 
ahead of the crowd —and it keeps its lead. 
Right now it is setting the pace for the whole 
industry by introducing the pressed man- 
ganese-aluminum tub. Its remarkable 
qualities — strength, smoothness, 
beauty, easy cleaning—are 
bound to revolutionize wash- 

ing machine design. 





Equally important 





Firm 


LIVE @IMPELLOR 


way to pre 



















THE VAC-A-TAP COMPANY 
Dept. EG Holland, Michigan 


Gentlemen: Please send us full Vac-A-Tap 
facts and details of liberal dealer policy. 





are other features of the Vac-A-Tap—the Live 
Impellor which makes possible quick, thorough 
washing without wear; the quiet, vibrationless 
operation; the absence of belts; the direct drive 
on Timken roller bearings from self-aligning 
motor; the unit assembly. 


Just as Vac-A-Tap construction is in advance of 
competition so is the company policy forward- 
looking. The Vac-A-Tap dealer is backed by 
exceptional resources, a generous dealer 
policy and powerful sales co-opera- 
tion. Vac-A-Tap dealers will pros- 
per. Why not be one of them? 
Write or wire immediately 
for franchise. 





The Vac-A-Tap Company 
Holland, Michigan 














Street .... 











City 
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Now! The World’s Lowest Priced 











THE BEAUTIFUL NEW 








E. N. HURLEY, JR. 


President 
Sends you this Personal Message 


I AM proud to tell the washing machine dealers 

of America that the Hurley Machine Company 
offers you in the 1928 Thor plan and products a 
newer, more revolutionary, far broader sales oppor- 
tunity than we or any other washing machine com- 
pany has ever made available before. I shall consider 
it a privilege to send you the details of this genuine 
opportunity. A wire or special delivery will bring 
you the facts. 


7 xeten fe 




















10 Great Advantages in the Beautiful 
New Thor Agitator 


Fewer moving parts—practically eliminating need for 
service. 

Big capacity—compact in size—requires only 24 square 
inches floor space. 

Washes clothes faster. 

Washes clothes cleaner. Thor Cylinder Washer 


Beautiful—beyond comparison. Made in two sizes. Thor 6— 
Highest quality at lowest price in history. ai ~~ 


Enamelined tub that cannot rust, rot nor corrode. 
H i Dealers have sold more Thor 
Automatically cleans itself. PE most rte sient 


Direct gear drive—no belts to slip or break. washer ever made. Over a mil- New, Low-Priced Thor 4 Cyl- 
‘ : 7 ‘ lion in daily use. Holds world’s inder Washer in East India \Buff 
Unique rubber soft-cushion roll wringer that won't — for longest life— lowest cod Ebony. we 
oleae . upkeep. Ti quality throughout plus 

break buttons—eliminates old wringer troubles. ensuing unr laiddy. 


General Electric motor. 

















THE ONLY MANUFACTURER IN THE INDUSTRY OFFERING A COMPLETE LINE 
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Quality Washing Machine « - 












1928 will be a year of sensational success for aggressive 
Thor dealers. Even as this vital message is being written 
to you—scores of dealers who have seen the Thor 1928 plan 
are clearing the decks for action! 


Read every word of this announcement. Don’t lay it 
down until you have a picture in your mind of this—per- 
haps the greatest opportunity you ever had to lead your 
community in washing machine sales. 


3 big high spots 
This industry-leading Thor plan brings you—FIRST 
A new Thor agitator 


And you have never seen its equal—in all your experience 
with washing machines. All the lessons we've learned in 21 
years of manufacturing are émbodied in this washer. It is 
the climax of all Thor achievements in quality, long life, 
dependable performance. Over a million Thor users know 
Thor quality. We could not gamble with this reputation— 
our greatest asset —and yours. Thus—the new Thor Agitator 
is first and foremost—a quality washer. 








The new Low-Priced 
Thor 20 Automatic 
Folding Ironer in East 
India Buff and Ebony. 
World’s largest selling 


AGITATOR 


Tops the list of Thor quality products and makes the 
1928 sales opportunity the greatest in all Thor history 


This industry-leading Thor plan brings you— SECOND 


Sensational low price 


Remember—quality first—then by reason of our great facil- 
ities and resources, and because of the tremendous volume 
already assured—a price and a price plan that enables you to 
virtually “write your own ticket.” It is new, revolutionary— 
the very method most washing machine dealers want. Full 
details of the price plan are included in the complete infor- 
mation we will send you on request. Get this price information 
—it will make washing machine history. 


This industry-leading Thor plan brings you—THIRD 


The only complete line in the industry 


There isn’t a washing machine prospect you can’t meet, sell 
and satisfy now with the complete Thor line of quality wash- 
ers. There isn’t a price range you can’t compete with. There 
are no more popular types, or more superior lines, available. 


Important as this is—the Thor dealer has another equally 
important advantage. This complete line includes also the 
famous Thor Ironers—a style and type for every home need, the 
Thor Vacuum Cleaner, and Thor Washers for all industrial uses. 


Write or wire 


Yourespect the Thor name forquality. You knowthat millions holdthe 
Thor name and reputation in highest regard. 
The new Thor will build greater respect. In 





bome ironer. 














this spectacular 1928 Thor plan, lies the op- 
portunity you have waited for—an oppor- 
tunity you would not have improved on, 
had you made it yourself. The stage is set 
for you. The public will learn swiftly of 
the outstanding character of this new 
washer. If you seek bigger things in 1928 
— if bigger profits and more sales interest 
you—if you can visualize success, as hun- 
dreds of dealers will, on reading this an- 
nouncement— write or wire us today for 
complete details of this new industry- 
leading plan. 




















Thor 75 Automatic Ironer for use in homes with Thor Vacuum Cleaner meets 
laundries. 44-inch roll. Thor 90, larger size, every home need at a pop- 
50-inch roll. ular price. 


OF WASHING AND 
Electrical Goods Section 


IRONING MACHINES FOR HOME AND 


HURLEY MACHINE COMPANY 
22nd St. and 54th Ave., Chicago, Ill. 


New York Chicago San Francisco 
Toronto London, England 


Products distributed throughout the world by the 
International General Electric Organization 


Thor Folding 40 Automatic 
Ironer. Finest ironing machine built. 


INDUSTRIAL USs 
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Building for Electrical Cooperation 


week of Jan. 9 there was much 

evidence of the broader view the 
electrical industry is taking of its 
responsibility to merchandising 
problems and to the various compo- 
nent parts of its own structure. In 
each of these meetings cooperation 
was the general topic. In each in- 
stance the meeting was merely one of 
several steps being taken toward the 
same end. 

Prominent among these meetings, 
because of the number and standing 
of those present, was the dinner 
W. W. Freeman, president of the So- 
ciety for Electrical Development, on 
the occasion of the presentation of 
the James H. McGraw award medal 
for cooperation. More than 300 men 
were present to pay tribute. 

Charles L. Edgar of the Edison 
Electric Illuminating Co. of Boston 
was chairman of the dinner commit- 
tee, and Frank L. Smith of the United 
Electric Light & Power Co. of New 
York was toastmaster. Among the 
speakers were Howard T. Sands for 
the National Electric Light Associa- 
tion; C. L. Collens for the National 
Electric Manufacturers Association ; 
Joseph A. Fowler for the Association 
of Electragists, International; and 
J. E. North for the League Council. 
George E. Cullinan was to have 
spoken for the Electric Supply Job- 
bers Association, but was ill. P. G. 
Gossler of the Columbia Gas & 
Electric Co. of Cincinnati, and Owen 
D. Young, chairman of the General 
Electric Co., paid personal tribute to 
Mr. Freeman. 

Mr. McGraw presented the medal 
for an accomplishment which is ex- 
plained in the following citation: 

W. Winans Freeman, chairman of 
the Union Gas & Electric Company, 
Cincinnati, and vice-president of the 
Columbia Gas & Electric Company, 
New York, as president of the Society 
for Electrical Development for eight 
years, has been an outstanding leader 
in the cause of cooperation in the elec- 
trical industry. He came to head the 
society at a time when, owing to a lack 
of official tie-in with other industry or- 
ganizations, it was an imperfect instru- 
ment. But the time was not then ready 
for an actual affiliation between the 
national groups, for electrical men had 
not yet ome convinced of the indus- 
try’s need, in the field of market devel- 
opment, for centralized leadership and 
service. In the face of problems and 
difficulties which would have proved in- 
superable to men of ordinary courage, 
Mr. Freeman carried forward the 
work with unflagging zeal and confi- 
dence and, by his personal encourage- 
ment and guidance, made possible the 
more rapid and effective orgnization 


i] N three meetings held during the 


and development of local electrical 
leagues throughout the country and 
the establishment of other valuable 
services to electrical progress. 

Despite discouragement, he held to 
the task until a year ago the critical 
financial condition of the society ar- 
rested the attention of the industry 
and compelled decision, whereupon 


with unabated confidence and enthu- 
siasm Mr. Freeman seized the oppor- 
tunity to make: the problem officially 
an industry concern and,-at a heavy 
cost of his personal time and energy, 
brought about a sweeping reorganiza- 





W. W. Freeman 


/ 
tion of the society directorate. By the 
appointment of the presidents and 
managing directors and other repre- 
sentatives of the four major national 
associations of the electrical industry 
and the League Council, he achieved a 
broad official coordination of all elec- 
trical interests, so that the directorate 
of the society now becomes practically 
a council of the industry. 

In recognition of this distinguished 
contribution to the advancement of the 
spirit and practice of cooperation 
among electrical men, the judges have 
awarded to Mr.. Freeman the medal 
and purse for cooperation for 1927, 
given under the James H. McGraw 
award. 


It is through the coordination of 
the electrical industry in such move- 
ments as the reorganization of the 
S. E. D that the independent elec- 
trical goods merchant will come into 
more direct recognition for his work. 

Another meeting of interest was 
the meeting of the Industry. Sales 


Conference, under the chairmanship 
of W. E. Sprackling, president of the 
Tubular Woven Fabric Co., and in- 
cluding in its membership represen- 
tatives of manufacturers, power 
companies, jobbers and electragists, 
appointed by the various associa- 
tions, 

It is the plan of this conference to 
draft a sales program which will ben- 
efit all branches of the industry. 
The thought that has governed the 
development of tentative plans is 
that a rewiring program, including 
the sale of lighting equipment and 
appliances, under a program for in- 
tense local, regional and national 
sales effort over a period of years 
would be the best basis for the work. 

The tentative draft of the program 
was commended and will be carried 
forward. The program includes a 
broad educational work and the in- 
dependent electrical goods merchant 
will be recognized as a factor and 
arrangements made that he will be 
included in this work. 

The third feature of the week’s 
meetings was a continuation of the 
conferences between representatives 
of the National Electric Light Asso- 
ciation and merchant associations. 
At this meeting there were present 
representatives of hardware (whole- 
sale and retail), dry goods, furniture 
and drug dealers associations. 

The merchant representatives 
urged as their position that all power 
companies engaged in merchandising 
of appliances should maintain such 
accounting as required to show actual 
profit or loss on merchandising on a 
basis of independent merchant oper- 
ations. The merchant representa- 
tives expressed the belief that once 
the exact position of the merchandis- 
ing business was ascertained, any se- 
rious losses would be checked and 
that a stoppage of losses would cor- 
rect prices and terms that are now 
regarded as over competitive. 

Chairman Greenwood and other 
representatives of the N. E. L. A. 
reported that in their opinion many 
local practices held by merchants to 
be objectionable had been corrected 
since the conferences began and they 
looked for still further changes for 
better competition in the very near 
future. 
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These Features Plus Its Popular Price Sell 
The One Minute Model 60 


1—Handsome appearance. 

2--Sturdy pressed steel construction 
throughout. 

3 - Corrugated copper tub nickel plated 
inside. Quickly and easily dr-ined. 

4—Full six sheet capacity. This is a full 
size washer in every detail. 

5 — New flexible turbinator creating a re- 
markably fast yet safe washing action. 

6— Latest wringer of pressed steel. Udy- 
lited rust proofed) Quick acting ten. 
sior relvase. Aluminum drain board, 


7—Westinghouse Motor, quiet enclosed 
belt drive 

8— Compact construction. Washer 
occupies smal! space when not in use. 

9—Three legs Washer sets firmly on 
uneven floors. 

10—Large castors, enables washer to be 
easily moved. 

11— Lid of spun aluminum. Easy tokeep 
clean 

12—Entire lid lifts off for easy loading 
and unloading of clothes. 


MFG. 


ONE MINUTE MFG. CO. 


Newton, Iowa 
Box E. G. 


Send complete information on the One 
Minute Model 60. 


Name 


Address 











ONE MINUTE MFG. CO. 
Newton, Iowa 
Box E. G. 


Send complete information on the One 
Minute Model 52AA. 








Every Feature Is Here 


1—Triple washing action by water alone. 

2—Sediment zone segregates dirt washed from the clothes. 

3—The latest all metal wringer with instantaneous release and 
scientific prescure control. Balloon type wringer rolls will 
not break buttons or bend clasps. 

4—Center drain quickly and completely empties machine. 

5—The heaviest copper tub ever used in a washer, enclosed 
in a solid enameled steel jacket. 

6—Large tub opening makes the water extremely easy to 
load and unload. 

7—Washes one handkerchief or the largest family washing. 

8—Air space between copper tub and jacket creates a vacuum, 
retains heat in water and keeps outside of washer cool. 

9—Compact round construction. Only two feet in diameter. 

10—Timken roller bearings and velvet disc clutch. Enclosed 
gear case. Grease once in three years. 

11—Handsome appearance—to correspond with modern home 
furnishings. 
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The Title Is 


‘Candle Lights Tapering Tall 


Gleam Their Greetings 
to All Who Call” 
The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 
Beryl O. Hoyt, 
Electrical and hardware buyer for 
Farmers Store Co., 
New Auburn, Wis. 
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L. & Q’s Three Keys 


(Continued from page 23) 


ment store. Loew & Quinn wanted him—they saw a 
vision—they got him. 

Give him the name of a probable purchaser of a radio 
set, a washing machine, or almost whatever, and he goes 
to that home—no not an agent—but as a salesman who 
knows how to “avoid the appearance of being an agent” 
—a nattily-dressed salesman who knows his business— 
and represents a well-known local store. He gets at 
least one radio sale daily—that’s his minimum. In off 
seasons, he sells washing machines, ironing machines, 
electric sweepers, with similar skill. 

The third key is the method of procuring the names 
of probable purchasers and the study given to these 
names. They have two experienced women who are 
paid one dollar a day to locate “interested persons.” For 
each and every one of these interested persons who 
purchase a radio, washer, ironing machine, sweeper, or 
enough of any other group of ‘electrics to justify it, a 
crisp ten dollar bill is paid. 

Of course, satisfied purchasers of these home-merchan- 
dised articles suggest hundreds of other customers— 
“good ones, too,” volunteered Loew. Every name is 
carefully considered before it is put on the list. There 

(Continued on page 40) 
Electrical Goods Section 





WINTER 


SPRING 


SUMMER 





Keep Your All-Year Sales Figures 
in the “Steady Profit Belt” with the 
Day-Fan “Year-Round” Sellers 


HE gray part of this sales chart of your business is 

the “steady profit belt.” 

When radio sales slide off in the spring, see the Day-Fan 
Fan leap into your profit belt to take its place. When 
the seasons slow up in between because the sales switch 
from one demand to another, watch the Day-Fan Motor 
and the Day-Fan Cleaner keep the profits strong with 
their “full season” demand, rising even higher in the 
summer. That’s when windows are open and more dirt 
and dust must be sucked from rugs, cushions, couches 
and clothes with the powerful Day-Fan Cleaner—the 
hand-sized vacuum cleaner. 

Slow business in summer? Look at that sales chart of 
yours above! How could business “slow” with three big 
products with established demands working for you? 

Day-Fan has the name—nationally known, nationally 
accepted and nationally stocked. Day-Fan has the prod- 
ucts, several, to keep you selling steadily without regard 

to season. Don’t let Old Man Slump 
swipe pieces from the Profit Cake you 
baked when seasonal business was at 


i hei > A 
a @ Y Y a ; its “height. sk your jobber 
GG 


about the full Day-Fan line of 
J 


12 months’ sellers. He 


carries them all. 
BD 
<t 
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Day-Fan Electric Company 
DAYTON Dept. J OHIO 


For More Than 39 Years Manufacturers of 
High Grade Electrical Apparatus. 


Ss 


For Summer 
Sales— 
Day-Fan 

Fan 





For Winter Sales 
—Day Fan Radio 


For Year Long 
Sales—Day-Fan 
Motor 


For Year Long Sales 


—Day-Fan Cleaner 





RADIO - MOTORS: FANS | 
PRODUCTS 
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New Goods to Sell 


Sprayer Operated by Vacuum 
Cleaner 


A sprayer which operates from the 
air pressure supplied by the ordinary 
household vacuum cleaner is announced 
by the P. A. Geier Co. of Cleveland. 
The device consists of a piece of 1% 
inch tubing, one end of which fits the 
vacuum cleaner attachment hose, the 
other end terminating in a nozzle con- 
trolled by a simple thumb valve. Be- 
low the nozzle is a standard jar cap 
with flow tube and compression inlet. 
The connection is to the blower side of 
the cleaner. It can be used for liquid 
or powder and is especially recom- 
mended for deodorizers, disinfectants, 
lacquers and other light paints. It will 

own as the Royal Spray Attach- 
ment and with connector to fit any size 
cleaner will retail at $4.50. 


Rugged Feed-thru Switch 
A feed-thru switch to be sold at popu- 


lar price is announced by the ale 
Manufacturing Co., 200 Hudson Street, 


New York City. The maker says “The 
click of the switch bespeaks a rugged- 
ness of construction which an inspec- 
tion of the inside parts will confirm.” 


A New Waffle Iron 


This new waffle iron carries its own 
base tray to protect the table from any 
Pe of batter. Landers, Frary 
& rk, New Britain, Conn., makers 
of this iron, say that “they have made 
a good waffle iron better” in recom- 


mending this addition to their line. 
They call attention to decorated top, 
design of the legs, special expansion 
hinge. It is a 660 watt iron, weighs 
7% pounds packed, diameter of tray 
is 10 inches and it retails for $10. 


New Triple Socket 


Compactness is featured in this 
plural socket recently added to the line 
of the Beaver Machine & Tool Co., 
Inc., of Newark. It supplies three 


Edison base outlets and brings the side- 
outlets close together, making a small 
attachment. The outer casing is Bake- 
lite and it is supplied in brown and 
black and retails at 50 cents. 


Electric Water Cooler 


Electric water cooler for either city 

or bottled water is offered by the Cope- 

land Sales Co., 

Detroit. Mod- 

els are based 

upon the de- 

mands made to 

serve 50 de- 

water. 

he cabinets 

are 18% inches 

square and 

47% inches 

high, with 

bottle 65%. 

Standard fin- 

ish is green 

pyroxylin lac- 

quer over 

steel. White 

finish at 

slightly added 

cost. The 

Copeland re- 

frigeration 

unit is used. 

Coolers may 

be equipped 

with two out- 

lets, the posi- 

tions of which 

are optional. 

One bowl as- 

sembly with attachment for spout or 

bubbler is standard. Figures are cited 

to show economies in this equipment 

over ice refrigeration where waster is 

a for shoppers or a large work 
orce. 


Power Farm Radio Receiver 


A specially designed power radio 
receiver which plugs into a light socket 
of a 82-volt battery farm lighting 
plant of any make is announced by the 
Day-Fan Electric Co., of Dayton. O. 
This set operates on the same prin- 
ciple as the power operated set made 
by the same company for use on city 
light circuits except that it utilizes 
the 32-volt storage battery of a light- 
ing plant, plus one or two 45-volt “B” 
batteries in the circuit. It will, of 
course, eliminate the “A” battery re- 
charging troubles for the farmer. 


Table Outlet for Appliances 


As one step toward solving the ever 
present problem of an attachment for 
table appliances, The Miller Co., Meri- 
den, Conn., offers the “Twinlet.” It is 
a double outlet for easy attachment 
of table appliances. It is made of 


Miller metal and is available in silver, 
black or antique brass finish. It is 
packed ‘with an 8 foot silk cord, separ- 
able plug and has a felt base to avoid 
marring table surface. It is packed in 
de luxe box sufficiently attractive to be 
used to keep the attachment in when 
not in use, The retail price is $4. 


Molded Push Buttons 


A complete line of molded push but- 
tons is announced by the Reynolds 
ae Co., Reynolite Division, Jackson, 

ich. All designs are made of Bakelite 
and are dark brown finish with scarlet 
center button. All metal parts are in- 
sulated and the mechanism is recessed 
to take No. 14 wire. Four styles are 
offered. 
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GET READY | 
for Waffle Iron Month 


THEN PUSH 


February is “Waffle Iron Month,” as of 
course you know. But just knowing it 
won't push up your waffle iron sales 
that month. 













You are going to get a lot of help to make February the biggest month 
ever known in Waffle Iron sales. The N.E.L.A. plans are so complete, 
so far-reaching that nobody who is a possible waffle iron prospect will be 


overlooked during that month. 


But to get yours out of it, you must swing in behind the push in your 
own shop—daisplay, talk and push waffle irons—and start it off with a 
drive talk to your salesmen. Tell them all you know about the plan. 


We are going to help by giving you 13 STAR-Rite Waflle Irons for the 
price of twelve. 
Order a dozen from your jobber and he will send 13 and bill you for 12. 


The Lightning Iron—Retail price $10.00. The Junior Iron—$3.95, in Canada $4.95. 
(A big iron—7/4 inches inside diam- (For individual waffles, a fast seller.) 


eter.) 
The Standard Iron—$9.00, in Canada ‘ : 
$12.00. (The iron of solid brass, won’t Specify handles in ebony, red, green, 


rust.) yellow or blue. 


Don’t Delay—This Offer Ends February 6th 


STAR-Rite 


Electrical Necessities 
THE FITZGERALD MANUFACTURING CO., TORRINGTON, CONN. 


Canadian Fitzgerald Company, 95 King Street East, Toronto, Ontario 


Pacific Coast Branch “The Better to Serve You in the West,” 1211 Van Ness Avenue, San Francisco, California 
Makers Never-Leak Automotive Gaskets 
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L. & Q’s Three Keys 


(Continued from page 37) 


is no use wasting time on undesirables, who will be 
turned down if they sign an order. 

Of course, time payments are allowed—they are 
solicited—and Loew & Quinn finance their own. The 
customer is not passed on to a third party “down the 
street, up on the second floor, where you will make 
your monthly payments.” 

“No, that’s the way to lose a good customer,” 
Smerbeck. 

All of these things are building a fine electrical 
volume for Loew & Quinn. 


declared 


The One Lamp Home 


ERE’S a true story that’s worth retelling to 
H any lamp customer who buys lamps only one 

at a time, or who hesitates to “Buy them by the 
Carton.” The incident was called to our attention by 
Charles M. Ripley, and illustrates the very opposite 
extreme from buying “by the box.” 

A hard working, thrifty woman, whom we will call 
Mrs. Szdraqlski (not knowing her real name) was em- 
ployed as a laundress in the home of Mr. L. B. Van 
Dyck, Assistant General Auditor of the General Electric 
Company. One day Mrs. Szdraqlski was telling about 
the neat two-family house which she had purchased with 
her savings, and with honest pride, invited the Van 


Dycks to come over and inspect it—which they did. 
Mrs. Szdraqlski showed them through the five-room 
upper flat, which she herself occupied. After seeing 
it in all its glory, the G. E. man’s comment was: 

“Everything seems to be all right—mighty fine, in 
fact, except the electric lights. I saw only one bulb in 
the whole house. What do you do for light? Every- 
body else that I know, puts lamps in every fixture, and 
a good many folks keep a box of extra lamps on hand, 
so as to replace any that burn out.” 

“Oh, I do very nicely with my one lamp. After 
supper, whenever I go from one room to another, I 
simply take out the lamp and carry it along with me to 
whatever fixture I think I may want to use in the 
next room.” 

“In the dark?” 

“Sure, in the dark. I know this house so well that 
I can find the fixtures without any trouble.” 

“Don’t you ever break or burn out your one lamp?” 

“Oh sure, but it isn’t far to the store to buy another 
and lamps are not very expensive. And one thing I 
do know, I keep my lighting bill down just as low as it 
is possible to keep it.” Here a smile of triumph over- 
spread the honest woman’s face. 

Mr. Van Dyck asserts that although he tried in every 
way to show the lady that she was taking chances of 
bodily injury, eye strain, and wasting a lot of time 
which she might spend to better advantage than by 
screwing lamps in and out of sockets, years of count- 
ing the pennies had made her quite impervious to all 
such arguments.—Light. 
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HYGRADE- LAMP CO 


GENERAL OFFICE 
AND FACTORY 


In Six Months 


This Corner 


Doubled Whitcomb-Carter’s 
Sales of Hygrade Lamps 


ita SG 


/ 


Whitcomb-Carter Co. of Beverly, Mass., thought 
that their Hygrade Lamp sales had reached the peak, 
because they have been selling Hygrade Lamps for 
over ten years and everybody knows that they carry 
Hygrade 


Yet—when Hygrade Lamps were put on this coun- 
ter last July sales for the next six months jumped 
100 per cent over the sales for the same period in 
1926—and this in the face of increased competition. 
And Whitcomb-Carter expect that their sales for the 
year will show a similar gain. 


There is no peak in Hygrade sales. Put them 
where your customers can see them and they’ll be 
one of your fastest-moving specialties. 


SALEM Mass 
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No. 34 Horton Electric 
Washer. Copper tub; 
Submerged agitator type. 
Same co naag =. pe 
line engine (No. 34-64); 

Power pulley (No. %. $3} 








Cfor Half a Century and 


certainidealshave 
More~ identified the 
name Horton in the minds of those 
whom Horton serves. 


One unvarying ideal has been that each 
unit manufactured by Horton must be 
surpassingly fine—as perfect as human 
hands can build. 


Another, equally important ideal, per- 
mits no compromise in materials that 


enter into the making of Horton prod- 


ucts. That these ideals have lived 
—have existed in practice rather 
than merely in mind—is evi- 





denced in Horton’s constant growth 
year after year. 


It is a fact—Horton Washers and the 
Horton Ironer built upon these ideals of 
service andsatisfaction areincreasing in 
demand with corresponding ‘benefits 
to user and seller, as well as builder. 


Horton now is serving leading jobbers 


and their dealers the country over ina ° 


relationship that is friendly—mutually 
satisfactory. If you are interested in 
learning more of our sales policy 
—write us—we will gladly give 
you the facts. 


HORTON MANUFACTURING COMPANY 
FORT WAYNE, INDIANA 


HORTO 





ph 


The 


HORTON 
LINE 


is Complete 





No. 40 Horton Electric 
Washer. Copper tub 3- 
cup suction type. 





No. 30 Horton Peerless 
Washer. Wood tub; wa- 
ter power motor, 





No. 33 Horton Electric 
Washer. Wood tub; agi-. 
tator type. 





No. 23 gitergen Motor 
High Washer. 
Wood m hand power. 





Morton Automatic 
Ironer. Electric or gas 
heat; electrically driven; 
30-inch complete open end 


Washers 


lroners 
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GOOD PRODUCTS — Yes! and above all else GOOD FRIENDS 
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oe = rene enaiet eens 





Electrical Goods Section 











42 


HARDWARE AGE for FEBRUARY 2, 1928 











Ke nee 
for radio sets in the world | 


Bre Po Billustrated above 
'e with 
Ma Be ~Power 


ifier Tube. 





GRIGSBY» GAUNOV- HINDS~ CO 4572 ARMITAGE AVE CHICAGO4LL 


ms 











Proven in the 


Commercial Field 


Now 
Available 
for 
Household 
Use 


For three years, the 
De Jur Electric Iron has 
stood the test of service 
in the commercial field, 
being used to press all 
kinds of materials from 
the sheerest silks to the 


heaviest woolens. 


= “De [UR 


Regulating eek, Heat 
back “¢ ELECTRIC IRON 


This wonderful iron is now available in household weight and size 
and its three heat feature is proving a boon to housewives and a 

t maker for dealers. LO SIUM and HIGH heats are 
obtained at the press of a button | by the thumb of the same hand 
that operates the iron. 


Write for circular giving complete information. 


juR Propucts ©. 


2195 LAFAYETTE STREET, NEW YORK CITY 
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Radio Tubes 





ALL STANDARD TYPES 
Greatest Proposition in the Field 
The most complete support given Dealers and Jobbers 


Not just “Electric Radio’’ 
but Reliable A-C Radio 


by MOHAWK 


that you can sell for $112.00 and up. 
Mohawk Corporation of Illinois—Chicago 





with advertising, selling helps and broad-gauge policy 
to back them up on the platform that Gold Seals give 
extra satisfaction. Quality tubes in all standard types. 

GOLD SEAL ELECTRICAL CO., Inc. 


260 Park Avenue New York 


Manufactured under RCA patents, Hogan patent No. 1014002 and Mohawk 
patent No. 1573374 
























Four BIG Features 


l Only iron with patented air-cooled handle. 


2 Only plug that holds cord out of way in 
ironing—heat regulating and indestructible. 


Only electric heating pad that can be used 
with WET applications. 


Only FLAT toaster that toasts FLAT—one that 
toasts sandwiches as well as other things. 


WRITE US 


CHICAGO FLEXIBLE SHAFT CO. 
Dept. 3, 5600 W. Roosevelt Rd., 
Chicago, tll. 


38 Years Making Quality Products 






(GUARANTEED ELECTRIC APPUANCES 











Prestov=" 


Electric Vacuum Cleaner 






Fastest seller of its kind 
because it offers incompar- 
@» able value. Our advertis- 
W/ ing and sales helps mean 
bigger profits for you. 


METAL SPECIALTIES MANUFACTURINGCO. 


338-350 North Kedzie Avenue $2 Te. Chicago 
“STRICT JOBBER POLICY” 
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Electrical Business Briefs 


UQUESNE Light Co. of Pittsburgh, the utility 
D supplying current in that community, made an 

extraordinary effort this year to enlist the hard- 
ware merchants of the city and trade district in the 
annual February campaign for waffle iron sales. In 
letters to the hardware trade, the success of last year’s 
campaign in the way of sales was recalled and hardware 
merchants were urged to show waffle irons and to join 
with the grocer by loaning to him a waffle iron on which 
he could demonstrate waffles made from his favorite 
brand of flour. The utility company offers to supply all 
posters the dealer may want for his store and for the 
neighboring grocery stores or restaurants he may enlist 
in boosting waffle iron sales in his community. This 
active cooperation results from a meeting held about a 
year ago in which ELECTRICAL Goops had an active part. 
At the date of writing it is not known how this gesture 
of friendliness resulted. 


EDERATED Radio Trade Association will hold the 

annual convention at the Schroeder Hotel in Mil- 
waukee Feb. 14 and 15. The subjects will be Training 
of Radio Service Men, Truth in Advertising, Trade 
Relations, Standardization and How to Run a Trade 
Show. Speakers will be such men as Louis B. Raycroft, 
Paul Klug, L. 8. Baker, Martin F. Flanagan and Sam 
Pickard of the Federal Radio Convention. 


ADIO television has attracted much attention dur- 

ing the last few weeks. The developments an- 
nounced by the Radio Corporation of America in 
connection with the General Electric Co. indicate that 
a marketable receiver is being developed that can be 
synchronized with the present sound receiver and which 
will reproduce in the owner’s home the scene being 
enacted at the point where the broadcasting originates. 


ROSLEY Radio Corp. is completing a reorganiza- 

tion of the capital structure of the company. There 
will be 300,000 no-par shares and 48,000 of these will 
be sold to the public at $25 per share. The property 
includes the manufacturing and broadcasting interests. 
It is stated that the Crosley corporation had a business 
turnover of $8,000,000 in 1927. 


HESTER JONES, a veteran in chemical and elec- 

trical engineering sales service, has been made 
manager of the Fansteel Products Co. office in New 
York. Mr. Jones has been in charge of the technical 
sales for the company for the last two years. In New 
York he will be in charge of all sales in this territory. 
His office will be at 50 Church Street, New York City. 


ATIONAL Electric Manufacturers Association 

announce two additions to the staff—W. J. Canada, 
recently with the National Fire Protection Bureau, and 
H. T. Melhuish, recently with the Radio Corporation of 
America. Both appointments are made with a view 
of coordinating the activities of the association members 
with other industries and the sales outlets. Mr. Canada 
has had much experience in safety and standardization 
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Your radio profit 
for the rest of the 
season must come 


from this accessory 


After the first of the year the best sellers in radio are ac- 
cessories, Particularly radio power units. 

This year, however, the market for radio power units 
has been greatly changed by the demand for AC sets. 
This demand has made most radio power units obsolete. 

Most, but not all. The exception is Balkite Electric 
“AB.” Containing no battery in any form, Balkite Elec- 
tric “AB” converts any receiver into an AC set, without 
chargers, without “A” batteries, without “B” batteries, 
and operating only during reception. Instead of having 
been made obsolete by the demand for AC sets, it has 
been made more popular than ever before. 

Itistherefore to Balkite Electric“AB” that you must look 
for your sales volume and profit for the rest of the season. 

The demand for AC reception is so enormous that the 
volume of business Balkite Electric“ AB” will bring you 
is entirely a question of how thoroughly you go after the 
market. Every owner of a good battery set is a prospect. 
Get before him the story that Balkite Electric “AB” will 
make his set a modern, up-to-date AC receiver, equal in 
performance to any receiver on the market. Work out a 
systematic method of getting in touch with set owners, 
and put it into effect at once. It will produce sales and 
profits for you. Ask your jobber. 








Licensed under Andrews-Hammond patent 


Balkite “AB” Contains no batte 


A complete unit, replacing both ““A” and ““B” batteries 
and supplying radio current directly from the light 
socket. Contains no battery in any form. Operates only 
while the set is in use. Two models: “AB” 6-135, 135 
volts““B” current, $64.50; "AB" 6-180, 180 volts, $74.50. 
FANSTEEL PRODUCTS COMPANY, Inc. 
North Chicago, Illinois 


FAN STEEL 


Balkite 
Radio Power Units 
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A Low-Priced Quality Line 
of Guaranteed Fans 


Made in four models from the highest grade 
materials obtainable, and at a list price ranging 
from $4.50 to $10.00 that enables the dealer to 
offer a reliable and dependable low-priced fan 
to his customers. The Eskimo Fans make 
friends, rendering unusual day in and day out 
service. As a result jobbers and dealers every- 
where have found Eskimo Fans a profitable and 
exceptionally satisfactory line to handle. Send 
in your order now or write for full particulars, 
discounts, etc. 


United Electrical Manufacturing Company 
Adrian, Michigan 


Also manufacturers of Eskimo Kitchen Mechanics, Hair Dryers 
and Ventilating Fans. 


Model 5—Has full 8-inch blades, finished in black 
enamel without switch. List price $4.50. 

Model 10—Has full 9-inch bronzed blades with on and 
off switch. List price $5.50. 

Model 30—Has full 10-inch bronzed blades with two- 
speed switch. List price $7.00. 

















we 


Model 20—A two-speed oscillating 
fan with 10-inch bronzed blades. 
List price $10.00. 





work and Mr. Melhuish has been engaged in sales ad- 
ministration activities. 


USINESS practices and business getting will be 

major subjects at the meeting of the policies di- 
vision of the National Electric Manufacturers’ Associa- 
tion at the Edgewater Beach Hotel in Chicago, March 
14 to 16. The division has in its membership executive 
officers of 400 electrical and radio manufacturers. 


OHN M. TUTHILL is the new general sales man- 
ager for the Peerless Electric Co. of Warren, Ohio. 
Mr. Tuthill has been identified with sales management 
of several electric companies. Phil F. Toman will be in 
charge of sales of the motor division of the company. 


PLITDORF Radio Corp. of Newark, announces that 
the manufacturing space for radio apparatus has 
been increased by 100,000 sq. ft. Hal P. Shearer has 
been made general manager of the radio activities of 
the company. 


ILEY R. REYNOLDS, chairman of the Board of 

the Reynolds Spring Co.-has presented to Jackson, 
Mich., the home of his industrial interests, 160 acres for 
an airport. The land is valued at $50,000. 


HE Eureka Vacuum Cleaner Company Detroit, 
-L announces that on Dec. 14 it produced the two 
millionth Eureka vacuum cleaner. Unlike its prede- 
cessors, this unit is made of black velvet, rhinestones 
and gold. After being displayed at one of the com- 
pany’s major branches, it will be placed in a permanent 
exhibition at the Detroit offices of the company, along 
with the millionth cleaner. 


tee S. Dunn, recently with Zenith Radio Corp., 
has been made Western radio sales manager for 
the Splitdorf Radio Corp. His territory will be the 
North Central States. Before coming to the radio 
industry, Mr. Dunn was active in the piano trade. 





Forgotten Lamps 


HE story comes to us, writes the editor of the 

N. E. L. A. Bulletin, that when the door to a well 
concealed closet was opened in an Alpena, Mich., home 
an electric light bulb was found to be burning. As far 
as the tenants and former tenants were able to recall, 
the closet had not been opened for sixteen years. The 
writer continues: 

“This is good—as a story. As an illustration of 
the life span of electric light bulbs it may be without 
an equal, and it is certainly pertinent as an example of 
how light bills may be boosted by a forgotten con- 
nection that some one has neglected to turn off. 

“Few consumers would be guilty of an oversight as 
flagrant as this incident, but forgotten lamps in closets, 
cellars and attics is a fairly common occurrence. Al- 
though such are usually discovered after a few hours 
or days, yet they serve to illustrate a part at least of 
the types of complaints that a public service company 
is called upon to investigate and answer.” 
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YOUR fortune is in your own hands, 

and it is yours to make the most 
of. National Mazpa lamps are good 
fortune in your store. 


Everyone knows and prefers them. Prac- 
tically everyone has bought them, will 
buy them again, and the chances are, needs 
them now. Almost everyone always has 
empty light sockets at home. All you 
have to do is remind them. 


7 


ational MAZDA 
AMPS 


er 
CO 


Som 





What’s Your Fortune for Today? 


That's where the National Mazpa lamp 
Window Trim Servicecomes in—a full year’s 
service including the famous three-paneled 
frame and ten complete parcels of 
streamers, cards, cutouts, ad proofs and 
other beautiful material. $50 worth for 
only $5. 


This wonderful window service will in- 
crease your National Mazpa lamp sales 
at least 25 per cent. Send the coupon 
for it today. 





name of a product but 
the mark of a research 
service. 













MAZDA is not the | NATIONAL LAMP WORKS 
of General Electric Co. | 

Nela Park Cleveland, Ohio 
Put me on your list to receive the full year’s National 
Mazpa lamp Window Trim Service. Total cost $5. | 
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Electric Ranges 
—a growing opportunity 
for hardware merchants 


Successful merchandising cannot be done in 1928 
on 1918 methods. New fields must be develo 

New opportunities must be welcomed. And for 
the alert hardware merchant there is no better 
opportunity than the merchandising ct electric 
ranges. You havea range department—but, with 
the increasing acceptance of electrical cooking, i it is 
not up-to-date unless it includes electrical ranges. 


Many hardware merchants are making a success 
of Standard Electric Ranges. They are getting 
business that they would not get otherwise. And 
they are making added profits. Standard is a 
complete Pee oar by the oldest exclu- 
sive makers of electric ran iy Standard Electrics 


aread — — high-grade product. 
Our ro is one of helpfal cooperation with 
our deal ers. 

Ask i 

ape i : l the facts, and copy 
THE STANDARD ELECTRIC STOVE CO. 
TOLEDO, tandaw 
ELECTRIC RAN tandaw ES 
“Standard quality is never questioned”’ 




















Convenience Outlets in Fixtures 


Oe esteemed contemporaries, Electrical Record 
and The Electragist, question the advisability 
of incorporating a convenience outlet in chan- 
deliers and brackets, as recommended in the specifica- 
tions for Franklin Approved Fixtures—the fixtures 
that are being featured in Chicago in The Electric 
Association’s campaign for the refixturing of old 
homes. 

We cannot agree with this conclusion. The fixtures 
in question are designed especially for use in old 
homes which are notoriously deficient in convenience 
outlets. A fixture that gives one better illumination 
and, in addition, a‘much-needed convenience outlet is 
a more attractive proposition to the home-owner than 
a new fixture and no convenience outlet. It is quite 
possible that in many cases this feature alone will 
have considerable weight in influencing the decision 
in favor of refixturing. 

Omitting the convenience outlet from chandeliers 
will not result in increasing the number of wall out- 
lets in old homes. The homes in which Franklin Ap- 
proved Fixtures are being installed have gotten along 
for years without convenience outlets by the simple 
expedient of unscrewing a lamp when current is 
wanted for the vacuum sweeper, electric heater or 
table appliance. We may condemn this practice as 
much as we like but it is a fixed habit in many homes 
and the most effective way to prevent people who lack 
convenience outlets from removing shades and un- 
screwing lamps is to provide a source of current sup- 
ply in the base of the chandelier. 

In new homes, adequately provided with conve- 
nience outlets, this feature should be omitted from 
the chandelier, but even in new homes there is some- 
thing to be said in favor of equipping the dining room 
fixture with a convenience outlet. To attach a table 
appliance to a wall outlet means that a long cord must 
be trailed across the floor and brought up under the 
table through a hole cut in the rug; for, if the cord 
is not carried under the rug, there is danger of trip- 
ping on it and crashing the percolator, waffle-iron or 
whatever table appliance may be in use, to the floor. 
A convenience outlet in the base of the dining room 
chandelier permits the use of a short cord and puts 
the outlet where it is more easily reached than if in- 
stalled in any of the four walls of the room or in the 
floor under the table. 

There is also something to be said in favor of the 
bracket with convenience outlet and we expect to see 
these more widely used in new homes as well as in 
old ones. 

All experience teaches that it is easier to make 
sales when the buyer is given more for his money. 
For this reason we expect to see the bracket with in- 
dividual switch and convenience outlet incorporated 
in the wall plate increase in popularity as it becomes 
better known. Only one wall outlet and one pair of 
wires are required for its installation and it gives the 
home-owner, at a minimum expense, illumination, 
light control and a convenient source of current sup- 
ply for a floor or table lamp, or any other electric 
appliance.—Beardslee Talks. 
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The radio leadership of 1928 


180 volts on the output tube plate/ 














New 
401 Dry Cell Type 


BANDBOX 
JUNIOR 


$35 


A new dry cell receiver with 
all the features of the Band- 
box—selectivity, sensitivity, 
volume and appearance. For 
places where AC current or 
Storage battery service is not 
available or desired. 





+ 


Gigantic UNDISTORTED volume from theBandbox/ 


Power! Power! POWER! A feature of ¥ 


the Crosley AC Bandbox that lifts it head 
and shoulders above competition! 
170 to 185 volts on the plate of the power 
output tube! 
Comparative checkings of competitive 
radios show interesting figures. Under 
identical testing conditions the Bandbox 
shows a full 170 to 185 volts on the 
plate of the 171 power output tube. 
Other radios show from 100 to 110 
and 130 to 140 volts on the plate of 





MUSICONE 
Type D 


$15 


Crosley Musicones are 


volts. 


Double Unit 


¢™ Bandboxes are genuine Neutrodyne re- 
ceivers. Totally and completely shielded, 
their acute sensitivity and sharp selectivity 
is amazing. 

They have a single illuminated dial. 
Contributing much to the success of this 1928 
wonder radio is the Mershon Condenser in 
the power element of the set. Not being 
paper, the danger of its blowing out is entire- 
ly removed so that the desired heavy voltage 
can be used to produce the acoustic and volume 
results so greatly desired. IT IS SELF 
HEALING. It does not have to be re- 
placed as is the case with paper con- 
densers. 


The capacity of guage condensers in Crosley 
power units is 30 mf. Other sets use only a frac- 
tion of that condenser capacity. Undersize con- 
densers, transformers, etc., are used in order to 
build down to a price. Crosley builds up toa 
Standard. 


The AC Bandbox is purposely made in two 
eS 602 in a f uble a nae 8 704 self 
tained. This is to provide maximum adapta- 
bility in all sorts of surroundings and uses. 
The 602 double unit provides console cabinet installation 
in ALL kinds of consoles. 
The 704 is for those who want the entire set in one 
cabinet. The two sets are identical in elements, design 
and pe . The physical difference is solely to 
meet the human differences of taste, necessity and price! 
The size of the 704 is 17% inches long yy 12% inches 
wide and is 64% inches high. 


Battery Type Bandbox $55 


This celebrated model needs no picture for in appearance 
it is identical to the 602 receiver ictured above. Its 
amazing performance has won the io world this season 
and its value is as outstanding NOW as the day it was 
fir&t presented! 


output tube. The 171 power 
tube should have around 180 


40% superiority in one case 
and 25% in the other is the 
difference between today’s 
radio and yesterday’s. & sales. 





SELF CONTAINED 


LK) 


famous for their value. 
This new Style is no ex- 
ception. Its low price of 
$15 is in keeping with 
Crosley traditions. It 
instantly demonstrated 
its soundness by im- 
mediate and enormous 


This better than 





ACBANDBOX 


Single Unit 


704. 





Approved Console Cabinets pees by 
Showers Brothers Co., of Bloomington, 
and Wolf Mfg. en | Kol Tate are 
sold to Crosley dea Roberts "Co., 
1340 S. Michigan iat Chicaws, Sales Repre- 
sentatives. 

NEursoovn 


Crosley is licensed only for Radio Amateur, 
Experimental and Broadcast Reception. 
THE CROSLEY RADIO CORPORATION 
Powel Crosley, Jr., Pres. Cincinnati, Ohio 
Montana, Wyoming, Colorado, se 

Mexico, and West, prices slightly hig 
Write Dept. 132 for descriptive literature 





"You're ¢here with a 


Crosley" __ 
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\\)-a BEE-VAC 


‘for every 
POCKETBOOK 


With the recent addition of two new members 
to the Bee-Vac family, its profit opportunities 
are more remarkable than ever before. 


The Bee-Vac line now offers a cleaner to sat- 
isfy every buyer. The Bee-Vac at $29.50 (con- 
sumer’s price) provides unsurpassed perform- 
ance and dependability at a very low price. 
The DeLuxe Ball-Bearing Bee-Vac at $39.75 
embodies the last word in beauty and effi- 
ciency. The Bee-Vac Junior Brush at $19.50 
fills a real need in a most satisfactory way. 


The response to this broadened Bee-Vac line 
has been instantaneous. Dealers and jobbers 
have apparently been waiting, in this day of 
constantly more attractive values, for out- 

_ Standing quality and value, such as these 
cleaners offer. 














Write for attractive proposition, 


BIRTMAN ELECTRIC COMPANY 


Dept. D308, 
4140 Fullerton Ave., Chicago 


Model “G” 


BEE-VAC 


(purple bag) 


Consumer’s price 


$29.50 


Attachments, $5.00 








DeLuxe Endowed with a larger, more powerful % hp. 
Ball . motor, which is ball-bearing equipped through- 
all-Bearing out, the DeLuxe Bee-Vac produces suction 





power that is far beyond the commonly ac- 
BEE- V AC cepted standards. New floating brush in- 
creases brush efficiency, giving contact with 


Cc pi paar the carpet at all times. Four position nozzle Bee-Vac Junior 
rateanaien i scoscig adjusts for any thickness of rug. In fact, from Riiesh 
every standpoint this exceptional cleaner of- _ 
$39.7 5 fers an unique advance in electric cleaner de- ramparts. Boge wagon 
sign, performance, value, and dealer profits. job” cleaning. Consum- 
Attachments, $8.00 DeLuxe attachments, including floor polisher, $8.00 _er’s price $19.50. 








The BEE-VAC Line 


AN ELECTRIC CLEANER FOR EVERY POCKETBOOK 








HARDWARE AGE for FEBRUARY 2, 1928 











- 








L 


< 


NEW ARROW BASES 





Added To 


The Line of Interchangeable Porcelain Fittings 


BEAUTY 
with 
watt ¥ 


and 


LOW COST 





The above are only a few of the many bases, bodies and caps which make up the Arrow line 
of interchangeable porcelain fittings. 


Send for Arrow Catalog No. 25 listing the complete line. 




















Dimensions 

Part Std. of b 

No. Pkg. Schedule DB inches 

937 10 4-inch Extra Deep Back Ceiling Base...........................{ 51% dia. 1 
941 10 |4-inch Round, Vertical, with Outlet......................... 1 S$ dia. 1 
942 10 |4-inch Round, Vertical, without Outlet........................ S$ dia. 1 
983 10 |314-inch Bracket with Outlet................00...c200.00.02-..| 43% 1 
984 10 [534 -tette DCG Wittwoutt OGG. iin 6 ose vc cs oe ae .| 43% x 1 
985 10: -\4-tats Oval; Vertical; with Games iS sack eevee ens. 4 1 
986 10 |4-inch Oval. Vertical, without Outlet......................000.. 4 1 





THE ARROW ELECTRIC COMPANY 
HARTFORD, CONN! 


ROW 





en i ae nae Ne ae ea 
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The complete line of Wiring Devices 
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The illusion 

of actual pres- 

ence is created 

y when you listen 
through — not to—the 
new UTAH"No.X” SPEAKER. 
Its qualities of reproduc- 
tion are expressed in the 
mystic spell of pleasure 
which they weave for you. 
UTAH RADIO PRODUCTS CO. 
1615 S. Michigan Ave., CHICAGO 


The only complete line— 
ranging from $10 to $100 
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Tested Display 














i advertising this season will help 
our many dealers move Wagner Fans. 
Attractive envelope enclosures, dealer news- 
paper electros, counter leaflets. 

This year the big feature is the window 
display. Beautiful in appearance, a credit to 
even the most fastidious dealer’s window, 
this style of display has been tested ina display 
expert's laboratory as well as in the windows 
of dealers distributed over the country. Its 
pulling power was phenomenal. You can’t 
afford to miss this display — it will draw sales 


your way. 
The Motor 


The Wagner Fan Motor is a representative product of an 
engineering organization long famous for its outstanding 
achievements in electric motor history. Wagner fan motors 
were developed by Wagner Engineers who designed the small 
Wagner Motors used by manufacturers of Electric Refrigerators, 
Floor Polishers, Food Choppers, Washing Machines, et cetera. 









MOTORS TRANSFORMERS 


Single-phase, Polyphase and Power, Distribution and 
Fynn-Weichsel Motors Instrument 


= 





FAIR ano COOLER 





CONTINUED 
COOL 





FAIR WEATHER 





LONG STRONG 
BREEZE 


FANS 
Desk, Wall and 
Ceiling types 


6237-2 











WAGNER ELECTRIC CORPORATION — 6400 Plymouth Avenue, St. Louis, U.S. A. 
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Tlew 


RAY IVA 


ROTOMATIC 
FLASHLIGHT 


ROTOMATIC: the first great flashlight 


ROTOMATIC Switch 
—it rotates—and it locks 
automatically, can be 
lighted only at the 
user’s will. 





advance in a decade! 
Dealers everywhere are “cashing in.” Are you? 


ERE it is! What the trade has wanted! 

Adistinctly new flashlight that brings 
faster flashlight sales and increased flash- 
light profits! 

It’s the Ray-O-Vac Rotomatic — the 
flashlight with the Rotomatic Switch! 
You simply must see this switch to real- 
ize what a revolutionary achievement it 
represents! 

Nine times in ten the life of a flashlight 
is measured by the life of its switch. Just 
a moment’s study of the new Ray-O-Vac 
will show you why the Rotomatic Switch 
insures lifetime flashlight service! 

The Rotomatic Switch is a complete, 
separate, self-contained unit... entirely 
within the flashlight head. It is insulated 
with Bakelite. Only one small point 
forms contact with the batteries! Un- 
screw the head — lift out the switch — 
replace it with a new switch if the need 
ever arises! 





Note the Ray-O-Vac rotary switch- 
guard ... like the “safety” on a firearm. 
The light cannot light except at the user’s 
will. ..A floating contact point insures 
positive electrical contact, and new shock 
absorber construction protects the bulb. 

Nine styles, four types; two-cell and 
three-cell sizes. Two finishes: all nickel 
with black Bakelite switch; black Duco 
with red Bakelite switch and nickel trim. 

National advertising in The Saturday 
Evening Post, Country Gentleman and 
newspapers is reaching your customers. 
Order Ray-O-Vac Rotomatics from your 
jobber today — get your share of these 
profitable sales! 


FRENCH BATTERY COMPANY 
Madison, Wisconsin 


Also makers of Ray-O-Vac“A”,“B” and “C” Radio 
Batteries and Ray-O-Vac Flashlight 
and Ignition Batteries 


Packed in the de luxe self-selling 
assortment case shown below. 


Order from your jobber. 
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WHO USE my RE' MERCHANDISING METHODS 

















Solve Yaa 
% 
ie ot 4 
j 
4 
4, 
O 
Tires and Tubes 
Murray” 
“Empire” 
Private and Special 
Write Brands i # 


ANGEL 





You?) 
macal Goods 
Sales Problems. 


d TURNOVER. 

















3 
Y~ | The Record of One of Our 
Central Jobbers 
A new account, and only part time effort 
placed on tires 
wae’ | 1927 Purchases Sales 
; | March ..... $13,148.07 $ 2,946.00 
: a , n. EOEE TO 8,231.11 
al@ley ............ ..... 14,626.36 10,305.43 
LC ae 12.851.44 9,889.17 
; LS sso. hs 18,392.85 18,758.85 
4 August ...... 16,971.78 19,997.06 
September .. 21,567.46 31,898.12 
| Total Purchases, seven months. . $112,135.74 
| | Total Sales, seven months $102,025.88 
| This IS 
SALES and TURNOVER 
J You are 
Remember under no 


obligation. Just let us extend quo- 
tations. When you contemplate a 
change, or if business is dull, we 
can help you: 





arter Mil Feet Floor 


CHI 





IY © Man = 


3 ee cae am z 
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A New Way to Cut Your Delivery Costs 


the same token increases the advertising efficiency. 


By doing more than merely supplying delivery 
transporation, Studebaker Delivery Cars are cutting 


There are two distinct advantages of the Studebaker 
34-ton Delivery Car which make it a good invest- 
ment for any merchant. 

First, it is a practical unit of low first cost and 
notably low operating cost. 

Second, its striking appearance commandsattention 
everywhere—in traffic—parked at the store, or 
before the customer’s door. 

Whenever a piece of store equipment serves a dual 
purpose, its cost and its benefits should be divided. 
Because the Studebaker Delivery Car attracts the 
attention of the public, it is an advertising feature 
of definite value and should be so regarded in the 
store’s advertising budget. This proper balancing 
of expense reduces the actual delivery costs and by 


delivery costs. An owner in the Middle West who 
recently purchased a Studebaker Delivery Car 
frankly admitted that with this addition to his 
business, he felt that he could curtail certain ad- 
vertising expenditures he had been making. 


It should be remembered that thousands of people 
will see your delivery car on the streets and form 
an opinion of your organization by the character 
of equipment you use. Be sure then that the 
equipment is in keeping with your business—that 
it reflects the progressive, clean-cut, business-like 
atmosphere such as Studebaker delivery equip- 
ment will provide. 











$1195 f.o.b. Factory, Complete Body and Chassis 


complete the equipment. On the dash in a neat 
panel, indirectly lighted are the instruments which 
include speedometer, ammeter, engine thermome- 
ter, oil pressure gauge and hydro- 
static gasoline gauge. 


The Studebaker 34-ton Delivery Car body contains 
many practical features which no other car pos- 
sesses. The sub-frame is designed to allow the floor 
to rest directly upon the chassis frame, thereby 
eliminating waste space and providing a low roof 
line without sacrificing loading area. Built-in 
wheel housings permit 6” more body width and 
prevent tires scraping when heavily loaded. The 
jumper’s seat may be removed, thus giving a total 
of 117 inches from toe board to tail gate. A tool 
box under the seats runs the full width of the body. 
A dome light with switch on dash (in panel body), 
automatic windshield cleaner, rear-vision mirror, 
twin-beam head-lights, bumper and tire carrier 


e Studebake 1 
Bend, 
‘~ “World $s 


Purchase can 
be arranged on 
Studebaker’s 
Liberal Budget 
Payment Plan. 
A small down 
payment—the 
remainder in 
easy monthly 
payments. 


Address — 


> Cea 


r Corporat 
ndiana, = 
Finest 
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one above. 
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Me 

chani 

ah are reading 
dvertisements 










You ve doubled that 
ROSE plant 


ow REASING out work rooms, WE merely carried 
out your demands: All we know about tools WE 
yerts of North America 













have shown the Wa) 10 pring out equipment up 
7. Rose actory 






ro the minute. + ow 1s not this 


a challene¢ ro the roolmakers of the world? 








ge and « nse 
GEORGE .o 
/ Ownet 












SHARON HILL, 


W. ROSE PELAWARE COUNTY: PA. 










Ww. ROSE TOOLS ENDURE 


This Ss ; 
eries is a 
ppearin : 
store ar It is dir g in the leadi 
* ect adin 
al tool headquart customers ig rt 
rters b s to you of the b *a 9° 
y stocking the ae aang trades i 
“ROSE Line, in additi 
Line ur part, ar poresnligt 
, are makin the 
g your 


WM 
SH ioe ROSE & BROS 
ARON HILL, KAdaibite, ome 
"DELAWARE COl 
, PA. 





Se 
lling Agents 


WIEBU 
SCH 
& HILG 
ER 
, Ltd., 110 Lafayette S 
t.. New Y 
ork 
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68 Pages of Fast 
Selling Poultry 





The careful design of each 
fixture in MOE’S LINE has 
made warm friends for it 
among the poultry-men. They 
know that the items are all 
time, trouble, and money 
savers. 


Combine this with its mod- 
erate price, and you'll find 
there’s no doubt about it— 
MOE’S LINE SELLS. 


Besides, it’s very complete. 
There are items that mean 
profits every month in the 








Pemous Star Fount 


year. The accompanying illustrations give 
only a few of the leaders, so don’t forget 
to send for the new catalog. Get MOE’S 
LINE on display. Your profits will take 


care of themselves. 


OEFT & COMPANY 


CORPORATED 


MANUFACTURERS 


42305 Davis St. North Chicago, Ill. 



























































Large Capacity Feeders 
Yor Jarge and small flocks. 





Coal Burning Brooders 








| 
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Another Big Year for ALLEN Dealers! 


rS\HIS year ALLEN’S has thou- 

' sands of additional boosters— 

“ satisfied users in every commu- 
nity who bought last season, and 
whose enthusiastic endorsement will 
make the ALLEN name more famous 
and popular than ever. 


This year ALLEN’S tremendous na- 


tional advertising is reaching more 
than 50,000,000 readers—thousands of 
them prospects for “Modern Heat 
with Oldtime Fireside Cheer.” 

With these overwhelming advantages, 
and ALLEN’S patented features, 
ALLEN’S liberal, co-operative local 
dealer sales and advertising plan, and 


the fact that the ALLEN Agency is 
exclusive, ALLEN Dealers’ sales will 
unguestionably reach new high levels 
this year. 

Be prepared to share in this prosper- 
ity—secure the ALLEN Agency in 
your territory—Write or wire AT 
ONCE. 


ALLEN MANUFACTURING COMPANY 


Boston 
Syracuse 


Dallas 





Stove Specialists for Over a Quarter Century 


NASHVILLE, TENN. 


Distributed from stock in the following cities: 


Harrisburg Milwaukee 
Minneapolis Missoula 
Spokane Portland 

St. Joseph Grand Rapids 


ALLENS 


Seattle 
Columbus 
San Francisco 





Parlor Furnace 
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General Wheelbarrows for Contract- 
ors are to be had in three sizes for 
general purpose work. They are 
furnished in two sizes for concrete 
and mortar. 











ie ei 


Sell Contractors Exactly 





What They Want 


You sell wheelbarrows to two main 
classes of customers—home owners 
and contractors. 


In the home barrow field General © 


“No. 100” has shown how much posi- 
tive sales appeal can be put into this 
type of barrow. And for 
contractors’ use General has 
proved that a vastly better 
handling barrow could be 
built, and stronger and bet- 
ter looking. 


lutionized 





Handle and axle breakage have been 
eliminated. Legs and braces have 
been made permanently tight. Trays 
and wheels are stronger and more 
serviceable. All the features that con- 
tractors want are present in General 
,, Contractors’ Wheelbarrows. 


Write for a copy of Bulle- 
tin No. 210 which tells why 
these things are so. 


This is General No. 100, the new 3 
cu. ft. general purpose barrow that revo- 
i wheelbarrow values for 1928. 


Your spring stock should contain an 
——— supply of this fast selling 


numoer. 





General Wheelbarrow Company 


Wheelbarrows, Concrete Carts, 
Steel Mortar Boxes, Scrapers, Salamanders 


3140 E. 65th Street 


Cleveland, Ohio 
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“THE FINEST ON EARTH” 
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BUILD FOR THE. FUTURE 


E: ¢. ATKINS 


A kins THE SILVER STEEL SAW PEOPLE 
; a INDIANAPOLIS. 


ATLANTA MEMPHIS CHICAGO 
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om SAWS 


= “A Perfect Saw for Every Purpose” 








STOCK ATKINS PRODUCTS 


& COMPANY 


ESTABLISHED 1857 
INDIANA, U. S.A. LANCASTER, NY. 


HOUSES: 


NEW ORLEANS VANCOUVER, 8B. C. NEW YORK CITY PORTLAND, ORE. PARIS, FRANCE 








OAMoOrmr mxmrat WE>W ONAZ—-AS> MAXA>DZ 


It Pays 
to Buy 
Atkins 
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that are a. away under 
barbed wire, through hedge 
and poor woven wire fences! 


Sear TER receiving, and carefully 

ma reading the opinions of 17,000 
way farmers, about the advantages of 
ves Va well fenced farms, we realize more 
than ever that fence plays one of 
the most important parts in making and sav- 
ing money on the farm. All of the good ideas 
of these 17,000 farmers have been reprinted 
in 3 books, which are just off-the-press. No 
dealer can read these without getting out of 
them numerous new sales angles, and no 
farmer can spend his time more profitably 
than to read what good fences mean to him 
in the way of a greatly increased income. 
Each book is brimful of interesting and help- 
ful facts—facts that will help the dealer sell 
more fence, and the farmer make more 
profits from his work. 


Let us send you these 3 books. After read- 
ing them, you’ll want each one of your cus- 
tomers to see them, too. For instance, in one 
of these books, Joseph Zewiske, Fairbank, 
Ia., tells how he increased his corn crop 1100 
bushels on 20 acres. Then there is Bernard 
Vogen, at Rushford, Minn., who tells how he 
saves 5 to 9 bushels of corn per acre with 
hog-tight fence. Claude Huskin, Pecan Gap, 
Texas, speaks of making $35.21 per acre 
profit by hogging down corn. Arthur Tan- 





berg, of Wallace, S. Dak., states that good 
hog-tight fences saved his corn crop. A. E. 
Longenecker of Leonida, Mich., says the 
more fence he has, the more money he makes. 
In an interesting way George B. Heitz, 
Charles City, Iowa, describes how he buys 
fence from feed usually wasted. Then George 
Petry of Hawarden, Iowa, says good fences 
mean $10 to $15 more per acre when selling 
the farm. Eldon C. Lewis, Bladen, ‘Neb., 
claims that good fence almost doubled his 
income. Another interesting report is how it 
cost the Tibbitts’ Farm, North Bend, Wis., 
$409.00 in one year because of poor fences. 


These are only a few of the many ideas the 
3 books contain. You should read them from 
cover to cover—it will be time well spent 
because it helps you and helps your custom- 
ers. These 3 helpful books are sent free to the 
customersof RED BRANDdealers. Thiskind 
of co-operation, together with farm paper ad- 
vertising and various other “‘helps”’ assist our 
dealers in making more and quicker fence sales. 


If you are interested in making your 
farmers more successful financially, which in 
turn reacts to your own financial gain, we 
would like to have you write us, providing 
there is no RED BRAND dealer in your 
community. 


KEYSTONE STEEL & WIRE CO., PEORIA, ILLINOIS 


. 
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Cabinet is 23! ins. long by 18! ins. 
deep, including drawer pulls, and 1614 
ins. high. Each drawer is 21 ins. long, 
16%, ins. deep and 1! ins. high. 


@ Do You Carry lwist Drills 
or SELL Them ? 


It won’t take long for a Cleveland Metal Dis- 
play Drill Cabinet to prove that twist drills can 
be SOLD—not merely “carried in stock.” 


Because drill users have to be REMINDED to 
buy drills. This cabinet keeps them reminded. 
It is a beautiful stock and display fixture. No 
customer will pass it without stopping. 


Six spacious drawers permit instant access to 
any size drill of your complete stock. 


Hundreds of retailers wouldn’t attempt to mer- 
chandise Cleveland Twist Drill without it. 
They’ve tried it. They KNOW. 


You don’t have to buy an “assortment” of our 
drills to secure this cabinet. We sell it to you at 
less than it costs us in quantity production— 


$20.00 f.0.b. Cleveland. 


Made by one of the leading American makers of steel office 
equipment. Send Coupon for Complete Information. 


TWIST DRILL 
COMPANY 


WBICLEVELAND 
NEW YORK CHICAGO LONDON 





a 


The Cleveland Twist Drill Co., 
Cleveland, Ohio. 


Gentlemen: Please send complete information about your 
Cleveland Metal Display Drill Cabinet. 
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ERE is a tire chain that can be sold with absolute 
assurance that it will make good for the motorist’ 
and make money for you. McKay advertising, with 
its message “Meet the emergency before it meets 
you”, is creating a year-round demand for McKays. 


UNITED STATES CHAIN & FORGING COMPANY, UNION TRUST BUILDING, PITTSBURGH, PA. 
NATIONAL AUTOMOBILE SHOW, BOSTON, MASSACHUSETTS, MARCH 10-17, SPACES 551-552-*53 
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In replenishing your supplies of Chemical 
Preparations, this spring, keep these facts 
in mind: 
The intrinsic merit of BOYER pro- 
ducts pleases the customer and means 
repeat business for you. 


The convenient sizes and the attractive 
packages in which BOYER products 
are marketed overcome sales resist- 
ance and create volume sales, 
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will mean 
Plenty of Music 


_ 


Your Cash Register 





Write for your copy of the complete 
catalogue of Boyer Chemical Products. 


Re OYER (Chemical Laboratory Co 


2706 Wabash Avenue Chicago, Hlinois 
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HARDWARE AGE 
Follows Hardware 


V// BEREVER hardware goes, Hard- 
ware Age is sure to follow. 


Hardware is sold everywhere—Hardware 
Age is read everywhere. 


Each issue contains sound merchandis- 
ing ideas—ideas that move merchandise. 


= 
= ws 
= ———— 


Hardware Age 


239 W. 39th Street, New York City 
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ESSENTIAL 


‘oe PRECISE 


WORKMANSHIP 
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Thickness gauge Ne. 649, shown above, has extra long blades which in- 
crease its usefulness in a ber o ing operations. It is especial- 
ly valuable in finding the clearance between piston and cylinder walls. 
The blades are tempered, tapered and accurately ground to size. 











A Reputation 
Can Be Built 





Brown & Sharpe Precision Tools are constantly 
proving their dependability in every day use, main- 
taining their accuracy under hard usage. 


By promoting the sale of Brown & Sharpe tools 
in your store, you will do more than earn steadily 
increasing profits on these items. You will gain 
a well deserved reputation among mechanics as a 
seller of high grade tools. 


We protect the retail dealer by adhering 
strictly to catalog prices and terms. Dept. 
H. A., Brown & Sharpe Mfg. Co., Providence, 
R. 1o-U.8 A. 


Brown 





On Fine Tools 








* COMBINATION SET 
Catalog No. 438 


* MICROMETER 
CALIPER 


Catalog No. 8 


* UNIVERSAL 
SURFACE 


GAUGE 
Catalog No. 620 





y 09 
* SCREW PITCH GAUGE 
Catalog No. 630 


* VERNIER 
CALIPER 


Catalog No. 570 





* TOOLMAKERS’ BUTTONS 
Catalog No. 758 


i 


ou 
at —— 
Co ) 









* MICROMETER CALIPER 
Catalog No. 55 


* This tool shown in 
Catalog No. 30 








IBS wORLD’S 


STANDARD 


O F 


AC COU RAC Y 
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**How Much Is 
This Wheelbarrow?” 


The man in the hardware store had been looking at a Bull 
Frog No. 101, lifting it, and tilting it. 


“Certainly handles easy,” he said. “It’s strong enough for my 
heaviest work, and light enough for the girls to wheel around 
among their flower beds—and it runs so smoothly. It’s a 
jazzy looker, too. How much is this wheelbarrow?” 


He was pleased again when he heard the price, and another 
hardware dealer realized the fact that Bull Frog No. 101 sells 
itself right out of the store. His mechanical sense told him 
that it would stay sold and make a friend for the store. 


Here is the one barrow that meets EVERY wheelbarrow need. 


THE TOLEDO WHEELBARROW COMPANY 
TOLEDO, OHIO 


Branch Office and Warehouse: Chicago, 337 River Street. 

















Bull Frog Barrows are not only 
well made but intelligently de- 
signed. The grease pocket in 
the thls of the Riegel 
running. 

Spealeliend:- ant mthde'¢ of barrows, 
carts, scrapers for every user. 

Write for catalog. 
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Profit the Year Round 












No.309 A.C.F. Street Car Coach 
Retails $1.50 









Follow up each sale. They give you 
entry into the home.If a child gets one 
Arcade Bus. he will want a com- 
plete fleet. If he gets a farm 
J implement,he will want to 
} quip an entire farm.It can 
be done with Arcade Toys. 
Don't miss the or- 

tunity of sales in 4 
these toys the 
year round. Dis- 
















No.131 Toy Buick Coupe 
Retails $1.25 












No.314X Yellow Parlor Coach 
Retails $1.00 





No.122 Chevrolet Sedan 
Retails $1.00 
ee No.404-1 Toy M‘Cormick-Deering 
“ a1 a\ gee Bsa | Weber Wagon 


a etn | Wf “ 7 a y Retails $2.00 


















No.307X Fageol Safety Coach 
Retails $1.25 







No.275-3 Fordson Tractor 
Retails 50c 















at the 
New York Toy Fair 
Hotel Breslin Room 718 


ARCADE 
CAST IRON TAYS 


Write us for catalog. Ask your jobber for prices 


’ ARCADE MANUFACTURING Co. 
FREEPORT, ILLINOIS 
















<iy Naar 
No451 M‘C ormick-Deering Thresher 
Retails $2.00 






No.211R Red Baby Truck (Dump Body) 
Retails $1.25 
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Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the user. 





THERE’S PROFIT SINGLY—OR IN SETS 


Singly or in sets, there’s good profit for you in 
selling Forstner Auger Bits. Either way, you'll 
find your stocks moving rapidly because of their 
exclusive and necessary features. 


Unlike any other bit, Forstner Bits are not depen- 
dent on any center or level to guide them. They 
cut from the outer rim. They can be guided in 
any direction regardless of grain or knots. They 
leave a smooth hole with a clean polished surface. 
They take the place of a chisel, gouge, scroll-saw 
or lathe tool combined. 


Every woodworker needs and uses Forstner Auger 
Bits. He needs the entire set. He will buy the set 
readily, if you show him the ‘compact, convenient 
case, and point out the economy and convenience 
of such a purchase. 


But whether you sell them singly or in sets, Forst- 
ner Bits pay you a steady worth-while profit. 


ORDER THROUGH YOUR JOBBER 
OR SEND FOR CATALOG DIRECT 














THE PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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She 1928 


The Trend Is Unmistakably 
Toward the 


S 
( BLUE STREAK LINE 


BLUE STREAK 
Jobbers Everywhere 
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MUELLER | 


RED BAND NOZZLE 








MUELLER BRASS CO. 


Port Huron, Michigan 


“World’s Largest Manufecturers of Brass Forgings” 
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ket’s merchandise handles sr 
make the business more profitable. 


aw ‘ When we took the pick of selection in axe 
<Z yo Zoey and small handles, packaged them, encased 

i z each small handle in a glassine envelope— 
we put handle selling on a new, profitable 
basis for jobber and dealer. 









Ideas_ sell merchandise. The consumer 
comes to the dealer and asks for an axe or 
small handle. He is in the mood to buy. 
Are we going to give him a half dozen dirty, 
under-the-counter bunch to select from or a 
clean, cased-in package, which can easily be 
retailed for 25% more? 


What would you buy? The American King 
Line and idea of merchandising will put 
jobbers’ business and retail handle selling on 
a real profit basis. It isn’t guesswork—it’s 
been proven. 


(1) The jobber takes his handles, sells them 
e to the dealer in case lots—just re-stencils his 


package. 


(2) The dealer gets his hammer, hatchet or 
axe handles, stocks his axe handles in pack- 
age form on a shelf like he does tools, opens 
his hammer and hatchet handles package with 
cover open, one on the counter and is ready 
to sell. 

























(3) No losses anywhere from dirty mer- 
chandise—25% more retail profit. People 
want quality and will pay for it. 









Write us if you want to make more 
money. Let,us tell you how to im- 
prove this angle of your business. 


American Handle Co. 


JONESBORO, ARKANSAS 













SS ee ee eae 174 N. Wacker Drive 
Portland, Ore., Office.............:. 486 E. 22nd St. North 
PO URNEG: Es ig OOOO oo ha cine ccbceles 41-49 Lincoln Ave. 
El Paes, Tenns, Ofice.... 2... ..scecee 1103-1105 Noble St. 
ape ON, QUID Sia. 0 5 6. 0 0 wie 0:06 d celtiee ec cia’s P. O. Box 1011 
Atlanta, Ga., Office........ 707 Fourth National Bank Bldg. 
a ee” eee re 1715 California St. 





Terente,; Oat., Cam., Olhee. .... cc ceccccces 39 Tyndall Ave. 






ROR 


BRAND 56 wc 


EACH HANDLE 
INDIVIDUALLY PACKED 
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STOP INTRUDERS 
Satisfy Your 


Customers’ Demand 


hp 


SAFETY ‘our 202 


By turning the key once backward, both the bolt 
and inside knob are deadlocked. The bolt can- 
not be forced back with tools, nor the knob 
turned from the inside, if the door panel should 
be broken. The ideal protector for glass panelled 


doors. 


No. 202 


No “Easy Picking.” No 
“Help Yourself” sign on 
the door. When ILCO 
202 confronts the night prowler it 
is respected. It gives PROTEC- 
TION. The newest features of 
this night latch, beautiful bronze 
knob, slide button, cylinder and 
bolt, all handsomely finished, offer 
an attractive contrast against the 
richly japanned case. It is having 
a wonderful sale. Let us send you 
a mounted sample to prove it. 


Wow “Takes the Guess Out of Key Cutting” 
IMPROVED DUPLEX 
“‘4 Perfect Duplicating Outfit” 






















Built for long wear, simplicity of operation, A CODE key cutting machine, requiring 
cuts all types of keys:—cylinder, flat steel, neither skill nor experience to operate, 
and bit keys. with a reputation oneblhdhed by conclusive 
No changes or adjustments necessary for the test and popular approval, this machine 
different types of keys, always ready to work, stands ready to supply cut automobile keys 
the ideal outfit for general duplicating. by number from code at a moment’s notice. 


CDINDEPENDENTIOCKCO.D 


FITCHBURG, MASS. 





BRANCHES RANCHES 
183 West Lake Street, 121 2nd Street 
Chicago, Ill. Key Blanks. We are considered specialists in this line and a standard San Franciseo, Cal. 
523 Commerce Street source of supply for locksmiths and dealers. High grade material and 23 Warren Street 
Philadelphia, Pa. careful workmanship are outstanding features of these products. New York, N. Y. 
2109 Cass Avenue Cylinders, Flat Steel, and Malleable Iron Key Blanks. 406 Wall Street 
Detroit, Mich. Les Angeles, Cal. 
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— TRIMO 


One TRIMO Sale 
Leads To Another 


There is a TRIMO wrench 
made to fill every pipe wrench 
need. In every model—from 
the little six inch size to the 
mighty four-footer—your cus- 
tomers will find the same 
TRIMO quality. 


Replaceable jaws, sturdy 
steel frames, handy nut 
guards for the adjustment, 
reinforcing lugs on the 
handle to guard the frame 
—when the tool user has 
found these fea- 
tures in a TRIMO, 
he will demand 
them in every 
wrench he uses. 








































AAT 

















The Trimont Mfg. Company is TRIMONT MFG. COMPANY 


confident that TRIMO Pipe Cut- ROXBURY (BOSTON), MASS. 
ters will give longer and more 
satisfactory service than any other America’s Leading Wrench Makers 


cutter of similar make. for Nearly Forty Years 
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GRIP and PULL 
Them ALL 


There Is Always Room at the Top 


Anyone can make a tool 90% right—but it is the 
10% wrong that hurts. 
That’s why we individually test and inspect every 
Molybdenum (Molly) Steel Nail Hammer that we 
produce. 
Here’s what you can offer your customers when 
you sell Molly Hammers. 
ist—MILLED CLAWS—No fins or Burrs. 
75% of a Nail Hammer is its claw. 
2nd—Patented Expansion Lock Wedge. 
3rd—Patented Screw in adze eye. 


4th—Patentéd Hand Fit Handle. 
5th—Wax Hole in end of Handle. 


“Molly” Hammers are Highly Polished, the 
Handles are the best Second Growth Hickory. 
Each Hammer is packed in an individual box. 
Carpenters know the value of,a claw that will pull 
a headless nail. 

Get one Carpenter in your community using a 
“Molly” Hammer with MILLED CLAWS and 
watch your sales grow. 

One satisfied customer makes another. 

They carry my personal guarantee of satisfaction. 


Sincerely yours, 


President 


Evansville Tool Works, Inc. 
Forgers of Good Service Tools 
EVANSVILLE, INDIANA 


EVANSVILLE TESIED TOOLS 
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POULTRY NETTING 
Galvanized Before and Galvanized c/4fter Weaving 


yey 


| Stock 


and Profit with 


“pss 


&. 
a 
~~ 


Carvaniees STEEL WIRE CLoTH 
IncAll Grades 


<= Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire C Wire Cloth i in all Meshes and Gauges 


New York City 
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This Anproved Grass Shear 


Has Tremendous Advantages 


VEN a child can easily and efficiently operate this sturdy 1928 

model shear. The once unpleasant task of trimming the lawn is 

now a genuine pleasure, thanks to the comfortable handle, the 

easy natural action required of the hand, and the perfect cutting 
of the hardened oil-tempered blades, which mark Doo-Klips as the out- 
standing grass shear. 

Our newly patented device to make the blades self-adjusting and self- 
sharpening—the greatest improvement ever made in grass shears—is an 
exclusive Doo-Klip feature. The heaviest stalks and most delicate blades 
of grass are now cut with equal facility to the very tip of the shear. 


Due to its simple construction—there are only five working parts—and 
its minimum of friction, Doo-Klips will remain in good order and render 
efficient service for years to come. Every shear passes a rigid inspection. 


The counter display urges the customer to take the shear in his hand 
and try it himself. He quickly sees its merits. Just what he’s needed for 
years. Reasonably priced, too. He’s easily sold. 


Spring is almost here. Get your supply from your jobber now, or write 
us direct. 

*Unqualified Guarantee: If you are not completely satisfied with 
any Doo-Klip we gladly replace it or return your money. 


THE ALLIANCE TOY & SPECIALTY CO. 
Dept. D—ALLIANCE, OHIO 


00- 

























Exclusive Feature 


As the handle is com- 
pressed and _ resistance 
encountered the bolt 
between the blades is 
pulled into an oblique 
position exerting pres- 
sure upon the slightly 
curved blades at points 
eA” and eR.” The 
blades are thus brought 
to their correct cutting 
tension, which increases 
in direct proportion to 
the resistance offered. 








| YOU BE MY JUDGE 


(Ey Aya 


We supply an at- 
tractive counter dis- 
play and numerous 
folders to stimulate 
sales. 


H Take Mel Your “tl 
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THE EVEREDY LINE FULLY MEETS THE DEMAND OF THE HOME BOTTLER FOR BETTER EQUIPMENT 















































Here 
is a 
Money 
| Maker 
tor 
You! 


The NEW 


and Improved 


EVEREDY 
BOTTLE CAPPER 


No. 101-S 














Most manufacturers would be content to leave a product alone 
that was selling faster than any other of its kind on the market; 
but that isn’t EVEREDY policy. We saw how we could improve 
this item in three ways—so we did. 


First, we made the steel base extra large and rubber padded 
it to prevent bottle slipping. Eaclusive Everedy Feature. 


By adding a second spring to the spring handle lift, we cut down 
friction, reduced wear, and increased the ease of operation. 
Exclusive Everedy Feature. 


Finally, we added an Automatic Spring Handle Stop which 
positively prevents handle springing out of gear. Gear can be 
changed without touching stop. Eaclusive Everedy Feature. 


All the features which made the old model the fastest selling 
capper on the market have been retained; here they are: 
Gear and rack of special carbon steel with extra large teeth 
—will not strip. Rigid steel post riveted to base—will not bend 
or stretch. Haclusive Everedy Feature. 

Flanged steel throat with rubber insert—releases bottles the in- 
stant pressure is removed—never any danger of jamming or 
breaking bottles. 

Large “handful” of handle—fits the hand comfortably—makes 
it easy to cap more bottles without fatigue or blisters. EHz- 
clusive Everedy Feature. 


Heavily nickel-plated to prevent corrosion. 
Seals perfectly any size bottle up to one quart size. 


And yet—the price is lower—the new Everedy Bottle Capper 
ore individually packed in an attractive carton, is now only 











Write for Catalog 


THE-EVEREDY CoO. 
FREDERICK, MD. 


All Everedy Products Are Nationally Advertised 
and Are Carried by Leading Jobbers. 


Prices Slightly Higher in Far West and Canada. 









EVEREDY 






















HOSE 

GUIDE 
No. 402 

Bottle Capper —— Prevents syphen 

N 222 ~ th hose or 

Onl amie e Ss - Me pad 3 : gat 

per ~ teed litt Y At ed en 

a. See: EVEREDY nie otek 


Strainer Set No. 300 Syphon Filter No. 400 _ lated to prevent 


handle. Greaterlever- Consists of stand, strainer bag, corrosion, Spring 
—s age. Caps 12 os. to and filter bag. Fits any size Consists of metallic float, filter cloth ™ade of heavily 

full quart. All steel, kettle or crock. In display car- dise, stretcher ring and hose clamp. tinned Bessemer wire. Price 10c. 
heavily nickeled. Price pl $2.00. ton, complete, $1.25. Complete except hese, $1.00. 
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inking in Terms 


It is a swiftly moving world. Yesterday is a year ago. Today actually 
is tomorrow. We must think in these terms. The product resulting 
from any other thinking is as obsolete as a last year’s bird’s nest. 
Foster Supertensil Cap Screws are tomorrow’s product. Having a ten- 
sil strength of 100,000 pounds per square inch they are made to stand 
the stresses and strains, the blinding speed of all industry of today and 
for at least one tomorrow. 

They are the definite result of a studied attempt to make the best cap 
screw that money, men, methods and machinery could possibly produce 
and they are exactly that. , 


Samples and prices on request. 


The Foster Bolt & Nut Mfg. Company 


CLEVELAND CHICAGO 
Union Ave. and East 72nd St. 6249 to 6265 West 65th St. 
Telephone Broadway 0840 Telephone Hemlock 4484 
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Cap Screws 
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Tomorrow's Cap Screws 


¥ 
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The most complete line—simplifies buying 





Stanley T-Hinge No. 908 






What is the quickest way 
to move goods off your shelves? 


Give your customers more than mere merchandise. 
Give them confidence in you, confidence in the 
goods you offer, and confidence in the manufac- 
turer who makes them. 


There is a tangible value in having your cus- 
tomers know that the products you sell are backed 
by the reputation and financial responsibility of an 
eighty-year-old company—a company that, through 
strict adherence to a policy of quality and fairness, 
has become the largest manufacturer of high-grade 
butts and hinges in the world. 


THE STANLEY WORKS + NEW BRITAIN, CONN. 


STANLEY HARDWARE 
[STANLEY J 


(sw) 
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A Complete Paint Stock? a 


PENINSULAR PAINT 


Well, perhaps not, except for a small 
store or one that needs a little new life 
put into it. 


ROGERS LACQUER 


Still, we have a lot of very good paint cus- 
tomers whose stock could be put into that 
space, and they do a larger business, too, than 
a good many dealers we know who carry 
stocks several times as large. Their success 
lies in the fact that under THE WORTH- 
INGTON PLAN they have only live stock— 
that turns over several times while the aver- 
age stock is turning once. 


There’s just about the same margin per turn 
whether you turn your stock six times a year 
or only once. 


Under THE WORTHINGTON PLAN we 
carry the surplus stock (as we do your hard- 
ware stock), our salésman who calls every two 
or three weeks checks it up and takes care of 
your requirements like he does on your hard- 
ware items—you buy only what you need 
(sometimes only a quart or two of something 
special), and you get it in with your hardware 
in a day or two, no extra freight or cartage, 
no extra postage or bookkeeping, no bother, 
and you are never out of stock waiting till 
you need a factory shipment. 


And, besides, you get the finest kind of goods 
there is—Peninsular Paint that everybody 
knows—Rogers Lacquer. No one has any- 
thing on you with this combination. PRICES? 
Of course we are right. As low as anyone 
that has good paint. 


in such a small space? 
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The above unit or section tains a plete stock 
in sufficient quantities to do a business in paint of 
$1000 to $1500 a year, oo It costs the retailer, 
rack and all, around $22 


Two such units will avn care of a $5000 business. 
Other units may be added if desired, to cover special 
needs. The unit takes a floor space of about 24x42 
inches, 7 ft. high. It sells paint! 


We are anxious to have you know more about THE WORTHINGTON PLAN. It is work- 
ing out wonderfully well and a lot of our paint dealers are making money on paint for the 
first time. We will appreciate an opportunity of giving you the details of this plan. 


THE GEO. WORTHINGTON CO. 


Established 1829 


Cleveland 


Ohio 
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Cieiimaed Catalog of World Wide 
famous brands of Solid Braided Cotton Cords 


of all kinds and sizes and for all purposes 


ys this page we illustrate and describe a S AMSON SMALL LINES 
few of the many types of solid braid- 

ed cotton cord, each the best 
of its kind and each developed 
to perfectly serve a specific 
need. The facilities and experi- 
ence developed in more than 
forty years are back of these 
products. 

































These lines do not stretch, 
kink, or ravel. Solid braided 
cotton yarn, and made in white 
and drab color, with glazed 
finish. Four sizes: No. 3%, 4, 
4% and 5. 


SAMSON SPOT 


SASH CORD OTHER SASH CORDS 


and CLOTHES LINES 


In addition to Samson 
Spot and Phoenix we 
make other brands of 
sash cord to meet all re- 
quirements for quality 





Trade Mark Reg. U. 8S. Pat. Off. 


The most durable and best known 
material for hanging window sash. Eas- 
ily identified by the colored spots, our 
trade mark. Solid braided of extra qual- 
ity cotton yarn spun in our own mills; 
guaranteed to be free from adulterants, 
and from imperfections of braid or finish. 


We also make Blue 
Bird Clothes Line, as 
well as other brands of 
braided cotton lines, 
Facsimile of the glazed and unglazed. 


Samson Spot Sash 
Cord Label. 


SAMSON 
ROPE 


Solid braided, 
made up to 1 in. 
diam. on special 
machines designed especially for these larger sizes. 
Particularly adapted for dumbwaiters, hand rails, 
life lines and all rope purposes where a smooth sur- 


BLACK-BIRD CLOTHES LINE face free from splinters is essential. 
NASHOBA GLAZED COTTON TWINE 


Ties and unties easily; is handsome, smooth and 


PHOENIX SASH CORD 





Solid braided of good cotton yarn and contains no 
loading. It is uniform in size, quality and fipish. 





Made of white cotton yarn, solid braided, like sash easy on the hands. Resists sawing, and does not 
cord but somewhat more flexible. Well stretched; open up or flatten on corners. 
smooth glazed finish, and uniform in size and qual- Made in a variety of sizes and 
ity. Made in three sizes: No. 6, No. 7 and No. 8, put colors, and put up in balls, tubes, 
up in convenient hanks, several connected. reels, etc. 


LET US SEND YOU A COMPLETE CATALOG 


telling the story of a line of solid braided cotton cords offering 


SAMSON CORDAGE WORKS 


88 BROAD STREET BosTON, MAss. 


ee a TRADE MARK —— 
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BETTER QUALITY~ BIGGER PRFITS 
SUN-RED EDGE Screen Cloth 
The Only Self-Measuréd fie 





MEASURED AND MARKED EVERY SIX INCHES 


This exclusive Self-Measured feature saves Dealers material and time compared 
to old yard stick guess. 
SUN-RED EDGE AluminA, Black Painted and Copper-Bronze represent the 
highest Quality and offer the greatest Profits. 


OUTSELLS because it OUTLASTS 


REYNOLDS 
WIRE CO. 





Ai SA de SFDC YA nas 


He 
a 





+ seneerseecestel: 





‘Best for any job! 


OU are safe in recommending Empire New best of all, they will test over 80,000 lbs. tensile 
Process Bolts for any bolting job, from the —strength—every one! 


kiddies’ taxicab to the railroad freight car. So accu- bbe 
rately finished are these remarkable bolts that they Ask your Jobber 


psec 9 ape a bsgpe maerees es ge RUSSELL, BURDSALL & WARD BOLT & NUT CO. 
oe te as far as threads are concerned. “ind fe- = baer CHESTER, N.Y., ROCK FALLS, ILL., CORAOPOLIS, PA. 
gar less of quantity this accuracy never varies. But, Philadelphia, Chicago, Detroit San Francisco, Los Angeles, Seattle, Portland 


EMPIRE. BOLTS 
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4% Inches of Edge Grass 
EVERY TIME 


—Without Barking the Knuckles 


Can You Sell Grass Shears Like These? 


f “NOODWIN Grass Shears are mounted with sixteen ball bearings, the 

J handle is scientifically designed for greatest leverage, the blades are 
sharpened enduringly and may be re-adjusted in a minute for any kind 
of grass. That’s the ease of operation side of the story. . . . That’s why 
they SELL! 


Lay Goodwin Shears down with blades open—one and one-quarter inches 
clearance between knuckles and ground. Close the shear and there is two 
and a quarter inches clearance. That means knuckle safety. ... And 
that’s why they SELL! 


As for profits—You’ll sell a lot of Goodwin Grass Shears at a good clear 
markup with a small stock. Every lawn enthusiast is a prospective customer 
for you and the price doesn’t scare °em away. No wonder they sell. 













Get a sample today. 
Balj THE WHEELER RADIATOR & MFG. CO. 
1639 Collamer Avenue, East Cleveland, Ohio Send me one pair 
Be o _ Goodwin Ball Bear- 
e ing Grass Shears at 


i dealer’s price ($1.15) to- 
gether with name of near- 
est Goodwin wholesaler. 
a * pest, & of return and cash 
Pg rebate. 
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2% §N. FILLER OPENING ON 
5 AND 3 GAL. SIZE, 2 IN. 
OPENING ON 2 AND | GAL. 
SIZE. 


Their Quality stands out — 
and makes them sell 


The Dilphos 


Line of Oil Cans 





Either hexagen or dome shape 
cap can be furnished 


If the price is right, you can sell aed product that shows 
outstanding quality. 
REINFORCING Quality stands right out in Delphos oil cans and settles 
STRENGTHENS the question of sale instantly—for their durability and 


TecTs SEAM. practical features are always recognized and preferred. 


And their attractiveness is further emphasized by their 
distinctive coloring—striped in either red or blue. 


Substantial dealer profit—send for facts 


Note the one piece spout and the large filler 
opening securely clinched into breast of can. 
They can’t be knocked off. Note the curled edge 
of the cap—no raw edges. Note the sturdy bead- 
ing in the body—stiffening the body and protect- 
ing seams from injury. Filler openings 2” 
diameter on 1 and 2 gal. size—244” on 3 and 5 
gal. size. 


The New Delphos Mfg. Co. 
Delphos, Ohio 




















ae e 
—and Now, a Revival of Life for 
The 
American 
and © 
Champion 
s Champion Grinders 
Line of sh a ee 
= 2 oe ee sree e No. ‘ae eal 15” $ 535 
xe 3 858 Tool Grinders No. 47 7x1 11 6 7.50 
Note particularly the added sizes 
and the radical price reductions 
all the way down the line, made 
possible by our facilities. Deal- 
ers: Buy them at your jobber’s 
—It will pay you both to investi- 
order a A aa uae gate the advantages this line now Poe ae 
one poms cas: ff CREE YOU. Oe Wet. reeset ee 
Weight 32 Ibs.; packed 1 to a box 
The Milwaukee Circulating Pump & Mfg. Co. 331 Ninth Street, Milwaukee, Wis. 


























TRADE MARK 


The ndr OCK Line of 


Certified Kitchen Equipment 





Colorful ~ yet conservative 
Novel ~ yet staple 


SNO-CAP is not a vogue. It has within a few 
short months established itself as a standard 
line. Its tremendous popularity is based upon 
a pYem iene) otear te) ole) me) morerelawrtele mee) (Oem tenes) (ols 
scheme matches with the kitchens now in ex- 
istence. Its color scheme will also blend into 
kitchens decorated in the newer and more 
modish combinations. 


SNO-CAP is your standard for meeting the 
demand for color in the kitchen. It has estab- 
lished an entirely new record in the house 
furnishing field because of its high quality, its 
pleasing colorful finish, and the attractive 
manner in which it has been presented to the 
Placoote (ome) aa velllmulriceniass 














There is more concentrated 
sales value in this compact sell- 
ing fixture than in any other 
display you have seen or used. 
You will appreciate that fact 
more fully when you have it 
working for you. 


The display is designed for dis- 
tinction and BEAUTY as well 
as for merchandising value— 
handsomely done in five colors. 
It puts the WHOLE LINE 
before the buyer as. one attrac- 
tive unit—16 “best sellers” of 
the SNno-Cap line, that sug- 
gests to your customer the 
purchase of complete sets or 
units, instead of the one or two 
pieces she might otherwise se- 
lect—and for you that means 
GREATER SALES at lower 
cost. 

The step-like design of the 
fixture makes possible a 
pleasing display with a 
list of uses under each 
item that educates sales 
people and stimulates re- 
tail sales. The 
whole display oc- 
cupies space only 
30 x 30 inches, and 
has reserve stor- 
age space for ex- 
tra stock inside 

the fixture. 
This display fin- 
ished in rich oil 
colors. They are 
permanent fix- 
tures, built for 
lasting service. 
Can be washed 
with soap and 
water to keep 


them always 
bright and fresh. 


The No. 38 Deal consists of the fixture and the following rapid selling items 


RETAIL VALUE RETAIL VALUE 

Quantity East of Rockies West of Rockies | Quantity East of Rockies West of Rockies 
6—8698 Tea and Coffee Strainers @ 15c $0.90 @ 15c $0.90 | 6— 988 Star Mincing Knives @ 25c $1.50 

6—8801B Tea and Coffee Strainers @ 10c ° @10c .6€0 | 6—8413 Kitchen Forks @18 . 

6—8726 ° @ 25c 1.50] 6— 825 Batter Beaters @ 25e 1.50 

6—8732 e @ 30c . 1. 6— 886 Androck Ricers @ 25c 1.50 

6—8736 ‘ 1 6—8308 Vegetable Mashers @18 . 

6—1728 d 2 12—8161 Plate Scrapers 15c 1.80 

6—1738 ‘ ° 6— 218 Cake Turners @15e 

6—1748 i é ( F 12— 81 Can Openers @ 15e 1.80 


Peeked in Shipping Carten— Weight, Approximately 28 Lbs. Total Retail Value $19.20 $21.90 








You can turn over this deal at a 
margin of about 50% on your cost 


Order From Your Jobber Or Write Us, Giving Your Jobber’s Name 
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Announcing the New 


De Laval 


50 th Anniversary Separators 





Improvements 


Golden Color. These new 1928 ma- 
chines are finished in beautiful gold and 
black colors, which are pleasing, durable 
and practical. 


Enclosed Gears. All geare on the 
“Golden Series” are completely enclosed and 
protected, insuring maximum durability. 


Cover. A new type of reg- 


ulating cover and float affords a flow of 
milk fro S 


m the supply can in a smooth, even 
stream, without spattering. 


Turnable Supply Can. A novel 
feature every separator user will appreciate. 
Permits bowl and covers to be removed 
or put in place without lifting the supply can 
from its position. 


Easier Turning. The “Golden Series” 
machines are easy to start and turn, re- 
uiring the least power or effort to operate 
‘or the work they do. 


Oil Window. Shows at a glance the 
amount and condition of the oil and whether 
the separator is being properly lubricated. 


Floating Bowl. The finest separator 
bowl ever made. Self-balancing, runs 
smoothly without vibration, with the least 
power, skims cleanest, delivers a smooth, 
rich cream, and is easy -to take apart 
and wash. 





The 
De Laval 
Milker 


A great companion to the De Laval Cream Separator 
—equally useful and efficient. Now milking more than 
one million cows in all parts of the world. Milks faster 
and better than any other method. Pleasing to the 
cows and produces clean milk. Simple and durable, 
does not require adjustment, and easy to operate. 
Makes dairying more pleasant as well as more profitable. 
Outfits for from 5 to 500 or more cows. 


_—_———o 


Big Advertising Campaign 


These new “Golden Series” De Lavals are now being 
announced to the public in the largest and most force- 
ful advertising campaign that has ever been put back 
of a cream separator. More than four and one-half 
million full page color advertisements will appear in the 
leading farm and dairy papers during February. In 
addition, large space will be used in practically all the 
farm publications. This advertising will be followed up 
vigorously during the spring and summer months. 

There is certain to be great interest in these new 
De Lavals and the dealer who has them on hand. and 
lets his public know he has them, is bound to cash in. 
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BEST in 1928 
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R. DE LAVAL’S invention, in 1878, of the 

first continuous discharge centrifugal cream 

separator, was the foundation of modern 
dairying and has done more than any other one 
factor to develop the dairy industry into the largest 
and most profitable branch of agriculture. 


First in the beginning, the De Laval has kept in the lead 
ever since. Practically every detail of separator construc- 
tion has been De Laval originated. As De Laval features 
have been imitated, further De Laval improvements have 
been made. Four million De Laval machines have been 
sold the world over. They have always been the standard 
by which cream separators were measured. 

Now the 1928 “Golden Series” De Laval machines mark 
another step forward. In a word, they are the most com- 
plete, efficient and beautiful cream separators ever made. 
They are all that could be hoped for in such a machine. 
They must prove a source of pride as well as profit to 
every owner. 


The De Laval Separator Company 


NEW YORK CHICAGO SAN FRANCISCO 
165 Broadway 600 Jackson Blvd. 61 Beale Street — 
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CThe BEST COOKS use 


Aluminu 














In the Sarab Morris Hospital for Children, Chicago, aluminum utensils ave used ¢xclusively 


In Hospitals for Children 


~\ The Sarah Morris Hospital of Chicago, children’s 
department of Michael Reese Hospital, is one of the 
foremost institutions of its kind in the world—a recog- 
nized authority on all that pertains to the feeding 
of infants and children. 


In both of these noted hospital units, aluminum cooking 
utensils are used exclusively—for preparing all milk feedings 
and all meals. What comforting knowledge for the mother at 
home, to be able to have, in her own kitchen, utensils made 
of the same trustworthy metal! 

Hospitals, like hotels and other large users, approve alumi- 
num for its durability, economy, and all-round good cooking 
qualities. And housewives know that for the foundation equipment 
of truly efficient home kitchens, nothing quite takes its place. . 


The best cooks use aluminum. 






ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush St., Chicago 
Please send booklet, “The Precious Metal of the Kitchen,” to address written below: 





Seeeeceeesesceveceses eeeecrsssses **MAIL COUPON FOR BOOKLET! #secceccccuscccssscsscscuccscesece 


Here’s sales 
ammunition 
for you! 


This page, you will notice, is a 
double-barreled advertisement. 

In this column we are talking 
about business with you. On the 
other side of the dotted line is one 
of the national magazine advertise- 
ments of the Aluminum Wares 
Association, reproduced here so you 
can see what your customers are 
reading about aluminum ware. 

Why not mark this page—this 
2-in-1 advertisement—and pass it 
around among your sales people? 
There’s a full charge of sales am- 
munition in each barrel. 

What woman won’t be attracted 
by this picture; won’t be interested 
to know that many of the most 
famous hospitals in America will 
cook in nothing but aluminum? 

What clerk anxious to make a 
good showing in aluminum sales 
won’t be glad to know that the 
Aluminum Wares Association — 
composed of the leading makers of 
aluminum wares—is co-operating 
with a big advertising campaign ? 

Advertisements like that on the 
left are appearing regularly in 
Ladies’ Home Journal, Good House- 
keeping, McCall’s, Country Gentle- 
man, Hygeia, American Cookery, 
Journal of the American Medical 
Association, and other publications. 
In this the second year of the Asso- 
ciation’s campaign, there will be 
46,859,520 of these advertisements 
—not counting trade messages. 

An immense force—working for 

you—bound to help your aluminum 
sales ! 
Note: The coupon-offer at the left 
means you too. Send for this in- 
teresting booklet. It is packed with 
valuable selling points. 


ALUMINUM WARES ASSOCIATION 
Publicity Division, 844 Rush Street, Chicago 
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by 
Good Housekeeping 
©,, ° Institute we 


(9) Conducted by 
HOUSEKEEPING MACE 










Before buying — 
Look for this Seal 


IS Seal is the mark of Good House- 
keeping Institute. It is found only on 
sound, reliable household devices. It is what 
“sterling” is to silver —proof of worth, a 
certificate of satisfaction. 


Only articles which have passed thednstitute’s 
rigid tests may carry this Seal. Such goods 
are reliable. They sell well and stay sold. 


Women everywhere know this Seal and buy 
on its recommendation.’ Sales can be closed 
simply by pointing to it and telling the story 
behind it. Try it on hesitating customers 
and watch results. 


If you value your good will and the lasting 


i, Sk etek eens friendship of your customers, look for this 


- od + ers “ot arm Seal before buying. Ask manufacturers: 
quarters. Profit by . . 

the confidence millions have in this Seal “Is it approved by Good Housekeeping 
t t t i e e . a . 

_—_  . Institute?” Buying satisfaction beats buying 


a gamble. 


GOOD HOUSEKEEPING 


119 WEST 40th STREET NEW YORK CITY 
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Liberty Bronze 
Wire Screen Cloth 


combines strength of steel with 
immunity of copper from corrosion 


Liberty Golden Bronze Screen 
Cloth is made from full gauge hard 
drawn bronze wire, composed of 90% 
pure copper and 10% non-corrosive 
alloy. When exposed to weather, its 


LIBERTY 


goLDF uzt 


rich, golden color changes uniformly 
to an iridescent Egyptian type antique 
finish. Its beauty and durability 
make it particularly appropriate for 
fine homes. 


Liberty Antique B r onze Screen 
Cloth is also made from full gauge 
hard drawn bronze wire, composed 
of 90% pure copper and 10% non- 
corrosive alloy. Both Liberty Prod- 
ucts are uniformly strong, flexible and 
rust-proof. Liberty Antique has a 
rich, artistic, lacquered finish. 





These New York Wire Cloth prod- 
ucts are stronger, more resilient and 
finer in appearance than any screen 
cloth made from plain copper wire. 





Made Only by 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden and antique bronze. bright copper 
zinc-coated and black enameled screen cloth- 


342 MADISON AVE. NEW YORK Works -York.Pa 


SUPERIOR PRODUCTS—STANDARD OF THE INDUSTRY 
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Coldwell 
Dependable 
Hand Mowers 


At left: Imperial Roll- 
er Bearing. Same 
famous model, but 
greatly improved. New 
ae : features. Lighter run- 
2 ning. Timken Tapered 
Roller Bearings. Cut- 
ter blades tempered 
in oil. Built to last. 





Nation-wide preference for 
Coldwell Dependable Lawn 
Mowers makes them easiest 
tosell . . . thus the most 
profitable to handle. 





Our clever new window display 
material will tie up your store 
with our National Advertising. 








Merchants who do not carry the Coldwell line 





will find our dealer proposition very attractive. 


Write for it. Coldwell Electric 


Lawn Mower 


A wonderful “‘buy’’ at the new 
low price. Thousands in use. 
Owners are delighted. Plugs in on 

«* @OLDWELL “= St 

Horst DEPENDABLE LAWN MOWERS _ ELecrric 4 Re, 

i» 





COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y.,U. S. A. 





ae 
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Here’s an electrically-welded 


Union Rubbish Burner 


that can retail 


as low as $1.00 to $1.25 


Sell More 
Rubbish Burners 


We've put 22 years of ex- 
perience behind this new 
idea in rubbish burners. 
Our No. 1 is the most 
practical and popular for 
home use. Every joint 
electrically welded—three 
sizes with galvanized 
wire or green enameled 
finish. We also make a 
collapsible type. 


Send for complete wire 
goods catalog. 


How Hardware 
Dealers Sell 
Rubbish Burners 


Thousands of dealers 
sell Union Baskets. One 
dealer sticks a burner 
out on sidewalk, fills it 
full of paper, adds a red 
electric light with con- 
cealed cord to give it 
color and a price tag for 
today only. He sells a 
lot of them. Our No. 1 
basket lends itself to all- 








. round home use—write 
for jobber or dealer 
prices. 


Union Steel Products Co., Albion, Mich. 








Fast Selling Dish Drainers 
Retailing from 50c to 75c 


Of the many types; the two illus- 
trated below are the most practi- 
cal and popular and are splendid 
values. 
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We want every Dealer to of 


read this (lPvertisement : 


Fo years you have condemned price cutting 
and unfair competition on the part of chain, 
cut raté stores and groceries. You have lost 
money trying to-compete. Yet, you have con- 
tinued to support items sold through these chan- 
nels. You have tried to build up trade only to 
see it slip away to a neighboring chain store. 


Yes, you have often talked about this condition. 
Now there’s a chance to do something about it! 


In this advertisement are shown ten items that 
are being sold only through the Hardware 
Dealer! Many competing brands are being 
sold through a half dozen different channels 
and at a half dozen different 


If you sincerely believe in exciusive hardware 
items, here’s what we have for you. With Presto 
Products you get 100% protection. The trade 
you build is yours. Presto attracts and hold 
women patronage. Every package is guaranteed 
equal or better in quality than any competing 
item. We go still further and give you more 
profits than on any 10 similar items on the 
market. Window displays, samples, sales liter- 
ature, local advertising are all a part of our offer. 
If you believe in exclusive hardware items- 


Dealers: Write for introductory offer. 
Jobbers: Send for prices and details. 


THE CHAMBERLAIN-HABER 





prices. Which will you support? 


Positively 

c le ans 

Miraculous without 

for cleaning scratching 
silver 





hk 
i] f pi mh 
RHO 


WINDOW Cuts win 
CLEAN 

: . dow clean- 
ing time 
Also excel- 


tinguisher 





CHEMICAL COMPANY 
1105 West 11th Street + Cleveland, Ohio 























World s best 
wood-work cleaner 








lent fire ex- Quickly opens household 
stopped drains uses 


Removes 
de nig Won't 
instantl scratch 
J the finest 
surface 





Ee 

Presr) 
Restores LUSTRE 
natural eT 
wood oils 


A thousand 


Through Hardware Dealers 









Saree ~ diplomas bopeee~- denen Ce Re ES 
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AIR SPRAYERS J SPRAY PUMPS §  tanpem WHEELS 


MY ERS rower SPRAY PUMPS 











at ver Aernaron 


MYERS HANDY MY ERS 


PORTABLE 


COMPRESSED ( BRASS BUCKET BARRE 
wir sincie on SPRAY PUMPS | HAND SPRAY 


PRAY Pumps for the commercial grower—for the nurseryman—for the farmer—for the 
home owner—for anyone who has anything to spray—the Myers Line of Spray Pumps 
comprises styles and sizes for any need. 

It is only natural that those who spray should turn to Myers Spray Pumps for the ultimate 
in spraying satisfaction. Experience has taught fruit growers that profits depend not only on 
thoroughness but en low cost operation as well. There is complete satisfaction in knowing that 
Myers Self-Oiling Power Spray Rigs have demonstrated under the severest of tests in large and 
small orchards their ability to do everything—in fact, do more than is ordinarily demanded of 
power equipment. 

Seeing a Myers Self-Oiling Power Spray Rig in action is but to become a Myers enthusiast. 
This alone emphasizes the position Myers Self-Oiling Power Spray Rigs now occupy. It carries 
a sales message to every dealer who sells spray pumps to thoroughly investigate the Myers 
Line before placing specifications for 1928. 


This also holds true of Myers Bucket, Barrel and Knapsack Spray Pumps, Compressed Air 
Sprayers, Nozzles and Spraying Accessories. Nowhere, at any price or for any purpose, is 
there to be found a line of spray pumps quite so complete, quite so satisfactory and successful 
as the Myers. Wherever you go you will find Myers Spray Pumps being used for spraying, 
whitewashing, disinfecting and similar purposes. See to it today that you are fully informed 
about the Myers Line and the opportunity it affords for more spray pump business. 


New catalog with prices and complete information on request. 





























MYERS SELF-OILING 
POWER SPRAY RIGS 


Recent improvements on Myers 
Self-Oiling Power Spray Rigs 
make them even more desirable 
this year than ever before. We 
are ready to mail catalogs and 
quote, Write or wire. 









































| ae E.MYERS & BIRO.¢o: AshlandQhio : 


ASHLAND PUMP AND HAY TOOL WORKS 
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Built with the Accuracy 





of Finest Automobiles, 


& N. Lawn Mowers are machined and fitted to 
* thousandths of an inch—with exactly the same me- 
chanical precision and accuracy as, used in building finest 





The outstanding feature of 
F. & N. Lawn Mowers is the 
patented F. & N.. Self-Adjusting 
Ball Bearing Device. This clever, 

ble device, with its pat- 
ented steel sleeve, assures con- 
stant, proper alignment between 
the revolving blades and cutter 
bar. No attention is needed to 
keep the bearings in correct 
adjustment. 


The genuine F. & N. Self- 
Adjusting Ball Bearing Device 
is enclosed in a dust proof steel 
case. Therefore, beware of mow- 
ers of similar appearance with 
the patented controlling steel 
sleeve omitted. 


automobiles. 


Such superior construction can be accom- 


plished only in a factory having the unequalled organization, 
resources and equipment of F. & N. 


By reason of their immense vol- 
ume, F. & N. are the only manu- 
fecturers that actually build lawn 
mowers complete from the raw 
materials to the finished product— 
making for eccuracy, quality and 
lowest production costs. F. & N. 
supplies a style and a quality for 
every possible requirement for pri- 
vate and public lawns, and also 
special designs for the foreign 
trade. Every style of hand, horse 


Nhe Fa, LAWN MOWER 


RICHMOND, INDIANA, U.S.A. 


and power mowers for homes, 
parks, cemeteries, estates, golf club 
fairways, putting greens, public 
grounds, etc. Even lawn trimmers 
and edgers, and also grass catchers. 


These ere the factors back of the 
reasons why dealers selling F. & N. 
Lawn Mowers lead all others in 
sales and profits year after year. 
Ask your jobber now for catalog 
end prices, or write us. 


COMPANY 
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“See here, Bob... — 
Kester is the one brand of Solder 
with a package for every need” 








KESTER ACID CORE SOLDER 


"! 





That’s the beautyof the Kester line. Youcan always 
satisfy every customer’s soldering requirements. 
For instance, there’s Kester Metal Mender for 
the housewife and the home tinkerer. Itsells easily 
to this group because it’s easy to use —and it’s the 
only kind of solder that gives them perfect results. 
Then for the mechanic, the farmer, and the handy 
man there’s the spool of Kester acid core Solder in 
one, five, ten and twenty pound sizes. The larger 
user, of course, buys the larger package because 
he gets more solder per dollar. 

And for the radio fan who builds his own there’s 
Kester Radio Solder with pure rosin flux, the only 
safe solder on the market. The larger packages 
of Kester rosin core are just the thing for delicate 
electrical work, and sell quickly to electricians 
and telephone companies. 

So remember, Bob, always feel conscious of the 
entire Kester line when a customer asks for solder. 
Hand ’em the package they need. That’s the way 
to do a clean profitable business that gains us 

ood-will. 

CAGO SOLDER CO.., 4205 Wrightwood Ave.,Chicago 











Self-Fluxing 
Solder 








KESTER 
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Here are some of the latest additions to the Goodell-Pratt | 


good tools. 
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Use for mak 


Preserve this page and use in co 


THE GOODELL-PRATT COMPANY 











copy of our Catalog No. 16. 





a ee Automatic Spiral Screw Drivers 
Nos. 811 and 911 





Similar to our No. 111, listed on page:255 of our Catalog 16, but unequalled performance has 
been built into these Automatic Screw Drivers by greatly rt pas yong | the two parts that are 
called upon to do the most work—the Automatic Drive Spiral and the Spiral Nut. By cutting 
the Drive Spiral deeper than the Draw Spiral, a smooth, uninterrupted bearing is secured for 
the thread in the Drive Spiral Nut, the .length of which has been greatly increased and thereby 
proportionately strengthened. As at least ten times as much driving is done as drawing, with 
this type of tool, the value of these improvements is apparent. 

Length, extended, with Blade, in place, 20 inches. 

Length, closed without Blade, 1114 inches. Net weight, 12 oz. 

No. 811—price each, a eet ashsnadete\stassvoste Suteskd Aededee eR Sauk 

No. 911—price each, with quick release ... : sussite disicvvst Ee) | SU 


Packed one in a pasteboard box, 12x154x114 inches. Weight, 1 pound. 


E_ ee ee ea 


_ This drill, only 734 inches long, is very easy to use in cramped _ places and can also be carried 
in the pocket without discomfort or fear of loss. Is just as rapid as the longer models. Eight 
drill points—1/16 to 11/64 inches in diameter—are held in separate numbered compartments in 
the patented magazine handle from which they are released one at a time through a hole in the 
rotating cap. An indexing gauge shows the size hole bored by the drill in each compartment. 
All exposed metal parts are heavily nickeled and highly polished. 


Overall length, 714 inches; net weight, 8 ounces. 


PU ey MIR aoe cases ex ccscaccss ta paar toves cai ives sae veatckserusceahossaendsarsbs da stasensacin ascertains oak (ZEILF) $2.60 
(Qe, No. 797 Offset Screw Driver 
: A new small size Offset Screw Driver forged from high 
grade 14 inch Octagon Tool Steel, hardened, ground, tempered and bits nicely finished. 
Length overall, 414 inches. 
Mounted in dozen lots, on an attractive counter display card. 
Price, per card of one dOzen...............cccccccceee oes CAE ig oR oR (ZEGIZ) $5.40 


No. 799 Piercing Awls eS TOR 


For piercing thin sheets of soft metals and other materials and for a great variety of uses 
where a slim keen pointed blade is required. Tre blade is 214 inches long and made of tool steel 


carefully tempered and nicely polished. The handle is made of hardwood with an attractive 
lacquer finish. 


Length of blade, 2% inches; overall, 614 inches. Net weight 14 ounce. 


MT od ous ns wage teat oer ice. © co svete cadsha tad sos viséesicesscsvsss see Meaes tes (ZEGUC) $3.60 
Packed one dozen in a pasteboard box. 614x274x17% inches. Weight, 11 ounces. 





No. 809 Automatic Drill 


MR. PUNCH JR. 











No. 2409 Torpedo Level 


; i ; Made of thoroughly seasoned mahogany with: a durable 
oil finish. Vials are drawn to a true curve and carefully tested. Made with single plumb 
only. Level vial protected by brass plate. Size, 9::114x54 inches. Approx. weight, 3 ounces. 

IN con. caesde sons 3s ca cee gate earth bapteatacae haptics saat scansssatsonnsseses oteeee (ZOFLA) $1.10 
Packed half a dozen in a pasteboard box, 934x44x15¢ inches, weight, 144 pounds. 
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No. 790 Hand Drill 
o 4 We = Capacity 0 to 1/4 inches 


Has wide faced gear and Hollow Screw-cap Rosewood Handle. Frame is heavily nickeled 
and polished. Side and Crank Handles are of nicely finished hardwood. All gear teeth are 
machine cut. The two Pinions are made of steel, nickel plated. The wide face of the large gear 
is polished and nickeled; balance is finished in red enamel. The Second Pinion forms an 
excellent and practically Frictionless Bearing. The All Steel Chuck has Three Hardened Steel 
Jaws for holding Round Shank Drills, sizes 0 to % inch. Eight Drill Points, 1/16 to 11/64 
inch, are contained in handle. 

Overall length, 12 inches; net weight, 114 pounds. 


MAINE oosss0kinneiscrinsos’ssssvbeamce se eee NTRS Comte Re Ocak eastoyeaiadenssvasins RE (ZEFIX) $4.00 
Packed one in a pasteboard box, 1214x314x314 inches; weight, 134 pounds. 





No. 861 Drill Chuck 


Similar in every way, to No. 761, but larger, being our 
regular No. 16 Drill Chuck mounted on a Special Arbor to 
fit a $4 inch shaft. Arbor is fitted with two set screws. Chuck has three Hardened Steel Jaws 
for holding round shank drills from 0 to ™% inches in diameter. Length overall, 45¢ inches; 
weight, 1 pound. 
j gs. ES and I ee RET AE ERT MN EM 
Packed one in a pasteboard box, size 514x1$4x154. Weight, 1-1/16 pounds. 





No. 862 Saw Arbor and Buffing 
Spindle 


Similar in every way, to No. 762, but larger. Built in 
two pieces, the Arbor and Buffing Spindle both fitting 54 
inch shafts. Arbor takes saws or wheels with %% inch 
holes. Flanges open 34 inch. Weight, 14 ounces. 

PUNE, SOR oR scent ctv cong teanste MCE es Midian cers cue nin ae (ZEPIJ) $4.00 

Packed one in a pasteboard box, 734x2x134 inches; weight, 1 pound. 








No. 919 Adjustable Pistol Grip 
Hack Saw Frame 


A moderate price frame of substantial construction and ; 
excellent balance. It is quickly adjustable and eee tee for 8, 9, 10 and 12 inch blades. 
Frame is of White'NickeledSteel. Pistol Grip Handle is a Smooth Aluminum casting with red 
and black lacquer finish. 
Depth of throat, 274 inches. Net weight, 15 ounces. One blade furnished with each frame. 


° RES IE REE SURE ICS A SRS (ZIDGY) $1.10 


—— RD No. 813 Oval Blade Burnisher 


The highly polished blade of this tool is oval in shape 
with a nicely pointed end. The 4” blade which is carefully hardened is set in a comfortable 
polished hardwood handle protected by a nickel plated ferrule. 


The shape of the blade with its smooth convexed point-makes it possible to do a great variety 
of fine burnishing with this tool. 


Length overall, 734 inches. Net weight, 4 ounces. 
RE Se Lee RL Sh Pn ssasemrespwaelttgccties (ZEJDO) $0.70 
Packed one half dozen in a pasteboard box. Weight, 134 pounds. 
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SELL NO SUBSTITUTE 





Good Year 





No. 3A a high grade low priced 
w of medium capacity fop 
@eneral work. 


No. 20 is a light weight 
barrow of high grade. In- 
tended for general work. 


We. JAA Light Tubular, com 
panion to the No. 12 


No. 6A a eneral purpose cone 


tractors barrow. Standard A. 
G. C. size for dry material or 
concrete. 


‘Nos. 7 and 7B. This is the 
steel handle enon to the 
No. 6A barrow. 


STERL 


Milwaukee 


Sell a man a better wheel- 
barrow and you make a 
good impression. The better 
it works, the more he thinks 
of the goods you carry. 


The longer it lasts, the 
stronger that first impres- 
sion. He is immediately 
“sold” on your place of 
business. 


Dealers who carry the “STER- 
LING” line of standardized 
wheelbarrows know this to be a 
fact. Many have established a per- 
manent and profitable business 


through the sales of “Sterlings.” 


Here are a few of the special 
features found in Sterling wheel- 
barrows:—self-lubricating bear- 
ings; 10-spoke wheel; malleable 
iron brackets; smooth wheel face; 
wrought steel hub; riveted and 
cast to hub spokes; fixed steel ax- 
le; “ V”’ front tray braces; selec- 
ted maple handles; special tubu- 
lar steel handles; handles clamped 
—not bolted; top of tray rein- 
forced; channel steel legs; riveted 
leg braces; extra leg shoes; 
wrought iron handle tips; all 
parts interchangeable. 


It is both ethical and profitable to sell 
what is asked for and nationally adver- 
tised. We have an attractive dealer 
proposition— good discounts—good 
profit—extra heavy national adver- 
tising. Write for the facts today. 
Prompt service from factory or branch 
warehouse located at Chicago, New 
York, Philadelphia, Pittsburgh, Cleve- 
land, Detroit, St. Louis. 


IATC MUIHERT RK RPRAUT lalay 0. | 
LiW Jt MULLUALIW Ww UVII 


| | Fe | at 


woune Profits 


Wo. 210A Mortar and concrete 
barrow built to A.G.C. stand= 
‘ard size and construction. 


No. 11 A large capacity coal ~ 
barrow for use in coal yards, 
engine rooms, etc. 


No. 36 A narrow tray coal 
barrow for use on coal wagons, 
for wheeling to coal windows, 
bins, etc. 


No. 31 Narrow tray concrete 
barrows made to A.G.C, stande 
erd size and construction. 


Nos. §1 and §2 Heavy duty 
barrows for foundries, indus- 
trials, mines, etc. 


TANY 


Wisconsin 
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CUNARD BUILDING, NEW YORK 


Used the World Over 


so CHICAGO) 
SPRING HINGES 


Just as the great Cunard liner, Maure- 
tania, is an example of ship building 
skill, so are CHICAGO SPRING 
HINGES examples of the finest in 
Spring Hinges. 
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That is why they are used in the Cunard 
Building, New York; the Ritz-Carlton 
Hotel, New York; the Union Station, 
Chicago; Palace Hotel, San Francisco, 
and other representative buildings the 
world over. 


Triplex Type Hinge 





MM OM mn nnn mm nnn nn ae 





The world-wide and increasing demand 
for Chicago Spring Hinges indicates a 
general recognition of their Quality and 
Value. 


~-(CHICAGO)— Send for catalog K-42 


SPRING HINGES Chicago Spring Hinge Company. 


Look for the Trade Mark CHICAGO . NEW YORK 
U. SA. 





Simplex Type Hinge 
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RUE /EMPE: 





Because, your customers are being taught by our ad- 
vertising that there is a True Temper Tool for every 
farm and garden task in Spring—Summer—Fall and 
Winter. 


Because, “The Garden Book”—the most complete 
book ever written on gardening—and the “User’s 
Book”—the first popular guide to the selection of 
hand tools—are being distributed to farmers and gar- 
deners at the rate of several hundred thousand each 
year in order to stimulate interest in gardening and 
hand tools. 


Because, for over 100 years this company has been a 
leader in every progressive development in tool 
making. 

Because, the words “True Temper” burned in the 
handle of a tool are our guarantee to you and your 
customer that this tool is the best that can be made— 
in design, in quality and in workmanship. 


We extend valuable direct sales help to dealers who 


co-operate in the True Temper Sales Plan. Informa- 
tion on request. 


The American Fork & Hoe Company 
General Offices: Cleveland, Ohio 


Makers of Farm and Garden Tools for over 100 years. 
When better tools can be made, we will make them. 





FARM AND 
GARDEN 





The Garden Book, 56 
pages illustrated 6x9 
inches in size. Ezplains 
every step in gardening. 





The User’s Book, 136 
pages, 629 in, size. 
Telle why it pays to use 
the hest tous and how 
to select the right tool 
for each task, 


Ask for a copy of each 
Book. 


DOL 
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Interiors courtesy of W. A. Hathaway Company 


Count the TOOMS in your community 


and you'll get an idea of the sales possibilities of 
Bassick Casters. 








7,000,000 READERS 


Count the magazines in which 


Bassick Caster advertising appears. Count the homes J 


it reaches—almost eight million of them—the best /” 
4 


trade in your community. agit 


4 COMPANY 
ri Dept. HA-1 


Plan a Bassick’s display for your counter — (50. 
another for your window. Let people know 1. ™s=.erz 
that you can supply them with the casters 7“ siivveit‘s Bese sive 
they are reading about. Make Bassick efor yon 


Outline ‘advertising’ helps available 


advertising pay you dividends. Pong 


Use this coupon. Fill it in. 
Mail it today. 
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OR twelve years Columbia has spoken the last word in quality tire 
manufacturing. Twelve years of business-building good will! With 
clean profits, surprisingly fast turn-over, and a minimum of sales ex- 
pense. For there’s unbelievable mileage in this brawny black carcass. 
Rocking chair comfort in its superb flexibility. Astonishing toughness 
of tread in this massive, road-gripping tread. And withal, prompt de- 
livery, satisfying service, fair treatment at every turn. For full details 
call, write or wire. 








COLUMBIA 
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TRADE MARK RE 


‘GoLD MEDAL 
Folding Furniture 


For 36 Years the Recognized Standard 


OLD MEDAL” folding 
chairs in colored lacquers 
are fast becoming popular within 
the home as well as on the porch 
and lawn. These colors are se- 
lected to harmonize well with 
interior decorations and are ser- 
viceable and weather resisting 
for use out-of-doors. 


No. 35G No. 35R 


Finished in the popular Jade green lac- Chinese red, shaded in black. Colored 
quer shaded in Black. Colored woven stripe woven stripe cover. 
cover. . ~ 


Frame shaded iia a Gpowine shade of 
orange tipped in black. Harmonious woven 
colored covers. 


Green and+yellow waeen awning 
Light t, ct 
This chair is unusually comfortable and popu lar for — eae. ee — 
the porch, lawn, sun parlor, motor boat, yacht club or 
hotel. Rubber cushioned legs are on ali models with 
the exception of the No. 35. 
Wood Finish Canvas Color 
Plain Varnish Olive Drab 
Light Mahogany Colored Pattern 
Unfinished White 
French Blue Colored Pattern 
Jade Green Colored Pattern 
Chinese Red Colored Pattern 
Black Colored Pattern 
Orange Colored Pattern 
Nos. 35B, 35G, 35R 35X and 35E are all lacquer fin- 
ished, shaded with black. Assorted colors furnished if 
specially ordered. 
35Y Mahogany Khaki 
(No. 35Y is a yacht chair and has brass hardware). 


No. 11F Reclining Chair 


This chair is made in several styles. 
A strong, senitnd and durable folding Frame is well varnished. Cover of yel- 


arm chair. Furnished in the following styles: Per a] low and green woven awning stripe put 
Fini: Canv on double in endless piece. Chair ad- 
Wood ah ae Color justable to four positions. Folds very 


Light Mahogany Colored Pattern Gold Medal C. F. Mfg. Co. — 
Col Ps 


INE WISCO’ 11: Without arm rest or foot rest. 
me — 11A With arm rest. 


11F With arm rest and foot rest. 
———1a4n ———— 11C With arm rest, foot rest and can- 
opy sunshade. 




















Unfinished i 
Light Mahogany Khaki (brass hdw) 











S Raawrtaing MARK RE 


For Home 


Fol Years the Recognised Standard 


| Spear FURNITURE was originally designed for use in 

It is still a necessity to camp 
life. It folds easily and compactly for transportation and storage 
and it is full sized—not skimped anywhere. Its construction of 
wood, steel and canvas in their proper proportions has been time 


camps and the out-of-doors. 


tested through 36 years and proven the Recognized Standard. 





Ne. 1—The Famous “Gold Medal"’ Folding Cot 


The frame is reinforced throughout with cross rivets where the stress is 
most severe and with steel plates at all joints. Canvas cover of 12 oz. 
double filled brown duck. Constructed to give maximum service with min- 
imum weight. Opened: 78°x27"x16%". Folded: 39°x6"x4". Weight: 17 Ibs. 


No. 50. A 36 inch cot of similar yet heavier construction. 


No. 81—'‘Gold Medal" Steel Cot. 
(Pat. Pend.) 
Equipped with End Sticks. 

A very strong and durable folding cot with tubular steel frame finished 
in baked enamel. Super-strength and rigidity insured by special leg-lock 
joints. Rounded legs prevent scratching of floors. Cover: Heavy weight 
double filled tan canvas. Opened: 78°x26'x163%". Folded: 39°x514"x3}4’. 











No. 235—"Badger."” 


Similar to No. 35 but lighter 
in construction and made to 
meet the demand for a lower 
priced comfortable chair. Opens 
and closes same as No. 35. 

Packed 4 to a bundle. 

Weight each: 10 Ibs. 





Weight each 18 Ibs. 





No. 80—‘‘Gold Medal"’ Double Steel Bed. 
(Pats. Pend.) 

This bed is equipped with a strong ‘“‘channel iron” frame. Finished in 
black baked enamel. Furnished with a -rust indestructible steel fabric 
spring with 23 helicals on each end. folds very easily and with no 
loose parts 

Opened: 48°x76"x16’. 

Folded: 48°x414'x44’. 

Weight each in carton: 39 Ibs. 


No. 8030 ‘‘Gold Medal" Single Steel Bed 


Similar in construction to No. 80. 30” wide. An ideal emergency bed 
for home or camp. Weight: 32 Ibs. 


RG 








No. 13 


Improved “Gold Medal" 
Roll Top Table. 


Excellent for the tourist, camp or 
home. Seasoned hardwood frame. 
Imitation leather top. Special con- 
struction permits very compact 
folding. Furnished with strong duck 
containing sack. Wt. 12 Ibs. 


Open: 
Folds: 31°x4’x6’. 





© 1928 GOLD MEDAL C. F. MFG. CO. 











The Junior Line is a three-quarter size facsimile 
of “Gold Medal.” It is built for children and is 
strong and practical for the home or in camp. 

No. 701 Cot— Opened: 54°x21’x12’. 

Folded: 2614"x4"x6". Wt. 11 lbs. 
No. 735 Chair— Seat: 12°x13"x121¢". Wt. 7 lbs. 
No. 705 Stool— Weight: 2 Ibs. 

No. 708 Table— Top: 28°x18"x20". Wt. 11 Ibs. 
Junior Set—The above items are sold separate! 
or may be purchased in sets—one each of four dif- 

ferent items packed in carton. Weight 40 Ibs. 


No. 5 “Gold Medal" Stool and 
No. 6 Chair 

The frame is made of air dried hard 
wood, seat of heavy duck, legs rein- 
forced by steel plates. Folds very com- 
pactly. 

No. 5 Stool—Weight: 314 Ibs. 

No. 6 Chair—Weight: 4 Ibs. 


GOLD MEDAL C. F. MFC. CO. 
RACINE WISCONSIN 





The “Badger” Line is a popular priced quality 
line which includes a folding cot, chair, stool and 
table. 

Weight 
No. Size Each 
201 “Badger” Cot White 76’x25"x15" 15 lbs. 
202 “Badger” Cot Tan 76°x25"x15" 15 \bs. 
203 “Badger” Cot Tan 76°x27"x1634" 17 Ibs. 
204 -_—- Stool 3 Ibs. 
205 “Badger” Chair 3 ; Ibe. 
208 “Badger” Table 36°x22"x27" 16 Ibs. 


PRINTED IN U.S.A, WESTERN P. & L.CO., RACINE, 
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) Jubular and 
Tian { a? Cinch Rivets 
~-) \ LT 
fe < 


annen 
grace” 


Otpproved ‘ 


—— by the keenest 


buying alee in the country 
PULLING THE STRAWS 


Short or long—perfect and imperfect— 
whether you pull straws, or dip for rivets, 


‘ it’s like a game. Be certain to get rivets 
of quality. You'll lose with the cheaper 
grades. Constant inspection keeps our 
product unvaryingly up to the high stand- 
ard on which our reputation has been 
built. Quality holds good-will, and allows 
no chance for complaint. 


TAATTTTT Ts 


TUBULAR RIVET & STUD 
Soyer COMPANY 


San Francisco, California B O ot TON , 


R&S 
O 
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When They Want 
A File For 
Lathe Work 


Give them a 14” Flat Bastard 
File for roughing and a 14” 
Mill Bastard File for finishing. 


Make sure that these | 
files are stamped with 
one of the Nicholson File 
Company trade marks 


Our trade marks stand for 
file value that will bring the 
buyer back to your store. 


NICHOLSON FILE CO. 
Providence, R.1., U.S. A. 


—~ A File For Every Purpose 
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eAnnouncing 


The ‘New Meisselbach cAutomatic Reel 


Begin news for trout & 
fishermen! An 
automatic reel with all the 
known dependability and 
fine workmanship for which 
all Meisselbach Reels are 


famous—and for only*5. 


Paying out the line winds up 
the mechanism; just a touch 
on the finger lever reels in 
your trout. Or, if you don’t 
want to disturb your line, the 
reelcanbe wound or unwound 
without moving the spool. 


The Meisselbach Automatic 
is made of a special metal that 
combines the lightness of 


aluminum with the 


strength of steel. The wind- 


ing mechanism is stout and 
practically wear-proof, 
and is completely enclosed. 
The entire reel is rustproof. 


The Meisselbach Automatic 
is the result of 40 years’ ex- 
perience in the making of fine 
reels. It is the latest member 
of the famous group which 
includes the Meisselbach 
Takapart, Flyer, Rainbow, 
Surf and Neptune—all 


illustrated in a cata- i 


logue which is yours 


for the asking. 


The A. F. MEISSELBACH Division of The General Industries Company 


Taylor Street 


Eastern Representative: Wm. H. Fox, 200 Fifth Ave., New York, N.Y. Southern Representative: Louis Williams & Co., Nashville, Tenn. 
Western Representative: Fred Goetz, 1077 Lincoln Ave., Milwaukee,Wis. FarWesternRepresentative: Phil.B.Bekeart Co.,717 Market St., SanFrancisco, Cal. 


+ Elyria, Ohio 
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EALERS who stocked Peters Ammuni- 

tion during 1927 know what profit 
making ammunition it is. It sells fast and 
makes friends who come back for more, and 
for other sporting goods as well. 


That’s because Peters Ammunition is the 
kind that shooters and hunters want—accu- 
rate, uniform, dependable. It’s made that 
way by men who like to shoot and hunt 
themselves, who know what good ammuni- 


tion means. 


The three shot shells—High Velocity, Tar- 
get and Victor—stand preeminent in their 
respective fields. High Velocity is the long 
range game getter. Target is the superior 
load for trap and game shooting in all 
standard bulk or dense powder loads. Vic- 
tor is the popular priced smokeless load of 
outstanding quality. 


Peters .22 metallic cartridges are in constant 
demand because of their superior accuracy, 


_HARDWARE AGE for FEBRUARY 2, 1928 


PETERS 


AMMUNITION IS THE 
ONLY AMMUNITION 
YOU NEED 











uniformity and speed. In some recent tests, 
conducted under government supervision, 
170 groups of 10 shots each at 100 yards 
showed a mean radii of .672 of an inch. 
That’s an example of Peters accuracy. 


The larger calibers are in demand wherever 
such rifles are used because of special exclu- 
sive features in loading and bullet construc- 
tion which mean greater accuracy, shocking 
power, penetration, and lower trajectory. A 
new .30-06 with a hollow point, metal case 
bullet showed groups of 2.77 inches at 200 
yards. 


From the .22 shorts to the large .45-90’s and 
back again to the shot shells, Peters Am- 
munition is the kind of ammunition you 
want to sell. Backed by aggressive national 
advertising, it is keeping old friends and 
winning new ones every day. 


Write and ask your jobber for the Peters 
Dealer Plan—a plan that means more am- 
munition sales and profits to every dealer. 


THE PETERS CARTRIDGE COMPANY 


Dept. B-22, Cincinnati, Ohio 


New York 


Los Angeles 


PIERS 


AMMUNITION 
































HEAD CONSTRUCTION — Exclusive WADDING — Wadding in all Peters 


features in head construction assure 
maximum protection and highest effi- 


shells is genuine hairfelt made by 
Peters, assuring high standards of 


clency velocity, pattern and uniformity. 


These are just a few of the reasons why Peters shells outsell 
































CRIMP—Peters watertite bevel crimp LOADING—Quality components loade! 
assures smooth working in all guns, 
under every shooting condition. 


by the exclusive Peters method assur 
uniform fast game getting loads 
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The American Public buying and re-buying 


IVER JOHNSON’S 


for 57 years prove them to be the 
kind Dealers make money on 
JUNIORCYCLES BICYCLES 











VELOCIPEDES 





A sidewalk cycle which 
has no equal. Made in 
two models and in three 
colors. 


Made in four sizes with 
= choice of three colors. 
Made in more than twenty models for 
men, boys, girls and women. Choice of 
colors. 


For information and prices on above Wheel Line, send for Catalogue “B” 





CHAMPION MATTED TOP RIB 





A High Class Single Gun with Raised, Matted 





A Popular Single Gun and Big Seller. Made in 
many gauges, including .410. 


Top Rib extending full length of barrel. Made 
in many gauges, including .410. 





DOUBLE BARREL HAMMERLESS 





With Plain Extractor or Automatic Ejector. Made 
in 12, 16, 20 and .410, and different lengths of 
barrels. 





SUPERTRAP 





A Hammerless Double Barrel Gun with Venti- 
lated Rib, Beaver Tail Forend and Automatic 
Ejector. A revelation at Trap, or for Ducks, 


Geese and other Game. 





REVOLVERS 


including the Iver Johnson Supershot, 22 
Caliber Target Model. 





Made in different Calibers, with choice of 
Grips and lengths of Barrel. 


For information and prices on Firearms Line, send for Catalogue “A” 





Factory and General Office 


IVER JOHNSON’S ARMS & CYCLE WORKS, 


New York—151 Chambers St. 


Chicago—108 W. Lake St. 


Fitchburg, Mass. 


San Francisco—717 Market St. 
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A Totally New Merchandising 
Policy in Toy Trains 


IVES 


: New Organization Announces 


A THREE POINT PROFIT PLAN... 
for 1928 








Carefully thought out merchandising plans now complete in 
every detail. 


Double manufacturing capacity through new machinery and 
methods now installed. 


New tools and dies now ready. 


A different line of trains—new in designs, colors and features— 
now finished so that 


actual production started 
January 15th 


seven and one-half months sooner than we started in 1927. 


Now with twelve full months of production ahead, 1928 will be 
the biggest year in the sixty years of Ives History. 


Note—lIves’ Representative will explain this Plan starting February 6th 


THE IVES MANUFACTURING CORP. 


BRIDGEPORT, CONN. 





200 FIFTH AVENUE, NEW YORK 165 JESSIE ST., SAN FRANCISCO 





L 
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MAKING 








HISTORY 


IN THE FIREARMS WORLD 


SAVAGE 


now announces for 1928 


(Other announcements to follow) 


Ist. The most amazing rifle value 
of the age 


A New Super-Sporter Bolt 
Action Rifle 


Model 40 and Model 45 


With advantages and refinements available in no 
other high-power repeating rifle manufactured in 
this country—the new Savage Super-Sporter is de- 
clared by firearms authorities to be the outstanding 
rifle value of America! 


Its shortened bolt stroke enables it to be fired 
repeatedly from the shoulder, without lowering. 
The speed of its ignition stroke is faster than bolt- 
action rifles of the Mauser type. The magazine, 
inserted from below, permits reloading with bolt 
closed and cartridge in the chamber. And there 
are a host of other refinements such as: A new 
pistol-grip stock with British type forestock; new 
design barrel with raised ramp front-sight base, 
etc. 

Specifications (Model 40)—Calibers: .30-30, .250-3000, 
-800 and .30-06—five shot repeating, bolt action rifle. Barrel 
with raised ramp front sight-base and adjustable flat-top 
sporting rear sight—-22 inch barrel for .30-30 and .250-3000; 
24 inch barrel for .300 and .30-06. American Walnut stock. 
Weight 7% pounds. Retail price, Model 40. .832.00 

Model 45 (Special finish) 

Same specifications as Model 40—a new design 
checking on forearm and on pistol grip. Fitted 
with a special new No. 40 Lyman Rear Peep Sight. 

a folding middle sight, and Savage regular front 
sight. Retail Price, Model 45......839.75 


























Super-Sporter 


For complete information on the above models, 
see your jobber’s salesman, or write 


SAVAGE ARMS CORPORATION, Dept. 502, Utica, N. Y. 


Largest Manufacturers of Sporting Arms in the World. 


2nd. An Outstanding Repeating 
Shotgun 
Savage Model 28, 12 gauge 


This beautiful new Shotgun incorporates the latest 
refinements in shotgun construction. Has some of 
the basic features of the Savage Model 21, together 
with a general redesigning of parts and mechanism. 
Simplified parts and extra strength where needed 
distinguish the new 28. 


Specifications: 12 gauge, hammerless, take-down, solid 
breech, side ejection. Selected walnut stock. High lustre 
charcoal blue finish. Made in 26”, 28”, 30” and 32” 
barrels—cylinder, modified and full choke boring. Weight 
about 7% pounds. 


3rd. Improving the Popular Model 
99 Savage Hi-Power Rifle 


To the well-known advantages of this famous 
rugged high power rifle are added an attractive 
new charcoal blue finish; a slightly heavier 
tapered barrel; raised ramp base for a slot 
front sight. 22 inch barrel for 22 H.P., 
30-30, .303 and .250-3000. 24 inch, for .300 
caliber. Stock of the model 99-G has been 


redesigned. 


= STEVENS a 


announces for 1928 


Ist. A new 16 gauge shotgun—in these 
steadily-growing favorites 


Stevens 620 and 621 
Hammerless, Repeating Shotguns 


Just as the notable 12 gauge Models 620 and 621 
instantly caught the public fancy, creating good 
business for dealers, so will the new 16 gauge 
fill a wide demand that is “there for the taking.” 


2nd. Distinctive improvements in the ap- 
pearance of the handsome Model 330 
Hammerless Double-barrel Shotgun 
Already a favorite, these improvements in the general 


aspect of the fine Model 330 will make it even a more 
dependable “business-getter” through 1928. 


3rd. A new, low-priced .22 caliber rifle Bolt 
action—single shot 


Into the field of .22’s, made famous by the name of 
Stevens, this company again steps—with a bolt-action, 
single shot rifle that promises to be as sure a popular 
seller as the famous models that have preceded it. 


Ask your jobber’s salesman to give you the particulars 
on these interesting changes, or write us direct. 


J. STEVENS ARMS COMPANY 


Dept. 602, Chicopee Falls, Mass. 
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cause of HON EST VALUE Inside 


Whether your customers buy a small box of tacks, or a 
larger expensive item, they expect honest value in full 
measure—an article pleasing in appearance as well as 
practical for use. 


Atlas Tacks and Small Nails please every customer be- 
cause of the clean, attractive package with our Quality 
and Quantity Guarantee, and because of the full weight, 
honest count of quality tacks or nails inside. 


ATLAS 


Tacks and Small Nails 


No purchaser of Atlas Tacks or Nails ever fails 
to make instant note of Atlas honest value the 
moment the box is opened—and as each tack or 
nail is used. e 


And each time that box is opened or closed your 
customers read, “When you get a good thing, 
remember where you got it.” That sales re- 
minder is printed on every Atlas box. 


It keeps them constantly reminded of the store 
where they bought the small box, with the full 
measure of honest value inside. 










The Box That Holds Trade Be- 





Atlas Tack Corporation 


Fairhaven, Massachusetts 
iW \ and St. Louis, Missouri iW \) 


“When You Get a Good Thing, Remember Where You Got It’ 
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Mechanics want well- 
made hammers—Give 
them Cheneys 


Cheney Hammers are made from carefully 
selected materials—perfectly tempered _tool- 
steel for the heads, clear second-growth 
hickory for the handles—fashioned into 
tools that are good for plenty of real work 
for plenty of years. 

Men who use tools all the time and know 
them—your best hammer customers—appre- 
ciate the fine material features of Cheney 
Hammers. They appreciate more the fact 
that Cheneys are hammers they really enjoy 
getting their hands on—and working with. 
That’s why there’s never a shortage of 
Cheney Hammer customers. 





The 
Cheney 
Nailer 


Hammer users are more than 
keen about this nail-holding 
hammer that allows for one- 
hand nailing high above their 
two-hand reach. 












ALWAYS THE SAME 
GOOD QUALITY 


Universal Hose Clamps can always be de- 
pended upon. They are always of good qual- 
ity—good workmanship—and behind these is 
a selling policy that the Trade is entitled to 
and gets—the Square Deal. 


Combined with these protections are the 
“Scores Between Holes” and the “Bead,” two 
patented features that make Universal Clamps 
different from all others and that provide ad- 
vantages users need and look for. 





The "Scores The “Bead” 


” 
Between Holes Another original and pat- 


* 

This original, patented fea- 
ture provides a quick, clean 
break-off. No rough edges. 
No wasted time. Simple 
but extremely efficient. 
These little scores save a 
, lot of time and speed up 
Y every hose job. 











ented feature that makes a 
leak impossible. This bead 
is located on the nut and 
bolt end of the strip and 
the pressure of the a 
as it is tightened, on this 
bead provides a permanent 
leak-proof connection. 








Adjustable 








Universal Hose Clamps are 


Electro-Galvanized—not 


heat treated. They are made from steel ribbons cold 
rolled. They are rust proof throughout. Their edges 


are smooth. No pieces project to catch in the 


n- 


gers. One size—l to 3 inches—is adjustable to fit 
any size hose. For occasional needs of small hose 
we also make a Junior clamp % to 114 inches. 


Specify Universal Clamps and be sure you get the genuine. 


The 


name is on every clamp and every box. 


Universal Industrial Corporation 
Hackensack, New Jersey 


UNIVERSAL cae 


toLit ary bose a 
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MORE LIGHT 


FROM DIETZ LANTERNS 


OUR customers get more 
light from Dietz lan- 


terns than they can obtain from 
any other kerosene lanterns 
having the same size wick and 
oil consumption. 


BETTER COMBUSTION 
IS THE ANSWER! 


This is but one of various rea- 
sons that keep Dietz Lanterns 
at the height of popularity year 
after year and make them 
BEST SELLERS among lIan- 


terns. 








R.E. DIETZ COMPANY 


NEW YORK 
Lapeest MAKERS OF LANTERNS IN 





LANTERNS 

















are not made 
from castings, but 
from solid bars 
of extruded brass, 
machined out to 
receive mechan- 
ism. They are 
made in ten dif- 
ferent sizes from 
#4 of an inch to 
2% inches. 

Their worth is 
proven by their 
consistent satis- 
factory perform- 
ance at all times 
and under all 
conditions. 





These Cast Bronze 
Padlocks are very 
artistically made 
from cast bronze 
metal, machined 
out to receive an 
all rust _ proof 
mechanism. The 
shackle is of 
wrought bronze, 
drop forged to cre- 
ate more strength, 
durability and bet- 
ter appearance. 
Made in ten sizes 
from % inch to 3 
inches. 














W. C. 1 Display Card 


This attractive display card, lithographed in 
seven colors, showing a few of our most popular 
padlocks, will be sent to any dealer upon re- 
quest. 

Padlocks, Automobile Locks, Cabinet Locks, 
Trunk, Suitcase Locks and Trimmings, Miscel- 
laneous Hardware, Keys and Key Blanks, 
Apartment House Letter Boxes and Home 
Saving Banks. 


CORBIN CABINET LOCK CO. 


Tre AMERICAN HARDWARE CORPORATION : : Successor 
NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 






















A AMIE 
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BRAINERD SPECIAL HARDWARE 


a THE STEADY DEMAND FOR he OVER 1500 BRAINERD FAST eaiins 
BRAINERD SPECIAL HARDWARE Here are pictured but a few of the more than 1500 profitable 


items in the Brainerd line. The Brainerd. catalog illustrates 
them all and will point out- many profitable ones that should 


The Brainerd line consists of over 1500 special be in your stock. 
hardware items that are used by all mechanics, ALL CUTS REDUCED SIZE 
in all homes, practically every day of every 











vear. 





Brass and steel trimmings for the radio or 
refrigerator—tool chest sets for the mechanic— 
door pulls, wardrobe hooks, chest handles, hook 
hasps, etc., etc., for the thousand and one uses 
that daily send anxious buyers to the hardware 
dealer. 


This steady demand makes the Brainerd line a 
profitable one for you to handle. It enables you 
to concentrate on one source of supply for these 
hundreds of items that daily pay hardware 
dealers big profits. 














The Brainerd catalog will be sent you on 
request. 








No, 371 














IS NOT THIS A MOST APPROPRIATE TIME FOR YOUR STOCK ORDER 


| THE BRAINERD MANUFACTURING CO., East Rochester, N. Y. 








GREASE Cups 
| | and OIL Cups 


, Ne. 8789 Ne. 118. 


For Every Purpose 


Included in the Bowen line Attractive Counter Dis- 
plays containing assorted 


of grease cups and oil cups, sizes of the types of grease 

are lubricators of the exact and oil cups most in de- 
° mand provide the 

type and size to meet every with a quick and easy way 


Ne. 200 
lubricating requirement. to sell and also a con- 
g q venient method of stock- 
Catalog No. L-104 showing ing these small parts. 
more than fifty other types 
will be sent upon request. 
Re oe 
Ne. 249 - 
Ne. 77 


BOWEN PRODUCTS 


CORPORATION 
AUBURN NEW YORK 


Branches 


BOSTON 161 Massachusetts Ave. 
CHICAGO 412 Wrigley Bidg. 
CLEVELAND 7113 Euclid Ave. 
DETROIT 2760 W. W A 
KANSAS CITY 

MINNEAPOLIS 

NEW YORK 

SAN FRANCISCO 
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The Universal Repair Drill 
‘Fits the pocket as snugly as a hand ina glove 











Packed in a _ neat mechanics. Makes 
leatherette case. more sales for you. 


Out of the mechan- 

ic’s way. Yet as You have a good 
easily within reach market for the uni- § 
as a pocket hand- versal Repair Drill 
kerchief. No delay. in every home, gar- 
No confusion. No age, public building 
hunting around for and factory. P 


the proper drill. ’ 

‘ Can be ordered in 
Makes friends with quantity lots or in 
neat leatherette sets 
as pictured here. 


Manufactured by 


London and Leicester, England, 
Fredk. Pollard & Co., Ltd. 


New York: 94 Reade St. 


Chicago: THE STANDARD TOOL ([0. = mete 2 


552 W. Washington Blvd. 


Geneva, Switzerland—Im-Fo-Sa 
CLEVELAND ees 





bercier & Co 














Some are for everyday use and others for only occasional use, but all of them give unusually good 
economical service for their particular purposes. The list of these activities for which the good 
IWAN tools are manufactured shows that a tremendous amount of work is done with them every 
year. 

Post hole and pole hole boring in 2, 3, 4, 5, 6, 7, 8, 9, 10, 12, 14 and 16 inch diameters, shallow well 
boring, soil testing, prospecting for sand, clay, gravel and phosphates—by the IWAN Post Hole & 
Well Auger. : 

Post and pole hole digging—by EWAN Hercules, Perfection (Atlas) Eureka, Invincible, Gibbs, 
Champion and Hexagon Post Hole Diggers and Vaughan Pattern Augers. 

Hay and straw cutting, in stack or mow—by IWAN Serrated, Sickle Edge, Solid Socket Upright 
and Ely or Heath Pattern Hay Knives. 
oe of tile ditches before laying drain tile—by IWAN Adjustable and Stationary Drain 

leaners. i 
¢ Cleaning of barns and poultry houses (also sidewalks)—by IWAN Barn and Poultry House 

crapers. 

Sidewalk and street cleaning, garage floors and roofing work,—by IWAN Avalanche Snow 
Pushers and Icy Walk Cleaners. 


ee ae Jobbers’ orders of IWAN post hole tools for 1928 shipment are 14% ahead of their futures for last 
year. They have confidence in another good year and confidence in IWAN tools. Order your supply 


from your jobber now. IWAN tools are not sold under any other name than “IWAN. 


IWAN BROTHERS, Mfrs. . South Bend, Indiana Vi 


Y 











& 





IWAN TOOLS ARE UNUSUAL TOOLS 
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| WOOD SCREWS 


Will satisfactorily meet any test that they may justly 
| be subjected to. 


AUZ 


wt ii Clean Slots 
Damiani Uniform Heads 


Accurately Cut Threads 


irene Are the outstanding qual- witty) 


ities that justify you in 
selling 


; Eagle Wood Screws t 
Large stocks on hand as- 
See cre prompt shipments. mcs 
Brass and Iron 


— Flat, Round and Oval «ummm 


Head. 
The Eagle Quality Line 
Night Latches Front Store Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 
Wood Screws 


© Eagle Lock Co. ® 
General Sales Office 


26 Warren St., New York 


EGAN Us 6. PAT. OFF 28G INU. 6. PAT. OFF 
Branches: 
521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford St., Boston, Mass. 
Works at Terryville, Connecticut 
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Specify Your Spring Building Needs 
from the 


“SHELBY LINE” 


Ask for Catalog 


The Shelby Spring Hinge Co., Shelby, Ohio 


COAST REPRESENTATIVES 
Pond Hdwe. Specialty Co., Los Angeles, Calif. | D.L. Herman, Seattle, Wash. 














cause women recognize on-wheels with its own long 
its superior merit for handled dust pans. Display 
everyday sweeping. / for spring selling. 


( Jest wo in favor be- Verily, a ball bearing broom- 


BISSELL CARPET SWEEPER CO. a diveidaeereronnce 


GRAND RAPIDS, MICH. 46 WEST BROADWAY 
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ID you ever 

lose a good 
customer by acci- 
dentally selling 
him poor mer- 
echandise? 


We'll bet a 12 Ib. 
sledge against a 
tack hammer, 
the article you 
sold him wasn’t a 
QuiKkwerkK Tool. 


Keep Quikwerks— 
They Keep Customers 


THE WARREN TOOL 
@ FORGE COMPANY 


240 Griswold &t., 
Warren, OGhiec 





FORGED TOOLS 


Picks Mattocks Sledges Hammers Bars Chisels Hoes Wedges Tongs 









‘Here's agenuineL 


PLIER for your25 counter; 


Now, the guaranteed Crescent CeeTeeCo plier can be re- 
tailed for 25 cents. 





In response to requests from many dealers, we have de- 
vised a means for furnishing a guaranteed six-inch Plier 
to be sold on the low-priced tool counter. 


A new carton, holding a dozen pliers, makes this 
possible without lowering the quality of the tool. 
Now you can offer your customers a_ high-class, 
serviceable plier at a price which is bound to 
mean increased sales. 


In ordering from your jobber, be sure to specify ¢ u K/ e 
bulk packing, as}the old package is being con- f 1 rd “{ Pac 


tinued at the usual price. The special price f Z f e 
, 7 | -makesit 


can be obtained only through buying at 
least one of the dozen cartons. Any Lj P 2 
order for less than a dozen will be billed tim 4 y possible 


at the old price. | gz ae Ve 
a j This new carton,.: eliminating 
; twelve individual: boxes, effects, 


a saving in packing and freight 


CRESCENT TOOL COMPANY i ££ % ! : 
j r a | y, Z’ costs, which makes the low price» 


204 Harrison St. Jamestown, N. Y. possible. i 

The plier is the same Six Inch 
CeeTeeCo No. H-26 and the 
Crescent guarantee of perfect 
satisfaction or money back ap- 
plies the same as when packed in 
individual boxes. 


vw 


Made under the supervision of and guaranteed by the originators of the Crescent Wrench 
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Not Just Tools 


—but Production 


A tool may be made of just a piece 
of hardened steel; it may look good 
and stand up for a time. 


But the real test lies in its ability 
to turn out the day’s run of hard 
work, and to continue to turn it out 
accurately. 


This is just what 


MORSE 


Drills, Cutters, Reamers, 
Taps and Dies will do— 


Put in a stock of 
these tools and watch 
your sales grow. 


TWIs ST DRILL 8. MACHINECO. 
NEW BEDFORD,MAS 


& 9 2 S.A. 
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Read What They Say 
About Us: 


Have been using* your inventory 
record sheets ever since I am in busi- 
ness, and find them to be ace high. 

Kindly ship at once by parcel post 
100 Harpware AGE J/nventory 
Sheets, with invoice for same, and 
I will mail a check imme diately for 
them. Yours respectfully, 

(Signed) Cuester A. WAGNER, 

Hazleton, Pa. 


Can’t do without HARDWARE AcE. 
(Signed) C. C. WorKMan, 
Box 128, Ashland, Ala. 





You have without a doubt the best 
Hardware Journal in the U'nited 
States. 

(Signed) O. Koffman, 

Koffman Hardware Co., 
936 Taraval Street, 
San Francisco, Cal. 


I enjoy this trade paper more than 
any other, therefore I don’t want to 
miss a single copy. 

A. L. Woodlawn, 
Dunnellon Supply Co.. 
Dunnellon, Fla. 
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MONG the several lines which form the backbone of the hardware 
business, hinges still hold their place—just plain hinges. But the 
plainest of hinges may still be exceptional hinges—and McKinney 

not only makes good plain hinges, but hinges which rank as 
Aristocrats of their line .. . Ball, button or steeple tip; anti- 

friction, ball bearing, roller pin, friction control; two-score different fin- 
ishes; they all bear the Mark of McKinney Craftsmanship ... Ask the 
man in the street who makes hinges and the chances are he will say 
“McKinney”. He knows the name because he has seen it so consistently 
advertised. A feeling for McKinney workmanship and quality has been es- 
tablished in his mind. With this as a background, sales become easier and repu- 
tations are more quickly made. McKinney Mfg.Co., Pittsburgh, Pa. Branches: 
New York, Boston, Baltimore, Chicago, San Francisco, Montreal, Toronto. 
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HIS is the time of year when the thoughts 

of the retail merchant naturally turn toward 

buying. There are two prominent reasons 
for that fact: the usual quietness of retail sales in 
a large part of the country during February, and 
the knowledge that with the advent of spring will 
come the characteristic influx of spring business. 

Farmers, particularly in the big agricultural 
districts of the colder parts of the country, buy 
hardware on a much smaller scale in winter than 
they do in the spring and summer. February is 
to them a less productive month than those in 
which farm crops are harvested and marketed. It 
is also a month in which they have no need for 
farm tools, seeds and other lines incidental to 
planting and harvesting activities. 

While weather in the south is not a handicap to 
trade, the cotton planters and the growers of other 
summer crops are not producing on the summer 
basis, and in many cases are not spending as they 
will a little later in the season. February there- 
fore affords both opportunity and incentive for 
the purchasing of retail store stocks in a more 
efficient way than perhaps any other similar period 
of the year. The fact that inventories have gener- 
ally been completed, tabulated and studied by that 
time, also lays a basis for intelligent placing of 
orders. 

What then should be the attitude of the retail 
merchant at this time, as regards his buying? Will 
he consider it from the broader viewpoint of in- 
creasing his efficiency and prestige as a merchant, 
or will he accept the narrower view that extremely 
small purchases, shortened ranges of goods, with a 
possibility of larger turnover are the only things 
beside price to be considered? 

The over-done hand-to-mouth pursuit of turn- 
over during the past year has yielded nothing to 
brag about in the way of profits. It has left an 
aftermath of chain store purchases and mail or- 
ders by former independent hardware store cus- 
tomers, who have been driven by lack of merchan- 
dise range or quantity, to other sources of supply. 
Increased turnover of fewer lines, and the result- 
ing increased turnover of customers have, in many 
cases, reduced rather than increased profits. Mean- 
while additions to the general overhead, due to 


The Spring Buying Problem 





added costs entailed through “broken case lots” 
and the handling of unnecessarily small orders 
have taken a liberal profit toll. 

It is this more or less hidden addition to the 
general overhead which eventually makes it so 
difficult for independent retail merchants to meet 
the newer forms of competition. There are un- 
doubtedly items on which the retailer is not given 
an even break in the matter of price, but in the 
great majority of cases the price of problem dates 
back to a high general overhead jor which the mer- 
chant himself carries a full share of the responsi- 
bility. 

As we have repeatedly said, we do not advocate 
the buying of larger quantities of merchandise 
than can be sold during a reasonable period of 
time. We do, however, condemn as uneconomical 
the buying of goods on a basis which does not in- 
sure having what the customer wants when he 
wants it. The placing of orders for spring mer- 
chandise, according to last year’s exaggerated form 
of hand-to-mouth buying will not, to our way of 
thinking, increase either the merchant’s business 
or his profits. A sixty day supply of rapidly mov- 
ing spring merchandise, in which shortages are 
apt to occur, is certainly not out of keeping with 
good merchandising. 

Several people whose position in the business 
world is such that they should know, tell us that 
the largest mail order houses are buying now on 
the basis of doing 25 per cent more business this 
year than they did last year. An executive of a 
large chain store system says that his firm is plac- 
ing orders based on a more than 25 per cent busi- 
ness increase. 

We are not advising retail hardware merchants 
to buy on any assumption of greatly increased 
business. We do advise them, unless local condi- 
tions forbid, to place orders for at least as good a 
spring and summer business as they had last year, 
and to buy on the basis of the quantities actually 
sold over reasonable periods. 

We want them to hold their proper place as 
hardware buyers for their communities, with a 
due regard for a turnover of merchandise which 
does not involve the loss of customers, who alone 
make volume, turnover and profits possible. 
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The Vonnegut builders’ hardware sample room where the latest features of the line are displayed 


Selling Builders’ Hardware 


By Carl Vonnegut 


Vonnegut Hardware Co., Indianapolis, Ind. . 


OME time ago I had the good fortune of attending 
the builders’ hardware school at the Russell & Er- 
win Manufacturing Co. in New Britain, Conn. 

The knowledge gained by a few weeks’ study in the 
plant is, in my opinion, equal to two years’ actual ex- 
perience in the stockroom of a builder’s hardware de- 
partment. Of course, it should be understood that to 
send a novice, or one who has had no experience in 
selling or handling builders’ hardware, to the factory 
is a great mistake. First a man must have some 
knowledge of how builders’ hardware is _ sold 
and handled. He must understand a little about the 
hundreds of mill details and conditions that make neces- 
sary special backset locks, lever handles, gun springs, 
special door closer brackets, reasons for masterkeying 
systems, the use of template hardware, etc. After he 
has had a few months’ or a year’s experience in this 
line, he should make every effort to go to some builders’ 
hardware factory. 

At the factory the students are allowed free move- 
ment from one department to another, and the stay in 
each department depends upon the total length of time 


that the future builders’ hardware man intends to remain 
at the factory. In my particular case my total stay was 
of limited duration, and was divided as follows: 
Three days in visiting each department for an hour 
or two each, to get a picture of the plant as a whole. 
Two weeks in the brass and bronze parts room, se- 
lecting the castings out of the various bins that go 
toward making up the articles on incoming orders. 
A few days in the polishing rooms watching work- 
men polish these parts. 
A week in the lock room. 
A few days in each of the door check, transom rod, 
panic bolt, lock cylinder and plating rooms. 
Two weeks in the assembling, packing and stock 
rooms. 
A week in the contract office. 

The realization that every article must go through 
so many departments before becoming a finished product 
is of real value, and this, of course, is what every manu- 
facturer wishes to impress upon his dealer. A dealer 
should know what articles are kept “in stock” by the 
manufacturer and also realize how long it takes to 
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manufacture other articles. Without this knowledge, 
the dealer often promises his own customers delivery 
dates that later prove physically impossible to keep, and 
he goes to the customer blaming the manufacturer 
(whom he represents) for the delay, thereby injuring 
his own business. 

In the Vonnegut builders’ hardware sample room, we 
try to show the latest built-in features of interest to the 
builders. Here where he can see them at a glance, we 
show also dumbwaiters, built-in kitchen units, ventilating 
fans, built-in mail boxes, in-a-door beds and ironing 
boards and disappearing stairs. 

All our samples of hardware are mounted on boards 
fitting in glass cases around the room, and every sample 
is in plain view. We keep nothing in cases that cannot 
be seen. By this method of display, we impress the 
customer with our slogan, “You can get it at Vonne- 
gut’s.” We display every design of lockset that is made 
by the manufacturers whom we represent, and immedi- 
ately get samples of new designs as they come out. We 
try to discard our stock designs for new ones as fast 
as we can dispose of the stock on our shelves of an 
old design. We find that it is advisable to be able to 
show something new and to furnish anything made in 
the hardware line. We have complete catalog files ready 
and up-to-date at all times, to show special goods made 
by other manufacturers. However, for stock items we 
find it advisable to buy from as few firms as possible. 
We generally have time to order special trims before 
needed for a particular residence job and, therefore, 
need samples only. We have found that mixed stocks 








are very undesirable, and though one manufacturer’s 
casement fast, lockset, sash lift, butt, etc., is a few cents 
lower than another, for our class of trade we find that 
it pays to keep only well-known quality goods though 
they cost more. 

We have what we believe to be a very satisfactory sys- 
tem for ordering, storing and marking goods for con- 
tract work. Our contract lists of hardware are made 
in quadruplicate—one for pricing, one for the stockroom, 
and two for the carpenter. Every contract receives a 
number, and on every order to a factory for goods for 
this contract we place our contract number. The sheet 
going to our stockroom has a record of the orders to 
factories for goods on that contract written upon it. As 
we receive goods from factories, they are put into bins 
for the particular contract for which they are marked 
by the factories. By this system of numbering con- 
tracts, we have practically no trouble with having goods 
for contract orders becoming mixed with our stock. 

All items on a contract schedule are numbered, and 
the package containing the material for each item is 
numbered with the corresponding number by means of 
small stickers bearing our name and the numeral. This, 
of course, is for assisting the carpenter on the job. 

After all items listed on a contract schedule have 
been delivered to the customer, the stockroom copy is 
returned to the salesman, who then charges out the 
contract and places both the priced copy and the work- 
ing copy in a permanent record book. We have kept 
these permanent record books so that now we can check 

(Continued on page 224) 
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Two window displays by C. E. Bruske & Sons, Saginaw, Mich., featuring toys, games and vehicles. 


Permanent Toy Department 


Shows Profit 


OYS may be merchandised by hardware stores 

profitably in one of two ways. First, they may 

be considered as a strictly seasonable item to be 
sold only during the holidays, a sufficient stock pur- 
chased and put on display the fatter part of November, 
and the profits of the one-time Christmas turnover taken 
when the stock is sold out. However, many dealers have 
found that there is a greater profit to be derived by 
maintaining a year around toy department and stock 
turns of three or four times are not uncommon in many 
stores. 

In the permanent toy department usually approxi- 
mately 50 per cent of the annual sales are holiday sales, 
but birthdays and the universal pleasure a child takes in 
new toys will cause a fairly even spread of the remainder 





of the sales over the balance of the year. A secondary 
peak ordinarily develops in toy sales in June, when the 
youngsters are freed from the routine of school work 
and some provision must be made for their entertain- 
ment. As with most other merchandise the successful 
all the year around toy department depends largely on 
the establishment of the reputation of handling a high 
quality line. Such a reputation is the product of time 
plus the frequent use of window and store displays, even 
in the summer months. 

Recently the sales manager of one of the largest toy 
jobbers in the country issued the following advice to 
hardware dealers in the matter of conducting a toy de- 
partment: “If I were a hardware dealer I would feature 
the better items in the tof line, the lasting ones of quality, 





These Hardware Stores 
Find All Year Toy De- 
partments Profitable 


Toys and vehicles are well 
handled in the store of C. 
E. Bruske & Sons, Saginaw, 
Mich, The wide aisle down the 
center of the room provides 
plenty of space for the young- 
sters to try out the vehicles 
and this provision results in 
many more sales than would 
otherwise be the case. 











Reading matter continued on page 190 
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From the small toys the child 
graduates to the various vehi- 
cles as playthings, succeeding 
then to the larger wheel goods 
—bicycles. In this way the 
hardware merchant may make 
permanent customers for almost 
every item in his stock. The 
child of today is the man of 
tomorrow, and while he is at- 
taining his manhood, may be 
a profitable addition to the hard- 
ware store’s list of customers. 
The hardware merchant will do 
well to give the merchandising 
of toys his best selling effort, 
and to have a lot of patience 
with the kiddies. 














and while price would be one consideration which per- 
haps could be offset by carrying a small variety of the 
cheaper toys—such as mechanical or wind-up toys—small 
iron toys to sell at 25 to 50 cents—the reputation of car- 
rying the best would place my store foremost in the 
community. The consumer public has learned from years 
of experience that low priced toys are cheap toys, many 
of which last for only a day. (Good toys impress the 
child whose mind is keen for such items. 

“IT would permit the variety or dry goods store to sell 
the cheap dolls. I would carry the good ones. I would 
permit them to handle the 5, 10 and 15 cent items. I 
would sell nothing for less than 25 cents, but would fea- 
ture the 50 cent, one and two dollar and up toys. 

“Wheel goods would naturally be my stronghold; ve- 
locipedes, wagons, scooters, automobiles, doll carriages 
and then sleds, as is customary in every hardware store. 

“Quality toys—big sales—good profits—little or no 
breakage.” 

A good many hardware dealers do a very considerable 
business in wheel goods the year around. This class of 
toys sells best during the summer months and includes 





Attractive display of Dorfan electric toy trains in the store of Clark Hardware eae Jamestown, N. Y. 


























everything in the way of outdoor toys from bicycles to 
roller skates. 

The larger cities probably offer the best market for 
wheel goods as there is little or no play room provided 
for the children, who must of necessity get their out- 
door recreation in wheeling up and down the sidewalks. 
However, dealers located in the smaller centers may also 
do a nice business in wheel goods, if properly handled, as 
any child can find use for a wagon or a bicycle. Chil- 
drens’ races on various types of juvenile vehicles can be 
profitably sponsored by the dealer as such an event will 
attract favorable attention to the store and the goods. 

Most wheel goods items are rather bulky and for this 
reason are perhaps best carried in a second floor or base- 
ment sales room. Another advantage in carrying the 
stock in some other place than the main floor salesroom 
is the fact that such items attract the attention of every 
child who enters the store and his efforts to propel some 
vehicle around the place often result in confusion and 
sometimes serious breakage. Floor space may be saved 
by placing the wheel goads on double-decked racks or, in 
the case of wagons, placing the smaller sizes on top. 





Moving trains in a window 


or interior display always attract attention. The almost unlimited range of equipment available today in the miniature electric 


train ag makes it a very profitable department with frequent extra sales following the initial purchase of a set. 
C; Dorfan Co., Newark, N. J., manufacturers of this line, is interesting and to the point. Mr. McCrady says: 


from J. E. MeCrady, The 


A recent comment 


“The hardware dealer is the logical outlet for a good’ many types of toys, particularly those of a mechanical or electrica] nature, 


because the hardware store has the type 


talk about it with a great deal more Vintelligenee than the average clerk in other types of retail stores.” 
right is that of the Bunting Hardware Co., Kansas City, Mo. 


of salesman who is more or less familiar with that class of merchandise, and who can 


The window display to the 
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EVEN | distinctive 
types of modern 
retail store fronts are 
presented on these 
pages. Each is de- 
signed to give the 
maximum in display 
value and store ap- 
peal, in some particu- 
lar shape or size 
store. Your store 
may present a prob- 
lem which is answered 
by one of these 
illustrations. These 
examples were selec- 
ted by experts as the 
best hardware types. 
The photo in the cen- 
ter of this page was 
furnished by the Zouri 
Metal Products Co., 
East Chicago, Ill. and 
illustrates an installa- 
tion of a Zouri front 
in Portland, Oregon. 
The remaining photo- 
graphs were furnished 
by The Kawneer Co., 
Niles, Mich. and illus- 
trate six different 
types of Kawneer store 
fronts which have 
been particularly adap- 
ted to the stores 
which use them. 
The Zouri front in the center of this page has 
many advantages in the display of small items. 
Note the double decked window flooring which 
permits extra display without crowding. This type 
of front provides a spacious lobby which encour- 
ages people to look at window displays. Such a 
type minimizes the limited street frontage. 


A! the top of the page is a Kawneer front 
supplied to the Central Hardware & Stove Co., 
Akron, Ohio. It is representative of the larger 
type of hardware store, with wide frontage. 
Stores of this size may also have one double en- 
trance in the center, leaving exceptionally large 
windows on either side of the entrance. To the 
right is the Haymarket Hardware Co., Boston, 
Mass., using a Kawneer store front with one center 
entrance and two good sized windows. 
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Retail 


Fronts 


HE Spoerl 

Hardware Co., 
Hamilton, Ohio, is 
an average size 
store with 22 foot 
frontage. This is 
the third photo 
from the top and 
shows a very effic- 
ient manner of ob- 
tainng a wide 
roomy vestibule 
without losing too 
much valuable win- 
dow display space. 
Tile prism glass 
letters advertise 
the name of the 
store. You can see 
these in the tran- 
som which crosses 
the store front. 


BARDWARE 
PEERED 


is GME SR + EEE PONS eames ae a 


[POERL. HARDWARE CO. 
j 


OUR Kawneer store front 
installations are shown on 
this page. On top is that used 
by Howard A. Weaver, Mon- 
toursville, Pa. who has a 
thirty foot frontage. This type 
gives him the appearance of 
a much larger frontage, pro- 
vides ample lobby space and 
‘s good sized windows. The 
flare of the lobby entrance 
permits Weaver to use the 
small window sections on each 
side of the door, with the 
main display or as separate 
display windows for special 
lines. Note double doors. 
Cornell & Sons is a well 
known Grand Rapids, Mich. 
store.” It is about thirty-three 
feet wide in front and is 
similar to the Weaver front, 
except that Cornell has a 
squared lobby, and single entrance door. 
The squared lobby, means squared win- 
dows and of course gives additional win- 
dow display space. The flare in the 
lobby of the Weaver store, however prob- 
ably makes the front look wider so it 
has its advantages. 


HERE the store is very narrow 

Kawneer Co. suggests a front such as 
shown at the bottom of this page in use 
by Reynolds Hardware Co., Niles, Mich. 
This is particularly efficient where only one 
entrance on one side is wanted in order to 
have at least one spacious display window. 
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Show Windows and Other Things 


By Saunders Norvell 


NE morning this week it was necessary for me to 
do a little shopping. I learned several interesting 
facts. One of them is that by taking a day off 

and visiting the stores of all kinds within a quarter of 
a mile in all directions-of Fifth Avenue and Forty- 
second Street, New York City, a keen observer can learn 
more about merchandising than he can in possibly any 
other spot in the entire world. In this section there are, 


without doubt, the greatest retail stocks of merchandise 
in dollars and cents that can be found on earth. In this 
section the highest salaries in the history of the world 
are paid for retail managers, shop window dressers and 
merchandising experts. 

+ 


* * 


All that the observer has to do is walk along the 
streets, study the show windows, go into the shops, make 
a few purchases, study sales methods, store arrange- 
ments, window dressing, etc., and he can get an educa- 
tion that cannot be provided by any sales association, 
commercial college or wholesale or retail convention any 
place anywhere. Still, I wonder how many retail men 
ever come to New York just with the idea of studying 
the methods of these super-merchandisers. It seems to 
me that if, for instance, I ran a retail store in some 
town out West of twenty-five or fifty thousand people, 
and that if I had a manager in this store, I would send 
him to New York at the expense of the concern simply 
to loaf around a few days and do some rubber-necking. 
If this manager happened to be a bright fellow, I am 
sure the investment of his railroad fare and hotel ex- 
penses would be a good one for my store. 

- ¢ @ 


To illustrate: I naturally stopped in front of the win- 
dow of a high-grade sporting goods store. In this win- 
dow was a rack of guns. At the top of the rack was 
a neat-looking carbine. Next came an automatic rifle; 
next an automatic shotgun; next a hammerless double 
gun; then an over-and-under gun. Now, these guns 
and rifles all appealed to me. I put myself in the posi- 
tion of a sportsman who might buy a gun. The guns 
on this rack were so far back in the show window that 
one could not see the names of the makers. Of course, 
if I had been an expert, I might have known which 
guns they are, but not being an expert, I did not know. 
In the front of the show window were scattered around 
a number of sporting goods accessories, such as leather 
gun cases, ammunition belts, hunting knives and other 
cutlery. In the entire window, however, there was not 
a name of a single manufacturer. In fact, there were 
no cards whatever—not a price card of any kind. 

* * 


My curiosity having been aroused, I walked into this 
sporting goods store and looked around. There were 
expensive plate glass show cases clear down to the floor. 
The store was clean and well kept. The fixtures through- 
out the store were very expensive. There were plate 
glass cases everywhere, but nowhere in the entire shop 
was there a single card calling attention to any manu- 
facturer’s line of goods, nor was there a single price to 
be seen. 


As I feel the need of education, especially along the 
lines of sporting goods, I introduced myself to the man- 
ager of this shop. I inquired about the lack of price 
cards and the names of manufacturers. “Oh, no,” he 
said. “We never feature prices in this store. We never 
use manufacturers’ cards nor advertising matter. You 
see,” he said frankly, “this is one of the highest class 
sporting goods stores in the world, and it is our idea 
that manufacturers’ advertising, even-advertising of the 
highest quality, should not be used; nor is it a good idea 
for us to make a feature of price cards.” 


* * * 


“All right,” I answered. “I cannot put up my judg- 
ment against yours in this matter of retailing. You, no 
doubt, have had your experience. You, no doubt, have 
found out that you can sell more goods without linking 
up your show windows and show cases with the names 
of well-known manufacturers or with large advertising 
campaigns. You also, no doubt, know that possible 
buyers prefer not to see a price. I am willing to defer to 
your experience and your greater wisdom. However, 
allow me to ask a question: Is it your idea that the ab- 
sence of this advertising, of these cards and of these 
prices gives the impression to your patrons that you 
are a very much higher class shop than other stores 
where they use this material? If they gather that idea, 
do you think it helps your business? In other words, 
would a fairly intelligent man think, for instance, that 
a Winchester rifle is a higher class rifle because it is 
shown in one store without any advertising, without any 
cards and without a price, than it would be if it happened 
to be shown in another store with all these things?’ 
“Yes,” replied this dealer very frankly, “We think that 
not using advertising cards and price cards gives our 
shop a certain distinction that these other shops do not 
enjoy.” . 

/ ao 

Well, I must say frankly that I was not convinced. 
I was brought up in a school that taught me that the 
main purpose in life of a salesman was to sell things; 
that the main object of a show window was to make 
sales; that the main object of a show case was to make 
sales. Now, I believe that if I had read some adver- 
tisement about the high quality of a Winchester gun, 
and if this had made an impression upon my mind, my 
attention would have been held better when I saw a 
Winchester gun in a show window if there was a tag 
on this gun with the name “Winchester.” I believe that 
tag would have helped “sell” me. Then I also believe 
that I would have felt more like buying if I could occa- 
sionally see a price. Time after time, I have bought 
goods that I did not especially need, but that I saw 
priced in a show window, and I bought them with entire 
confidence, for the simple reason that I did not think 
an intelligent merchant would display his goods to the 
public in this manner with the price attached unless the 
price was right. Therefore, while I have known noth- 
ing whatever about the value of these articles, I have 
paid the price with the inward consciousness that I was 
not paying too much! 
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Then, the same week I happened to call upon a whole- 
sale house that sells great quantities -of- sporting goods. 
I asked them who were the greatest buyers of ‘arms 
and ammunition in the United States. Imagine my sur- 
prise when the head of this house frankly. informed me 
that their very best class of customers were pawn brok- 
ers! Now, I have happened to observe in pawn shops 
that they do use manufacturers’ advertising matter and 
that they do use price cards. I wonder if a pawn shop, 
for instance, would feel that they could increase their 
prestige and the distinction of their store if they dis- 
played their goods in their windows without the names 
of manufacturers and without prices! I wonder! 

Fae. ae 


I think that the next half-day off I take I will wander 
around in New York to the various pawn shops and 
talk to them about the sales of sporting goods. I am 
sure I can gather a lot of information. In making in- 
vestigations I have found that there is nothing like see- 
ing original authorities ! 

CI 

One night last week I had a most interesting talk 
with a manufacturer. He told me that he had always 
been successful in conducting a profitable business until 
the slump of 1921. That memorable year, in common 
with the rest of us, he was caught all spread out. He 
said that he did not get the worst of it until 1922, and 
then his concern almost went on the rocks. However, 
he secured financial assistance, sweetened up his loans 
at the banks and managed to pull through. Today his 
business, for its size, is one of the most profitable in 
the country. This concern does not owe a dollar to the 
banks. They are discounting all their bills, and they 


have “called” all of their preferred stock, paying a 


premium of $10 per share. 
* * * 


As this manufacturer sat_and smoked his cigar in an 
easy chair at the club; he smiled and remarked that no 
man’s business education is complete unless he has been 
through such an experience—that getting a business on 
the rocks and then getting it off was one of the best com- 
mercial courses that any business man could receive. 

; * * * 


“Now,” said I, “tell me just what happened in your 
business. Give me some of the high spots.” He smiled 
and replied: “First of all, we had a very high-priced 
sales manager. He was a good man and he was loyal 
to the concern, but he was just full of a lot of theories, 
and he never seemed to be able to get the idea into his 
head that finances had anything to do with the business. 
When we got into the ‘hole,’ he never took our condition 
seriously. When I told him about our financial situa- 
tion, he always seemed to think. that I could raise the 
money in some miraculous manner. He seemed to think 
that my talk to him about the real condition of our 
business was just for the purpose of heading him off 
from asking for a raise. 

*x* * * 


“Now, of course,” said this manufacturer, “this sales 
manager was an optimist. Every good sales manager 
should be an optimist. Then again, notwithstanding the 
fact that our concern was losing a great deal of money, 
he was getting his salary—and it was a large one—with- 
out any interruption whatever. Naturally, it is rather 
difficult for a man who has no stake in the business, 
and who is drawing a good salary, to fully sympathize 
with the management of a business when their losses 
are very heavy. 


“Finally, after talking and talking to this sales man- 
ager, in an effort to get him to cut the suit in our selling 
expense according to our cloth, and after finding it was 
simply impossible to secure his cooperation, I decided to 
let him go, save his salary and take charge of the sales 
myself. When I announced this to my partners, they 


‘were very much opposed to it. They called my attention 


to the fact that this sales manager knew all the details 
of our business. He knew all of our business. He knew 
all of our salesmen. He knew all of our customers. To 
let him out at a critical time like this was almost suicide. 
‘All right,’ I replied. ‘If we are so dependent upon our 
sales manager, I am more than ever convinced that I 
should let him go and learn to be the sales manager 
myself.’ 
* * * 

“T did let him go. I did take up the work of being 
sales manager. I did work about twelve hours per day 
myself. At the end of six months, I knew our selling 
organization thoroughly. Somehow instructions going 
to salesmen direct from the president of the organization 
seemed to carry more weight. Somehow letters to cus- 
tomers on selling matters, signed by the president, 
seemed to carry more weight. Somehow when I was 
in selling conferences with customers and with salesmen, 
we seemed to get better and quicker action than through 
the sales manager. As a matter of fact, by getting into 
the details personally, I was able to reduce the number 
of our salesmen, to cut down expenses, to advance the 
price of our product where we were selling entirely too 
low and, strangest of all, to increase the volume of our 
sales. .Now, of course, I had known the business thor- 
oughly in years past. I had grown up in it, but in later 
years I had become ‘rusty.’ Nevertheless, it did not 
take me long, when I got back into the game, to pick 
up the threads and to see a hole in the grindstone when 


the hole was there!” 
* Bh 


Then he continued: “Having got our sales department 
reorganized and straightened out, I decided to devote 
practically all of my time for a few months to produc- 
tion. Our factory superintendent was one of the old 
school type. He constantly talked about old times. He 
was wedded to old methods. He had never left our fac- 
tory for a single week fpr years. When I talked to him 
about new methods that were being adopted to reduce 
costs in modern factories, he shook his head and talked 
in a derogatory manner about these ‘éfficiency experts.’ 


*x* * * 


“When I put in a large part of my time at the factory, 
even though I have never claimed to be a factory ex- 
pert, common sense indicated that many improvements 
and changes could be made that would lead to economy. 
In many directions there was duplication of work. Many 
things were being done which, while interesting, were 
not profitable. We were in a condition where it was 
necessary for us to cut things down to hard pan. 

2-2 


“Again, just as in the case of the sales manager, I 
found strong opposition to these changes that would 
save money on the part of our factory superintendent. 
He talked about the loyalty of our employees, about the 
splendid organization we had, about what a fine lot of 
men they were, etc. As a matter of fact, he had a father- 
ly feeling toward the whole organization. The workmen 
were his children. Even if some of them were pretty 
poor, he sympathized with them. When it came to a 

(Continued on page 216) 
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Azu™ Show Case Company wood fixture which allows maximum 
display. Fabricated parts give flexibilty. Upper part is 24 in. deep, 
the lower 36 in. 











‘THE fixture above was designed 
by J. D. Warren Mfg. Co., Chi- 
cago, and is recommended for stores 
20 ft. wide that are fairly close to 
wholesale market, with moderated 
turnover. It is 7 ft. 1% in. high, 
20 in. deep above the ledge, with 
plain or glass swing panels. 
Right: These sampling boards are by 
W. C. Heller & Co., Montpelier, Ohio. 
This is only one of the thousands of 
variations of this firm’s sampling 
arrangements 
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HE hinged panel door display cabinet above is by the General 

Fireproofing Co., Youngstown, Ohio. The general view of the tool 

department on the left, equipped by the same company, shows the steel 

sectional fixtures. Extra display panels may be attached to backs of 

doors to double the sampling capacity. Base panels are of the lift-up 
type to facilitate inspection. 
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Goods Well Displayed Are Half Sold 


By Herbert Godschalk, Specialist in Sampling 


ITH the popular acceptance 

of the modern display fixtures 

in retail hardware stores 
throughout the country, a new prob- 
lem has come up, which at first ap- 
pears difficult to solve, but like most 
large-looking problems, can be readily 
understood if a little time and thought 
are given to it. In this particular 
instance, sampling is a great prob- 
lem to the dealer until it is solved by 
a workable understanding of the 
subject. 














ais 








The major idea of display is not 
only to attract attention to merchan- 
dise, but to also create a desire for 
ownership. Hardware items, proper- 
ly displayed, are of inestimable 
value to the hardware retailer at the 
present time, for he must fight the 
competition of the chain store, which 
displays every item in stock. 

Sampling demands neatness, care 
and good taste in arrangement, but 
the time spent in doitig this work, is 
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well repaid by the results that accrue 
from its installation. 

The first and most important part 
of sampling is to start with a com- 
plete stock. Be sure that all sizes; 






































grades, colors and finishes are in 
stock, as this will eliminate any short- 
age on the sample panel and also any 
possibility of having to go back to 
the panel after the goods are re- 
plenished. When all the tools, special- 
ties, etc., are at hand, wipe off or dust 
every item. It might be advisable to 
take a fine camels hair brush and 
apply a thin coat of lacquer to each 





item. This is especially desirable 
when sample boards are used as win- 
dow backgrounds, for when samples 
are continually handled and exposed, 
they rust very easily. Next take the 
panel and place it on a table, the top 
of which is about 36 in. from the 
floor. Be sure that you can reach 
every corner of the panel with ease, 





so that you will avoid moving the 


panel after the goods are laid out. 
Determine the exact center of the 
panel with a yard stick and a piece of 
chalk. This will help materially in 
obtaining the proper alignment from 
all angles. 

If you start with screw drivers, 
bits, chisels or similarly shaped tools, 
lay out the panel according to line 
and sizes, so that the smaller items are 
on the left, increasing in size till the 
largest item is on the left. When 
sampling tools, be sure to have the 
handle of the tool upward. 

Affiliated lines should always be 
sampled together. Rules and tape 
measures should be grouped with 
calipers, dividers, levels or any other 
tools of the measuring family. 
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When the items have been neatly 
carefully, arranged, use a red or yel- 
low pencil and mark the spot to drill a 
hole, through which the wire will be 
inserted. The number of wires hold- 
ing an item to*the board depends 
solely upon the weight and shape of 
the article. After you have finished 
marking the panel for each item, 
transfer the merchandise to another 























(Continued on page 212) 
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Modern Equipment for 


























Some High Lights in Up-to-Date 
Store Fixtures Culled from the 
Files of Leading Manufacturers 
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i $43 
44 = e+e8 ig] manufactured by the Duluth Show Case Co., 
oi Duluth, Minn., designed to effectively display 
’ is a representative stock of merchandise. At its 
. i : right is a Duluth multiple drawer nail counter, 
; which reduces this stock to the smallest possible 
space, saving valuable floor area. David Lupton’s 
Sons Co., Philadelphia, Pa., installed the modern 
steel equipment in The Morris Einhorn Store, 
Passaic, N. J., which is shown in the center. 
At the bottom is the W. C. Heller & Co., Meont- 
pelier, Ohio, small goods counter. It occupies less 
than 18 sq. ft. of floor space, and has 780 storage 
compartments for small items. 
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Asaretat survey of the paint de- 
partment of the average hard- 
ware store causes sectional fixtures 
shown here to be recommended. 
The one on the right is 7 ft. 1% 
in. high, 20 in. deep above the ledge 
and 30 in. below the ledce. Large 
drawers for calcimine and frequent- 
ly large bins with double truck 
casters holding a barrel or more 
of calcimine are furnished in the 
base. Among the other appoint- 
ments here are: Glass swing panels 
for the display of brushes, wrapping 
counter with drawers in the rear 
for dry colors, sand paper, sponges, 
chamois, steel wool, etc. The 
counter is also supplied with open 
front and rear for stock or ready 
mixed paint, varnish, etc. This in- 
stallation is by J. D. Warren Mfg. 
Co., Chicago, Ill. 


NOTHER David Lup- 

ton’s Sons installa- 
tion, that of the Me- 
Knight Hardware Co., 
Pittsburgh, Pa., shows 
the closed steel shelving 
and steel display tables 
and the wide variety of 
merchandise that may be 
properly stored and dis- 
played. These tables pro- 
vide a very satisfactory 
method of display because 
of their clean cut lines 
and snappy finish. Ample 
shelf space is provided for 

storage. 
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HIS group of all steel 
wall display equipment 
by David Lupton’s Sons 
Co., Philadelphia, Pa., was 
made for Douglas Brothers 


Vernon, N. Y. fi 

tures are usually from 7 
ft. to 8 ft. in height. 
Storage space is provided 
above. From the stand- 
point of sales value the 
color scheme of green and 
orange is important. 
The orange blocks out 
the goods displayed and 
the green serves as an 
attractive but neutral 

background. 
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The fiscal year ended July 1 
(1927) continued the economic prog- 
ress which has now been character- 
istic of American industry for six 
years. It exceeded all previous 
records in volume of production and 
consumption, and in the physical 
quantity of exports and imports. 

The high prosperity of the 
year did not represent merely an 
upward swing in the business cycle, 
but was the result of ge- 
eral and permanent progress. ; 

The most conspicuous gains shown 
as compared with 1925-26 are in 
mineral production, freight trans- 
portation, eutput of electric current 
and sales of 5 and 10 cent stores. 
The increase in the two items last 
mentioned is part of a general upward trend more marked than 
that in most economic phenomena. Electric current is being used 
in rapidly increasing quantities for lighting, for domestic power 
and heat, and, above all, for industrial power. This expansion 





Economic Progress Continues 
By *HERBERT HOOVER, Secretary of Commerce 


represents both displacement of other sources of light, heat and 
power, and advance in living standards and in activity of 
industry. 

So, too, the growth of 5 and 10 cent stores represents in part 
a shift from other methods of distribution, although there can 
be no doubt that the total volume of retail distribution has also 
materially increased. The steadiness and expansion of retail 
sales during recent years is evidence of the high volume of con- 
sumption on the part of the masses of the people. 

New construction undertaken in the fiscal year 1926-27, 
amounting to some $7,000,000,000, constituted a power factor in 
maintaining general business activity and prosperity. ‘ 
The buildings erected in 1926-27 appear to have been of types 
involving more expensive features per unit of area than the year 
before. 

Retail prices of materials for a frame house, according to the 
index number computed by the Department of Commerce, and 
the general index of wholesale prices of building material both 
declined during the year and are now lower than at any time 
since 1922. The averages of these indexes were slightly lower 
in 1926-27 than the year before the lowest in five years. 


“Abstract from latest annual report. 


Greater Volume of Business Transacted 


By *ANDREW W. MELLON, Secretary of the Treasury 


The volume of business transacted during the (fiscal) year, 
(1927), when measured by the total money value of check pay- 
ments through banks outside of New York City or by recognized 
indexes of the physical volume of production, was about 3 per 
cent larger than during the prior fiscal year and larger than in 
any preceding year. There were three principal exceptions to 
this increase in business volume—the construction, automobile, 
and iron and steel industries did not move in harmony. 

The increase in general business volume was made with the 
monthly average of factory employment, 2 per cent less than in 
the prior year, reflecting a higher degree of industrial efficiency. 

During the past fiscal year there was a decrease of more than 
$100,000,000 in the total amount of credit the Federal reserve 
banks were called upon to provide, due largely to gold imports 
and a decrease in the requirements for currency, reflecting smaller 
factory pay rolls and probably further economy in the use of 
currency by an increase in the use of checks. The decrease in 
Federal reserve credit took the form principally of a decrease 
in borrowing by member banks, and the banks therefore found 
themselves at the close of the year in a position to lend somewhat 
more freely than a year previous. As a consequence, money con- 
ditions have become somewhat easier and money rates slightly 
lower. 


While business is not as active as 
in most of 1926, it can hardly be 
said to be subnormal, and underly- 
ing fundamentals appear to be 
sound. 

The changes in principal sources 
of (Treasury) receipts show 
the general effect of the revenue act 
of 1926 from the point of view of 
total revenue for the government 
and the productivity of main reve- 
nue producers. During the operation 
of the law to date, information has 
become available showing the effect 
on individual sources of revenue and 
individual groups of taxpayers... . 

Not only did the 1926 revenue 
revision change the rates for differ- 

‘ent individual subjects to income 
tax, but, through the increase in the income tax rate on corpora- 
tions, it adjusted all income taxation so that corporations, as a 
group, pay a larger proportion of the income than formerly. 





*Abstract from latest annual report. 


Country Enters 1928 with Wise Conservatism 


By JAMES J. DAVIS, Secretary of Labor 


We enter 1928 with one more ad- 
vantage than we had at the begin- 
ning of 1927. That is a wise 
conservatism. In 1927 the worker 
was willing to produce and the em- 
ployer to pay him good wages for 
it. The result was ample production 
and ample buying power. Good-will 
prevailed in industry as never be- 
fore. This spirit of relationship 
exists in practically every line of in- 
dustrial activity except in the 
mining industry in some of the bit- 
uminous fields of the country. It 
is really too bad that this basic in- 
dustry in many sections seems to be 
governed by the law of the jungle— 
the survival of the fittest. I hope 
we may soon see an improvement in 





that field of endeavor. 

Building was active during the past year. With it, all other 
industries moved at sound speed. All the main currents of com- 
mercial life were healthy. We have all these at the opening 
of 1928. 

The present conservatism seems only a national impulse to 
hold these advantages and make them permanent. The past few 
years had looked too good to be true. We are studying to make 
them true. I think that accounts for any present hesitation in 
business. Before further expansion we are simply pausing to 
be sure of what we have. 

With current improvement in the automobile and steel in- 
dustry, and a continuance of the building program, it seems safe 
to say all industries will feel a gradual quickening over: the 
progress indicated at the present moment. I do not anticipate 
any serious weakness will be found in the general business situ- 
ation. The national energy of the country will assert itself and. 
carry forward the nation’s business at the rate of progress to 
which we have become accustomed. 
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many guarantee difficulties. 








Practically all tools are on panel displays in the store of A. McL. Martin, Charleston, 8S. C., who does not have 
He treats each sale and any resulting guarantee problem as an individual case. 








The Trend in Hand Tools 


larly proud of their tool departments. They have 

considered tools the background and basic line 
in the retail hardware business. At the present time 
there is much discussion about the trend of the tool 
market. The mechanic and carpenter who formerly 
used very complete sets of hand tools are restricting their 
kits to a few items. The mechanic finds many of his 
former hand jobs being done by power machines. The 
carpenter has faced an even more severe situation in 


| | ARDWARE merchants have always been particu- 





A. McL. Martin features tools in one of his two window displays. 


that building parts are now tailor made and his job 
is merely to fit and install the component parts, whereas 
in former years he practically built every part of the 
house. Obviously this change has affected the sale of 
hand _ tools. 

Offsetting this loss is the farm market. The farmer 
today is doing more of his own work, because of the 
present high cost of mechanical labor. He is becoming 
a better tool customer. There is a growing demand for 
tools among the many thousands of boys taking voca- 
tional training. House owners are beginning to appreci- 
ate the value of having a few first class tools at home 
for the odd repair job. 

The desire to make something, fix something or some 
kind of work with tools was never stronger among 
laymen. The reception of the working plans and car- 
pentry handbook issued by Stanley Works is striking 
evidence of the present day public interest in the work 
which may be done with good tools. Manufacturers are 
alive to the situation and are ready to cooperate with 
distributors and retailers who go aggressively after the 
tool market among the non-professional group. Many 
are very enthusiastic in viewing the trend of the tool 
business. They see the many millions of amateur tool 
users buying far more tools than all the mechanics and 
carpenters would ever have used. 

A few opinions from recognized authorities on the 
manufacture and distribution of tools are offered here 
for your consideration. We hope to present a few more 
ideas in subsequent issues and will welcome your sug- 
gestions and ideas on the subject. 
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Let Us Analyze the Tool Business 


By Alexander S. Vaughn, Vice-President and Treasurer, 


We hear a great deal about the lesser 
demand for mechanics’ hand tools and it 
seems the thought of the average person 
is that this demand has decreased very 
rapidly within the past two or three years. 
I believe the record of manufacturers to- 
taled with show this is not generally the 
case. There is not the increasing demand 
that the natural increase in population 
would ordinarily give and the demand for 
some tools is less than 15 or 20 years ago, 
due to less production of some of our 
natural resources, and, to a greater ex- 
tent, in the change of building materials. 
However, the use of hand tools has about 
found its level and as above stated the 
total dozen manufactured and consumed 
will not show the decrease that is com- 
monly thought. Let us analyze the ques- 
tion from the different divisions between 
the manufacturer and the consumer. 

There is, as everyone knows, greater 
producing power than consumption and 
the tool business is not alone in this re- 
spect. Some day the leading manufactur- 
ers will recognize the necessity of a 
remedy, will set aside their own personal 
position and join in the solution of a prob- 
lem that needs solving. This again is a 
problem of many lines, not only tools. 
The writer’s opinion is that many of the 
manufacturers in hardware are at fault in 
trying to solve what they term their own 
position and do not look at the problem 
from the long angle. ; 

The past year there have been price 
fights on some lines. One the writer has 
in mind is now over, and better prices are 
procured, and it ended as all wars end, 
without anything good accomplished. 
Fighting will not solve the manufacturers’ 
problems. 

In this hectic market for individual rec- 
ognition, once in a while some manufac- 
turer will become more aggressive and 
high powered, but this plan will not pro- 
duce more general business and this in- 
dividual manufacturer may stand with his 
head out of the trench for a time but he 
immediately becomes a target for the 





Vaughn & Bushnell Mfg. Co., Chicago, Ill. 


others and no single manufacturer is as | 
large as his collective competition, and the 
aggressive one cannot retain the position 








ALEXANDER S. VAUGHN 











he aspires to. Other manufacturers feel 
that cheaper goods is the answer to the 
problem, a trading down policy, but in this 
thought he injures himself, his distribu- 
tors, and is going against what the con- 
sumer really wants, as will be described 
later under the heading of “Consumer.” 

Too many jobbers practise the trading 
down policy. If they would put more ef- 
fort in building up rather than tearing 
down it would improve the tool business. 
The line of tools is a showy one, why not 
put sales effort on good tools rather than 
bargain hunting? If the manufacturer 
could have more jobber cooperation in this 
respect it would improve the whole tool 
situation, for the dollar value, and the in- 
dustry would be raised benefitting manu- 
facturer, jobber, retail and consumer, as 
will be discussed later. 


Quite generally comes the question, 








“Where has the tool business gone?” As 


explained at the beginning of this article, 
it has not gone to the extent believed. The 
dealer will say, “Well, 1 don’t sell them,” 
and perhaps not, but you could if you 
would adopt the same policy you had be- 
fore your interest became keen in the 
newer products. The writer remembers 
when auto supplies attracted great atten- 
tion, and while the dealer wisely gave this 
line prominence, exclusive auto supply 
houses sprang up everywhere and the hard- 
ware dealer now sells only a_ portion. 
Likewise electric refrigeration. Now the 


| Public Service companies and exclusive 
| agencies take much of the business. 
| same with radio, the specialty stores take 


The 


much of the distribution. 

Dealers often say catalogue houses and 
chain stores get the business. I doubt if 
10 per cent of the total tool business is 
done by them, but instead of the dealer 
neglecting the fundamentals of his business 
by putting 90 per cent of this éffort om 
the items above mentioned, if he would put 
as much effort on his fundamental lines as 
the chain stores do he would do more busi- 
ness in them. The chain store gives every 
department in their store the same publicity 
and effort. Does the hardware dealer ? 

Tools are a line that the consumer out- 
side of those with mechanical tendencies 
do not desire to possess. It makes him 
think of work, but tools are a necessity 
and most everyone some time is obliged to 
buy. When this consumer does buy he or 
she generally wants good tools. They are 
afraid of poor ones. They buy tools so 
seldom that they are willing to pay a fair 
price, so why Mr. Jobber, and Dealer, keep 
trading down, or Mr. Manufacturer, keep 
pushing low grades? My answer is if all 
work for each other’s benefit the tool busi- 
ness will not decrease and can be a profit- 
able line to all, but good tools, lawn mow- 
ers, garden hose, etc., must be given equal 
selling effort. 

I do not think the new lines are the 
foundation of your business. Often times 
they are like rainbows, look pretty at first 
but gradually disappear. 





Mechanics Are Not Restricting Tool Kits 


By Harry B. Curtis, Treasurer, 


Bridgeport Hardware Mfg. Corp., Bridgeport, Conn. 


We are under the impression that 
mechanics are not restricting their tool 
kits, although this may be true of those in 
the carpenter lines. We should say that 
plumbers and machinists and service sta- 
tions, repair shops or garage men are pro- 
vided with even more complete and more 
extensive kits of tools than they were, 
say, three years ago, and generally speak- 
ing, we believe that the type of tools which 
these classes are using are better, higher 
grade and more efficient tools. On the 
other hand, there is a large and ever in- 
creasing distribution and sale of popular 





priced tools of good efficiency and through 
various channels, including, of course, the 
chain store distribution. 

We are very strongly of the opinion 
that the trend in the distribution of tools 
is away from the hardware jobber, and the 
hardware retailer who have the old fash- 
ioned ideas and practices. We are very 
sure that the hardware jobber who does 
not go out and work hard and intelligently 
to distribute the product of his manufac- 
turer in tool lines is not going to get far 
these days; furthermore, the dealer who 





undertakes to handle these tools must be 


modern and active and intelligent in his 
turn, or else he will not function; in fact, 
in our opinion both in the wholesale and 
the retail lines of distribution of tools the 
only successful men and concerns are those 
who are extremely modern and up to date, 
and up to the minute in their methods and 
practice of handling and _ distributing 
tools, for we are now in a period of mer- 
chandising effort which requires the ex- 
ercise of brain and careful planning and 
careful carrying out of plans of selling 
goods which are absolutely essential. 











HARDWARE AGE for FEBRUARY 2, 1928 








The Outlook for 1928 as Seen by 


Says Mr. Asbury :— 


“The fundamentals for good business conditions in 1928 appear 
to me to be sound, and there is good reason for looking forward 
in a spirit of optimism. 

“There is a better economic balance between agriculture and 
industry than there has been since 
1920. This should improve the pur- 
chasing power of about one-third of 
our people. 

“Inventories have been maintained 
at a very low level, and I doubt if 
there has been a time in our past 
history when inventories were more 
clean than the present. 

“There is likelihood of a good sup- 
ply of money at fair rates, which is 
an important factor in stabilizing 
business conditions. 

“It is true that there remains much 
work to do in reducing selling ex- 
penses and eliminating wasteful 
practices. The work, however, is 
proceeding along those lines in a 
very satisfactory way, and each step 
which is taken should improve the 
present situation, and as the year 
progresses, I am quite hopeful that these benefits will be felt 
by manufacturers, wholesalers and retailers alike.” 

(Signed) C. W. Assury, Vice-President, The Enterprise Mfg. 
Co. of Pa., Phila., Pa., and Chairman of the Hardware Council. 





Cc. W. ASBURY 





Says Mr. Nichols :— 


“From all information we are able to obtain it certainly ap- 
pears that 1928 will be a more profitable business year than 1927. 
“I do not believe that business has much to fear from the 
changes in business methods that have taken place in the past few 
- years. The doctor, lawyer, minister, 
or professor who today is advocating 
the same principles and methods of 
a few years ago, is no longer recog- 
nized. Today the public demands 
better business men just as much as 
it demands better professional men. 
“To meet with the success we are 
entitled to it will be necessary for 
the manufacturer, the wholesaler and 
the retailer to study their business 
more than at any time in the past. 
“The so-called ‘New Competition’ 
is a problem manufacturer, whole- 
saler and retailer must consider. 
“If all the manufacturing plants 
were running to full capacity pro- 
duction would be many times greater 
than the demand; consequently this 
will furnish the keenest competition 
not only to the wholesaler, but to 





A. H. NICHOLS 


the manufacturer. 

“The sales of the catalog houses are not increasing from the 
fact that they find it necessary to establish branches in the prin- 
cipal cities in order to keep the volume up to what it has been. 

“The increasing number of chain stores would indicate that 
eventually they will kill their own prosperity by competing with 


each other. The retailer who pays close attention to his busi- 
ness and realizes that he cannot give the service he has always 
been giving and meet the prices of those who do not render such 
service will find 1928 a fairly satisfactory year. 

“I believe the best way to solve our problems of today is to 
establish a better cooperation between the manufacturer, the 
wholesaler, and the retailer.” 

(Signed) A. H. Nicuots, Buhl Sons Co., Detroit, Mich. Vice- 
President, National Hardware Ass’n and Vice-Chairman, Hard- 
ware Council. 





Says Mr. Atkinson:— 


“The session of the Hardware Council just closed has been 
one of the broadest in its scope of study of the factors of dis- 
tribution that it has ever been my 
experience to attend. 

“While some of the studies 
brought to light pertinent facts that 
seem rather plain statements in their 
presentation, it is only by knowing 
true conditions that we can hope to 
successfully overcome them. 

“While it is rather hard to make 
predictions as to the business fu- 
ture, it has always been true that 
in good times or bad times the man 
who works and studies conditions 
and plans according to facts based 
on this study generally benefits by 
the application of the principles de- 
veloped.” 

(Signed) R. J. ATKINSON, Brook- 
lyn, N. Y. President, National Re- 
tail Hardware Assn. 





R. J. ATKINSON 





Says Mr. Gladding :— 


“T am happy to say that I believe a good business will be en- 
joyed by all. It may not*be a great big business in each and 
every line handled by the hardware trade, but it will, in my 
humble opinion, be a good business in very many lines, so that 
the average will be greater and bet- 
ter in volume and in net profit than 
was the case in 1927. 

“After many years of ups and 
downs in this great industry, say 
since 1923, during which time many 
concerns experienced a great degree 
of prosperity profits, they have dur- 
ing the past few years been made 
to realize that there is such a thing 
as a large volume of business with- 
out any profits, which has been 
aptly termed by someone as “profit- 
less prosperity,’ and everybody 
knows the cause of it, viz., undue 
expansion in some ways, undue 
heavy expense accounts caused by 
competitive rivalry and ambition for 
greater volume, by heavier operating 
costs and by other burdens of ‘unco’ 

HN. A. GLABSING strength, such as municipal, county 
and state taxation which have gradually increased rather than 
diminished in almost every part of the United States, even in 
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Members of The Hardware Council 


face of the fact that good old Uncle Sam has been doing his 
best to lift the load from the shoulders of the people by reducing 
his end of it. 

“The hardware industry in all of its branches seems to be 
coming to its senses, many having decided that they cannot con- 
tinue long in business if all of these various drags upon the 
money purse are allowed to continue; and, furthermore—and 
what is just as important—that unless they can get the proper 
prices for their goods, they are wasting their time. 

“A tremendous lot of milk has been spilled. The only good 
that can come from crying over it is to resolve not to spill any 
more. With this sort of feeling, as is now indicated by the 
trade in all branches from one end of the country to the other, 
the year 1928 should end with a feeling of gratification over a 
year of prosperity and profits.” 


(Signed) N. A. GLappinG, Vice-President, E. C. Atkins & 
Co., Indianapolis, Ind. 


Says Mr. Plumb :— 


“During recent years I believe that all branches of the hard- 
ware trade have made idols of “volume regardless of cost” and 
of “extravagant service.” The effort to increase their individual 
sales has led many manufacturers and distributors into strange 
paths. It seems to me that many of 
us are beginning to realize that con- 
sumers will use just about a cer- 
tain amount of hardware articles, 
and that no amount of selling effort 
will greatly increase it. In other 
words, the market for hardware is 
not elastic, as it is for articles that 
satisfy desires rather than needs. 

“In the effort to secure more busi- 
ness, services have been rendered by 
each branch of the trade that are 
not worth what they cost. This has 
hurt instead of helped the final sales 
to the consumer, because it has in- 
creased the cost to the manufactur- 
er, the wholesaler and the retailer. 
I hope and believe that more and 
more of us are beginning to realize 
that the old channels of distribution 
are the most efficient in rendering 
the real essential services and giving the consumer the greatest 
real value for his dollar. 

“This does not mean supplying the consumer with cheap ar- 
ticles sold by a price tag. The long experience and expert knowl- 
edge of the hardware merchant enable him to demonstrate to 
his customer that better articles are worth more than the dif- 
ference in the price, and to prove to him, in fact, the truth of 
the hackneyed phrase, ‘The best is the cheapest.’ In these days, 
when even in hardware appearances are so frequently mislead- 
ing, the hardware merchant who can impress a customer with 
the insurance of value that a well-known brand carries is not 
only rendering a service to the customer, but is building up a 
profitable business for himself.” 





FAYETTE R. PLUMB 


(Signed) Fayette R. PLums, President, Fayette R. Plumb, 
Ins., Philadelphia, Pa. 





Says Mr. Lacey:— 


“Business men who should be in 
touch with real indications, appear 
increasingly optimistic and more im- 
portant, as a true reflection their 
purchases are in line with that atti- 
Nearly all report normal left- 
over Perhaps this single 


negative point merits mention also— 


tude. 
stocks. 


“The increasing cost of doing busi- 
ness.” And best of all, no one sec- 
tion or group of states now reflects 
bad business conditions. 
(Signed) M. J. Lacey, Manager 
Pyrex Sales Division, 
Corning Glass Works, Corning, N. Y. 





M. J. LACEY 


Says Mr. Sheets :— 


“According to most of the business forecasters, the first six 
months of 1928 should average fairly well, so far as general 
business is concerned. 

“Just what the hardware trade will get out of this genera! 
average will doubtless depend much 
upon the industry itself. 

“Neither increased volume nor bet- 
ter profit is likely to come of its 
own volition. Too many commodi- 
ties, too many selling agencies, are 
after the consumer’s money. 

“Those engaged in the hardware 
industry must recognize that their 
goods are in competition with all 
other goods, and that they cannot 
hope to hold their own unless they 
promote and setl with energy at least 
equalling that of the other groups. 

“The problems of hardware dis- 
tribution will not solve themselves ; 
other agencies are not going to solve 
them. 

“This is a job for the hardware 
industry itself, not of any single 
branch, but of all branches. 

“Nineteen twenty-eight returns in the hardware business will 
be largely what we make them.” 


HERBERT P. SHEETS 


(Signed) Hersert P. SHeets, Secretary-Treasurer of National 
Retail Hardware Association and of the Hardware Council. 





Additional letters from Hardware 
Council Members on page 230. 

















HARDWARE AGE for FEBRUARY 2, 1928 





A typical Pickett Store meeting. The author of this article is sitting at the extreme right. 


HOW to Conduct a Store Meeting 


By William T. Kelly 


Manager, Pickett Hardware Co., Warren, Pa. 


ful, three things must be considered : 
1. You must meet promptly on a given day at a 
given time, and start your meeting promptly. 

2. You must have interesting articles read by mem- 
bers of your store club. 

3. Have a definite time for the length of the meeting, 
and do not keep them longer than the allotted time. 

In our Pickett Store Club we have two types of sales- 
people to appeal to—those who are busy in the retail 
hardware store, and those who are busy in our heating, 
plumbing and sheet metal shop. We do not overlook 
this fact, but give programs that are interesting to both 
of these groups. 

Have a program and stick to it. This can be 
accomplished through appointing a program commit- 
tee. Below is an outline of one of our store meetings 
held recently : 


Roll Call 

Minutes of previous meeting 
Communications 

Report of Committees 
Paper, “Dr. Plumber” 
Report of sales 

Honor roll 


Our store meetings begin at 5.10 p.m. and run for 
only 50 minutes, adjourning promptly at 6:00 p.m. 
To reimburse our store personnel for the time they 


I‘ making store meetings in hardware stores success- 


Paper, “Why Must the Plumber Go 
Back for Tools?” 

Announcements 

Article, “What Do You Think of 
the Company?” 

General discussion of store problems. 


give us in these meetings, we have two large annual 
events in which the members of our personnel and their 
families participate. [during January we have an an- 
nual banquet with a speaker of national reputation, 
where results of the past year are given out, the honor 
roll, and our future ambitions for the coming year. Then 
in July we have our annual picnic, which is generally 
held at the Outing Club, where the personnel with their 
families meet and spend one-half day, the store closing 
for this event. We have games of all kinds and types, 
a fine baseball game, also addresses, and usually an in- 
dustrial film on a line handled by our company, and 
then a dance. 

These events are builders of morale and good fellow- 
ship for the workers and the executives of our com- 
pany. 

In our club we also have a fund that gives a great 
deal of pleasure and happiness to its members. This 
is called the “Joy and Sorrow” fund. Every member of 
the organization pays 25c. a month, and with this fund 
we send flowers when one of the members is ill, or if 
sorrow enters their family. When one is married, a 
present is sent the bride and groom, or if a little visitor 
arrives at their home this occasion is always remembered. 
This fund is handled by a committee limited to the 
amount of these expenditures. 


Reading matter continued on page 151 

















Editor’s Note: 


We submit the following table of values of manufactured hardware a 
lines, compiled by Oliver Brothers, Inc., New York and Pittsburgh, for thei1 
reproduced by us because of the valuable data given and which we know - 
comed by our readers. 


This table of values applying to manufactured hardware will, we are 
to be a valuable supplement to the table of values of iron, steel wire and 1 
rials published in our issue of Oct. 28, 1926, and which latter table (revi 
15, 1927) can be obtained from Oliver Brothers, Inc., 71-73 Murray Street, 
N. Y.—Editor Hardware Age. 


Comments: The prices shown in this table of manufactured hardwar 
ated lines represent the price fluctuations over the period indicated, and 
will be interesting to hardware merchants. Some manufacturers of special 
have obtained prices different from those indicated. 








































































































Item 
No. MATERIAL Unit 
peer Seneereas Gece fy SHG. . 5. onc neces ee ccc. Serre 100 Lb. 
2 ee a re 100 Lb. 
3 Sy A IS DUDS, ig wei vibe wads civ coecbeeisecsccacevetens 100 Lb. 
4 |Heavy hammers and sledges, 5 Ib. and over..................... 100 Lb. 
5 EEE ee oer eT er et se Doz. 
IE Ss, ovale hive sso sSe'eevanieveuswedereaenada 100 Pcs. 
7 Hot pressed nuts, square, blank, 14 in....................e ee eee 100 Lb. 
8 Iron turnbuckles, 1 in. with stub ends... ..............-ceceeees 100 Pcs. 
A 1000 Pcs 
BO “Wena Gback rivets, 34 = 134, in begs... .. occ ccc ccccccccsceses 100 Lb. 
11 Upholsterers cut tacks, No. 4, blued, in bulk*................... 100 Lb. 
12 en I TNE GUE TRU. kgs coe ccc ccc cc wb ee seecsvececess Per Cent Off | 
ap. eee, eeeees Goma, BUG, 2, SUH GIMME... «2... 0c sccccevscesecces Doz. 
14 =‘ |Ball tip, loose pin, steel butts, 344 x 314..................00005. Doz. Pr. 
a SOvemeeee MMOD ITER, BON. TIMITOW.. . ... ooo oc ce cee ces esses. Gross Pr. 
16 eT) ee Doz. 
17 Monkey wrenches, knife handle, 10 in.......................... Doz. 
18 = |Files, 10 in. flat bastard Pirates aintanet ca SE Ae hy FRE Doz. 
19 /Carbon twist drills, 14 in., round straight shank, Jobbers Lengths. Doz. 
20 |Chisets, plain handle and edge, 1 in. socket firmer................ Doz. 
21 RINNE MUNIN OS WEDS MIDE. 6505 6.50 5.035 900 w vie wissen seis asics oars ees Lb. 
22 Post-hole diggers, Eureka pattern.................sccececescees Doz. 
23 i555 15 5g 'o'5 6 halo Os 64,3, ooo a aT. wrod eens Doz. 
24 Wire rope, cruc. cast steel, 6 strand, 19 wire, 5 in. diameter...... 100 Ft. 
25 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven. . Roll of 600 Sq 
26 Wire screen cloth, 12 mesh, black, less than carload .............. 100 Sq. Ft 
27 {Galvanized water pails, 10 qt., light pattern, less than carload..... Gross 
28 |Enameled cast iron sinks, flat rim, 18 x 30...................... Each 
29 {Finished brass compression bibbs, standard pattern, for I. P. 5¢ in.. Doz. 
30 =|Axes, unhandled, first quality standard grade, single bit, base...... Doz. 
31 Plain tin wash basins, 13 in., stampedf................. .....05. Gross 
32 [Circular epring balances, 30 Ib. z 08... 2.2... ccc cece sce ccee Each 
33 Lawn mowers, 14 in., ball-bearing, medium grade ... ....... ... Each 














*Prices previous to June, 1926, were on American Cut Tacks now discontinued by most manufa 


tJune, 1926, and later prices on 13 in.: previous prices on 12% in 
ttSince April 1, 1927 prices have been quoted per hundred pieces. Previous prices per 100 Ibs. 


ware and affiliated 
yr their clients and 
know will be wel- 
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iw. 





239 West 39th Street, New York City 
e-and metal mate- TABLE of VALUES of MANUFACTURED 


> (revised to Apr. 


Street, New York, March 1912 to December 1927 


ardware and afiili- 


















































































































































d, _ Be a Compiled by 
scien tiamaied OLIVER BROTHERS, INC., New York, N. Y.,and Pittsbur 
Mar. Dec. Mar. Dec. July Nov. Jan. Sept. Aug. Mar. Sept. Dec. Mar. 
Unit 1912 1913 1915 1916 1917 1918 1920 1920 1921 1922 1922 1923 1924 
100 Lb. 1.35 1.50 1.35 3.40 5.00 3.90 3.60 5.00 3.00 2.10 2.80 3.15 3.10 
100 Lb.tt 1.90 2.15 1.70 4.75 7.00 4.90 5.50 750 ! 4.15 3.00 4.05 4.00 3.90 
100 Lb. 1.80 1.90 1.65 4.00 6.50 7.50 6.25 7.25 5.25 4.50 4.75 5.75 3.25 
100 Lb. 4.26 4.74 3.54 7.50 10.80 10.80 9.23 10.80 7.88 6.41 7.29 8.75 8.10 
Doz. 2.43 2.43 1.87 4.86 7.29 9.00 7.69 8.55 6.08 4.86 5.40 6.20 6.00 
100 Pcs. 1.35 1.51 1.32 4.26 4.97 3.83 4.05 5.33 2.13 1.68 2.81 2.43 2.70 
100 Lb. tt 2.30 2.60 2.20 6.30 6.50 6.50 6.50 8.50 3.77 3.25 5.10 5.20 | 4.85 
100 Pcs. 28.59 27.80 26.34 45.58 57.20 57.20 61.60 70.40 50.16 39.60 48.40 39.80 41.80 
1000 Pes. 0.42 0.44 0.41 0.78 0.96 1.02 0.78 1.16 0.70 0.52 0.65 1.05 0.86 
100 Lb. 2.31 2.56 2.40 7.92 8.21 7.20 7.20 8.80 4.79 3.70 5.44 5.10 5.10 
100 Lb. 4.22 5.20 4.96 11.60 16.25 15.10 17.15 18.15 13.00 11.75 12.75 12.40 12.40 
Cent Off List 0.9297 | 0.926 0.9198 | 0.82 0.784 0.784 0.82 0.784 0.8502 | 0.8847 | 0.8577 | 0.8335 | 0.838 
Doz. 3.83 4.31 3.90 6.05 8.50 11.51 10.90 12.90 10.90 9.90 7.41 9.16 9.16 
Doz. Pr. 0.55 0.64 0.61 1.32 1.75 1.75 2.20 2.20 1.70 1.55 1.55 1.90 1.95 
Sross Pr. 3.38 3.38 3.80 7.17 7.17 7.81 7.02 7.02 6.33 5.49 6.33 7.20 7.20 
Doz. 4.87 4.87 4.75 7.70 9.00 10.00 10.00 11.81 9.87 8.78 8.78 9.00 9.00 
Doz. 4.33 4.32 4.32 7.77 10.49 11.66 11.88 13.20 10.69 7.13 7.12 9.62 9.62 
Doz. 1.13 1.13 1.13 1.89 2.09 2.73 2.39 2.66 2.27 1.70 1.89 1.75 1.89 
Doz. 0.85 0.85 0.79 1.14 1.42 1.46 1.39 1.39 1.30 1.08 0.73 0.97 0.97 
Doz. ny 1.97 1.97 3.71 4.01 4.70 5.35 5.35 5.49 5.49 5.49 5.35 5.35 
Lb. 0.184% | 0.20% | 0.19 0.41 0.42 0.48 0.29 0.29144 | 0.19 0.18% | 0.19% | 0.19 0.19 
Doz. 4.75 6.00 5.00 6.00 9.00 12.50 13.00 17.00 12.50 10.00 10.00 11.50 11.50 
Doz. 24.00 24.00 25.00 27.50 27.50 36.00 34.80 48.00 48.00 48.00 48.00 48.00 48.00 
100 Ft. 5.32 4.79 4.41 9.98 11.90 11.55 9.28 9.28 7.81 7.81 7.81 8.62 8.62 
f 600 Sq. Ft. 1.97 1.97 1.69 3.47 3.47 4.13 4.13 4.13 4.13 3.51 3.51 3.76 3.76 
10 Sq. Ft. 1.10 1.10 0.90 1.60 1.75 1.95 2.05 2.05 2.05 1.80 1.80 1.95 1.95 
Gross ae ie 18.14 28.74 33.60 45.97 40.32 50.40 24.19 22.98 22.98 24.19 24.19 
Each 1.80 1.80 1.80 2.57 3.35 4.45 4.55 5.00 4.10 3.85 3.85 4.05 4.05 
Doz. 3.58 3.67 3.59 6.30 7.18 8.60 9.58 10.77 6.80 5.67 6.30 6 80 6.80 
Doz. 4.50 5.75 3.50 8.50 11.50 13.50 14.50 16.00 12.00 12.00 11.00 10.75 12.00 
Gross ss ea 6.03 10.44 10.44 10.44 17.16 17.16 14.60 13.90 13.90 13.96 13.90 
Each es inc 6.00 7.00 7.50 8.00 9.00 9.00 7.50 7.50 7.50 7.69% | 7.6944 
Each os ae 2.90 3.60 3.60 5.00 5.50 7.50 6.40 6.40 6.40 7.00 7.00 
3 manufacturers. 


00 Ibs. 





URED HARDWARE 
ar 1927 


nd Pittsburgh, Penn., U. S.A. 





Mar. 
1924 


12.40 

0.838 
9.16 
1.95 
7.20 
9.00 
9.62 
1.89 
0.97 
5.35 
0.19 0.19 
11.50 11.50 
48.00 48.00 
8.62 8.62 
3.76 3.76 
1.95 1.95 
24.19 24.19 
4.05 4.05 


6 80 6.80 


10.75 12.00 

13.90 13.90 
7.69% 7.69% 
7.00 7.00 








Compiler’s Note: 


We have reduced lists and discounts to unit prices or unit quantity prices as the 
case may be, and in doing this we have taken into consideration the fact that the list 
prices on some items have been changed from time to time and the net prices shown 
are based upon the lists and discounts in effect on the dates given. The figures oppo- 
site the subject Wood Screws represent the discounts reduced to a unit percentage. 
The prices shown represent what would be recognized as a reasonable wholesale price 
allowed by the manufacturer to the wholesale merchant (the jobber). 


The lowest average prices will be found in column under “March, 1915,” although 
lower prices on some commodities are to be found in other columns. 


The highest prices are to be found distributed between “July, 1917, and Septem- 
ber, 1920.” Many of the highest prices were put into effect after the war had ended, 
during 1918, 1919 and 1920. 


We believe a study of the prices shown in this table of manufactured hardware, 
in conjunction with our TABLE OF MARKET VALUES of iron, steel, wire and metal mate- 
rials, would be time well spent to those who are familiar with the materials entering 
into the manufacture of the finished product. 

OLIVER BROTHERS, Inc. 


New York-Pittsburgh. 






































































































































Dec. Apr. June Dec. June Dec. Item 
1925 1926 1926 1926 1927 1927 MATERIAL No. 
2.80 2.80 2.80 2.90 2.90 2.80 PPODOn SMOG BOONE Wa S556. ono o isk osiss. kok cbs Fes ociews ee ven 1 
4.00 4.25 4.25 4.25 3.81} 3.81 PUNO WICRUM) OUUIMTS NOC). 54 BE OIGLL. ook 5 ocd ces sccselae ccceeasacte 2 
5.75 5.75 5.75 5.25 4.99 4.99 RUM SPN RIROR EO WO 2 8 cis CH ge hag ccteaeine cd0beeeies 3 
8.75 8.75 8.75 8.10 7.70 7.70 Heavy hammers and sledges, 5 Ib. and over..................... 4 
6.10 6.10 6.10 6.00 5.70 5.70 EEC eR EMO ERNOT AIDS 2, a wick cinies eves cto ewce deo ceeee ee 5 
3.04 3.04 3.04 3.04 3.33 3.33 ic ig th ane on ea a re 6 
4.95 4.95 4.95 4.95 0.375tf 0.375 |Hot pressed nuts, square, blank, 4 in.ff............ 0... .00e eee i 
49.50 49.50 52.25 55.00 55.00 55.00 eror tarmuuckies, 1 in. With stub Ends... 2... 66s cece ce wes 8 
0.75 0.75 0.75 0.75 0.75 0.75 URN OCNOEE I, MOUS WE BBO... 5 sisiccisk Sle ccwecdcneuccescinaded 9 
4.10 4.32 4.32 4.10 4.32 4.32 {Small black rivets, 44 x1, in kegs.............. 0... cece ee eeee 10 
14.55 12.64 11.58 21.355 9.05 11.88 Upholsterers cut tacks, No. 4, blued, in bulk*.................... 11 
0.87 0.882 0.8819 0.8819 0.8754. OTR TUCO Barely Ce ONC, ONE sink ic hed ce ance deeecceren se 12 
s 8.47 8.47 8.47 8.47 8.47 8.28 oa AB Sy A 13 
Neg 1.44 1.44 1.44 1.44 1.44 1.55 Ball tip, foose pin, steel butts, 314 x 314................. Shia. cae 14 
a: 7.20 7.20 7.20 7.20 5.40 5.40 Werougie DONee DUTtE, 2 I: TIRITOW: 5 6 ois ok osc cic i cece eens 15 
7.50 7.50 7.50 7.50 6.75 6.00 emmeon pattern wrencies, 10 Me... 6. cc ccc ccc cc ceee 16 
9.62 9.62 9.62 9.62 9.08 9.08 Monkey wrenches, knife handle, 10 in....................0 2c eee 17 
1.89 1.89 1.89 1.89 1.89 1.89 MD AP SI I oo oven crein side we Roles Se 0 @ bite Se Sa 18 
1.11 1,11 ye 1.11 i | 1.11 Carbon twist drills, 14 in., round straight shank, Jobbers Lengths. 19 
5.34 5.34 5.34 5.34 5.35 5.35 Chisels, plain handle and edge, 1 in. socket firmer................ 20 
0.21 0.2114 0.21 0.2034 0.20 0.2114 Soldering coppers, 3 Ib. base ............... see cece eee ete eee eee ie 21 
11.50 11.50 11.50 11.50 11.50 11.50 Post-hole diggers, Eureka pattern..................02cecceceees 22 
48.00 48.00 48.00 48.00 48.00 48.00 Sane NUNN MMM coe wal eae Sina a) ea sides oi sib: wal Srasdpe Bie deve 23 
8.62 8.62 8.62 8.62 8.62 8.62 Wire rope, cruc. cast steel, 6 strand, 19 wire, 54 in. diameter...... 24 
3.33 3.33 3.42 3.08 3.42 3.13 Poultry netting, 2-in. mesh, 19-gage wire, galvanized after woven. . 25 
1.70 1.70 1.65 1.50 1.50 1.65 Wire screen cloth, 12 mesh, black, less thancarload ............. 26 
26.88 26.88 24.84 24.84 26.88 26.88 Galvanized water pails, 10 qt., light pattern, less than carload...... 27 
4.05 4.05 4.05 4.05 4.05 4.05 Enameled cast iron sinks, flat rim, 18 x 30...................... 28 
5.98 5.98 6.30 6.30 5.99 5.70 Finished brass compression bibbs, standard pattern, for I. P. 54 in. 29 
10.50 10.50 12.00 12.00 13.00 13.00 Axes, unhandled, first quality standard grade, single bit, base...... 30 
13.21 13.21 12.20 12.20 13.00 13.00 Plain tin wash basins, 13 in., stampedf.......................-4- 31 
7.6914 7.69% 7.691% 7.69% 7.6914 7.6914 \Circular epring balances. 30 1b. = oS... . 0... 65 cee eee 32 
6.40 6.40 6.40 6.40 6.40 6.40 Lawn mowers. 14 in.. ball-bearing, medium grade ........... 33 
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By William T. Kelly 


HIS subject is one that lies close to the heart of 

every retail merchant. It is through his salesmen 

that his policies and his ideals of the business are 
given to the buying public. The salesforce is the founda- 
tion upon which success or failure of business rests. 
They make or break the store; yet how strange that the 
opportunity to help them “make” the store has been so 
long overlooked, or. at best, handled in such desultory 
fashion by the great majority of retailers. 

The Pickett Hardware store, of which it is my 
privilege to be the manager, is the largest of its kind 
in northwestern Pennsylvania, and few larger are found 
in our Keystone State. The salesforce radiates the 
policies and the ideals of their directing heads, the officers 
of the company, whose lives are examples of their broad 
business policies and their high ideals, models of the 
highest type of our American citizenship. 

In selecting our sales force, the man is impressed, 
before starting with us, that he must be absolutely 
straight and honest to be successful. Honest with his 
customers, honest with his employees, honest with him- 
self. He must be courteous and ambitious, have high 
ideals, good habits and good manners; possessed of a 
strong body, a sound mind and a willingness for work. 

Give me a man with these qualifications, and I will 
be responsible for him being a salesman. 

It is much easier to train a young man of this type 
than one who is considered a natural-born salesman. 

It is a fact that in this day of progressive business 
methods a man can be what he wants to be, provided he 
will work hard enough and is willing to sacrifice to 
attain that goal. 

Having satisfied yourself that you have a young man 
who will become one of your business family, gain his 
confidence by treating him as you would your young son 
at home. When you tell him to do a thing, let him know 
that you expect him to do it as directed, and when you 
tell him that you will do something for him, see to it 
that you keep your promise. 

Assign him to his share of the work, and make it 
plain that he is to care for same, stating the results you 
expect. 

Nothing develops a young man more rapidly than re- 
sponsibility. Responsibility suggests: accountability. 
Here, I fear, most of us blunder, for it is by accounta- 
bility that responsibility becomes personal. 

Watch his progress in his work, and give him, un- 
solicited, the benefit of your knowledge of the business, 
for I do believe that the better training you can give 
your man fits him that much better for a future com- 
petitor, if ever he should become one. You will know 
that you have a competent competitor, one who knows, 
and I never dread a competitor who knows his business. 
It is the ignorant one who does not know and does not 
know that he does not know. 

Make him feel free to come to you for information 


Training Retail Salesmen 


Manager Pickett Hardware Co., Warren, Pa. 








whenever the occasion arises. Furnish him with catalogs 
and literature pertaining to his stock. In a short time, 
he, like all young men with red blood in their veins, 
will want to gain for himself that information you have 
so kindly and unhesitatingly been giving to him. 

Encourage him, for he is beginning to love his new 
work and is happy in its employment. 

May I digress here for a moment to stress this item 
—love for his work. ‘This is the first indication of 
promise. If a man does not love his work, you are 
losing time trying to train him, for if he has to be 
driven to do his work, advise him as a friend to seek 
other employment as quickly as possible. It is the one 
absolute essential in the quality of salesmanship. 

Employment and happiness are associated together as 
naturally as the sun with the day and darkness with the 
night, and by so much as we make our employment pro- 
ductive, to that extent are we increasing our satisfaction 
with all our surroundings. 

Encourage self-confidence and endeavor to have de- 
veloped personality and enthusiasm, for in this you have 
the fire that generates the steam: with this quality and 
good judgment there is no such thing as failure. 

Self-confidence is the breeder of courage, the founda- 
tion of resolve, the stimulator of energy and genius. 

Remember that thrill of pleasure, when, hearing your 
salesman make-a statement regarding an article in your 
stock to a customer, he followed it up with facts as to its 
quality, its advantages and why it was worth the price 
asked. This fellow knew his stock; sure in the knowl- 
edge of his goods, he revelled in competition. The cus- 
tomer seeing that your man knew his business, accepted 
his statement, and another sale is rung up on the cash 
register and the profit side of the ledger showed an in- 
crease, due to the self-confidence of your salesman. 

“A faint heart never won fair dividends, and the man 
who does not believe he can, seldom does.” 

Faith, Hope, Work. Faith in yourself, Hope to build 
upon, Work without end. The sum of these is 
Enthusiasm. 

Enthusiasm needs only direction to turn it into suc- 
cess, and the direction it needs is System. Plan your 
system and turn loose your enthusiasm. 

Enthusiasm is the quality more than all others that 
makes a salesman oblivious to difficulties, that makes 
vital his selling efforts, makes him forceful and optimis- 
tic, turns apparent defeat into success, creates a bond of 
sympathy between buyer and salesman, changes apathy 
into interest and makes personal salesmanship the vital 
factor that it is. 

Personality in business! Those three words present 
a most powerful factor in business today. Personality 
is a business builder because personal power is the 
strongest bond between men, and a unified organization 
in a business establishment is chiefly the result of that 
same power, personality. (Continued on page 270) 
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Building 
a Window 





HESE are the successive steps in 

building an attractive window dis- 
play. The materials required are 
simple. A few boxes and display 
pedestals, as shown in the first pic- 
ture, are covered with velvet and 
crepe paper. The center photo shows 
the method of working out the dis- 
play, the covering with crepe paper 
and velvet and the arrangement of the 
merchandise. The arrangement of the 
display fixtures governs the final bal- 
ance and display scheme of the dis- 


play. 


& 








LTHOUGH the mer- 
chandise on beth 
sides is not identical, 
there is a definite balance 
to this display. The 
pyramiding of the goods 
permits the eye to focus 
on any part of the win- 
dow or on any specific 
item shown. Such a dis- 
play meets the eye at a 
convenient level and en- 
courages people to look 
at the merchandise on 
display. Anyone can work 
up a display like this one 
in a couple of hours. 


———————— 
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Painting a Window Picture 


As told by Irwin C. Gernert, window dresser of the M. S. Young 
Hardware Co., Allentown, Pennsylvania 


WONDER if it has ever occurred to the men en- 
I gaged in bringing thé public’s attention to hard- 

ware that there is something attractive to be built 
from practically every type of goods in the stock of any 
hardware retail establishment ? 

There is an idea in every utensil and every implement. 
Somewhere within the store is the medium or media for 
providing the displays with striking settings. It is not 
necessary to be a Raphael or a Whistler to paint a picture 
out of a hardware store window. All that is needed is 
imagination. A picture visualized can be a picture re- 
alized. The M. S. Young Hardware Co. displays have 
really been the adaptation of materials close at hand to a 
few ideas that almost any man can have. 

One of the faults I have found in our earlier windows 
was the too liberal use of crepe paper and flimsy stuff. 
This condition, I know, exists only too strongly in all 
kinds of merchandising, and I contend that it does not 
give a window the appearance it needs to compel admi- 
ration from the passer-by. 

A window display can sell as definitely as any medium 
of advertising used by a hardware establishment, but only 
if there is as much attention given to light effects, ar- 
rangement of articles and background, as the ad man 
pays to lay out, position and language. And I have a 
strong belief that in the hardware line the window dis- 
play is as effective a selling agency as any other type of 
advertising it is possible to get, purely because hard- 
ware is a material that you will find hard to get across 
with words and prices. Think it over. 

Composition board, such as practically all hardware 
stores carry, furnishes a wonderful medium for show 
window backgrounds. A few brushes and a few cans of 
flat wall paint allow the window dresser all the leeway in 


the world to provide appropriate scenery for his back- 
ground. 

A recent M. S. Young display, which was nearly a 
record-breaker for the volume of sales it brought in, was 
a week’s showing of Universal electrical goods and Pyrex 
ovenware. It was a wonderful working material, a glit- 
tering, shiny type of ware that lent itself to an elegant 
setting. 

Because we carried a large stock of coffee urns, these 
stately utensils were chosen as part of the center of the 
display. It was placed upon a shelf, backed by a plaque 
of gold, which was in reality roughed cardboard, covered 
with gilt. In the rear corners of the window were 
replicas of great columns, extending from floor to ceiling. 
The marble stonework and the lion fountain heads being 
nothing but flat wall paint, applied with care. 

Above the center panel was a semi-oval picture, drawn 
on cardboard, from a calendar, but it added a very neat 
touch to the whole. Crepe paper was used to hide the 
stands upon which other utensils were shown, while the 
floor of the window was robbed of its bareness with a 
few articles of the Pyrex line. 

In arranging the display I went through the tempta- 
tions which assail every window dresser—to overcrowd. 
Hardware has a peculiar quality of making you want to 
pile it in until the window looks more like a rubbish 
corner or a bargain sale than a worth while display. 
Overcrowding must be avoided and particularly with the 
smaller articles. Shredded crepe acts as an effective 
screen for lighting effects. Naturally, in the Universal 
display I wanted some light focused on the center dis- 
play. A strip of the shredded paper drove the light 
directly upon the portion I wished to illuminate and 

(Continued on page 220) 
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Why the Hardware Merchant Can Profitably Use 


Newspaper Advertising 


and why he cannot afford not to use it 


By GUY HUBBART 


Specialist in Newspaper Advertising 


EWSPAPERS have the same general effect on 
N the daily sales of the hardware store that they 

have on the sales of a department store or any 
other type of retail store. Properly utilized newspaper 
space makes news out of the hardware merchant’s goods. 
It tells readers what is carried in stock, and suggests 
immediate and future purchases. The advertisement does 
more than that. It puts new needs into the minds of 
customers because it pictures and describes not only an 
item of stock, but the use and purpose of the item. 

In other words, the advertisement does, when carefully 
planned and written, just what a good salesman does when 
a customer comes in to buy a specific article: suggests 
other articles and recommends their uses and qualities. 


Newspaper advertising is nothing new to the hard- 
ware merchant, but the study of it may be new. So here 
is a word or two about principles and rules. 

There are only a few principles, and at least one will 
be described and illustrated in each article of this series. 
Here is the first principle: Advertise the utility of an 
item rather than the item itself. That is, tell the cus- 
tomer what the item will do for him or her rather than 
use a lot of words telling how it looks. A cook stove, 
for example, is a cook stove no matter where the cus- 
tomer buys it—in a big department store or in a hard- 
ware store. And only one thing makes the customer 
buy a cook stove: because she needs it, because it sup- 
plies a real want, and specific need of cooking. 








But with this difference: the 





advertisement can talk to a 
hundred people faster than the 
best clerk in the world can talk 
to one, and can do it while the 
good clerk or the busy mer- 
chant is attending to other 
things. That much for general 
effect. 


Specific Effect on Sales 


The owner of a general 
store, department store or 
specialty store knows he makes 
more volume and more profit 
when goods in all divisions of 
his stocks are moving, and 
makes less volume and smaller 
profit when sales are lopsided, 
high on one line, medium good 
on twenty others and low on 





big-profit lines and 
week on lines of less profit and 
25 sales a week on lines of still 
lower profit is better than the 
reverse. 

Newspaper advertising helps 
to balance daily sales and keep 
a better level of sales six days 





S; 


eA nnouncement 


Advertising the Hardware Store and Its 
Goods is the general title of a series of 26 
articles which will appear in HARDWARE AGE 
each alternate week. These articles will 
deal largely with practical methods by which 
the hardware merchant mdy utilize local 
newspaper advertising to build up and keep 
good will, increase daily sales and move 
merchandise in season. 

In addition to offering specific plans, ideas 
and suggestions on how to apply the simple 
principles of advertising to the daily selling 
needs of the hardware retailer, a part of each 
article will outline methods by which the 
hardware retailer can study and analyze his 
local market as a means of getting a larger 
share of the hardware business of his com- 
munity. 

We suggest that readers clip and keep 
each article as it appears, as the complete 
series should be useful for reference year 
~after year as a monthly advertising and 
merchandising guide. 

These articles, of which this is the first, 
will be written by Guy Hubbart, a specialist 
in newspaper advertising. 


be 


is 


x 








a week. 





So in your description of the 
cook stoves you carry try to 
interest the customer in how 
well the stove will serve her 
needs. Put a pictire into the 
ad that gives an idea of how 
the stove looks, but in the copy 
tell how easily and evenly it 
heats, how it economizes on 
fuel, how convenient are doors, 
ovens, dampers, and so on. 
Sell the customer on the idea 
of a useful, economical, con- 
venient stove. Do not waste 
words telling the lady that she 
has to cook 21 meals a week. 
She knows that. Tell her 
something she doesn’t know— 
that with your particular stove 
she can cook 38 meals with the 
amount of coal that she now 
uses to cook 21 meals, if that 
is a fact. 

Anyway, arouse the custom- 
er’s interest in your stove, even 
if your competitor down the 
street carries good stoves. Get 
the stove customer to come in 
and examine your stove. Then 
you can sell it point by point. 

The same for any other 
items of hardware or house- 
wares—a hammer, saw, toast- 
er, frying pan, step ladder. 
Advertise the idea back of the 
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item, its usefulness. There are many ways to do this, 
and they will be explained as the series goes on. 

The hardware man who intends to make his news- 
paper advertising pay, regardless of how much or little 
space he uses, needs to keep this in mind: The better the 
ad looks, the more likely someone who needs hardware 
will notice it and read it. 

Give the printer a layout as a guide to follow in set- 
ting up the ad, similar to the dummy reproduced here. 
Number the items on your copy sheets and put each 
number in the position wanted on the dummy. Write 
the main head in with a heavy pencil and the section 
heads the same way, also the price figures. As a rule, 


if the printer knows his business, it is worth while to let* 


him arrange the type. 
Items and Prices 


The most important question is what to advertise. 
Here is listed a good general selection of items to illus- 
trate a point rather than as a suggestion for any special 
season or date. This is the point: 

Some items sell well when advertised, others not so 
well; certain items when put in an ad draw people into 
the store although they buy some item other than the ad- 
vertised one. Also care is needed not to put too few or 
too. many items into a given space; too many crowd the 
space, making the copy hard to read; too few items 
reduce sales returns. 

Notice this selection of items. It is made up of four 
groups of merchandise—housewares, tools, electrical and 
special. And the reason is that this list will interest, not 
a narrow Clientele, but a wide one. It offers a wide 
variety of items, and, because of the price ranges per 
item, a variety of values. If a store, uses two or three 
ads a month, this kind of selection, varied, of course, 
each time, is the kind that will bring direct sales. It 


features household, home and family needs in hardware 
and the special needs of carpenters and painters. 

If smaller ads are used more frequently than three 
times a month, these groups should be divided up, using 
two or three items only each time an ad is run. 

Size of store and size of population make a difference 
and will be specially treated in a future article. 


Typical Advertising List 


Housewares (Six items) Prices 
Pe a ee $1.50 
Aluminum double boiler .................... 1.65 
URN nS 8 oo <a nc cabo eSoe come sa 6.75 
Pp ROA ROCHE cinco swe wiawleces viece vies 1.69 
RMI ooo sc, cise mae a eiargls ad Semi a pane See 49 
a Slee aaiis ov so catad ign ook oe wad eta bo EEO ar 

Tools (Four items) 

Ms 056. 50a x 3.6 seca ah Be teas ak ots 1.95 
EEE UII ois) ccna Sn Be ve wee Ca akws 1.49 
MS ioe ss cia cna Se heen case cn<wnus 1.25 
UIE ions POR GEN o wre bso Shee re denied 2.90 
Electrical Goods (Four items) 
MS 5 oan oo S eae coe ss ects nannies 9.95 
Electric toaster ........... 0c. cece cece ceeeee 3.75 
Blectric hot plates ...........ccccseccccecaes 3.85 
(rrr 7.95 


Six Special Items 


 NROR EE ae eee Gallon 2.10 
0 ee eres a 85 
INR coos lof Dawea sanchicweme stamens Each  .74 
IE ee ih: wdaicdiee aad odie > an ound 6a Each 1.45 
RE WE oo cckscadaaspee ce ceenesn 4 Ib. can 1.05 
SHO AGRE ass cae cls ca Fae bsp vice oieisinesd 6 ft. 2.40 


Price ranges as listed here are those at which the largest 
percentage of a given population respond by the day to advertised 
items, base price levels, in other words. Individual stores 
should raise or lower these prices 15 to 20% up or down, as 
the case may be, to suit its class of trade and the kind of 
values carried in stock. 
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This is a typical dummy layout, actual size—five columns by 8 inches—to illustrate placing of cuts and copy as a guide to the 


printer. 


(Reproduced by courtesy of Housewares and Hardware Service.) 
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A well arranged window by C. D. Franke Co., Charleston, S. C. 


HERE are two definite phases 

to the present day auto acces- 

sory market. The hardware 
merchant is in a position to handle 
profitable either or both phases. In 
a strictly retail way the proper ac- 
cessory stock has an increasing out- 
let to car owners. In a semi-jobbing 
capacity the hardware dealer will find 
an interesting and profitable market 
among local garages, service stations 
and those fleet owners who operate 
a maintenance department. The last 
group includes trucking companies, 
bus lines, taxi companies, etc. 

You will find that, without any 
special effort on your own part, you 
are serving both groups in your hard- 
ware department, selling them bolts, 
machine screws, tools, wire gaskets, 
etc. They must come to you for 
these lines and would, in most cases, 
appreciate the extra service afforded 
by the addition of the proper acces- 
sories. Let us emphasize the “proper 
accessories.” 

Like every rapidly growing indus- 
try, the auto market has been flooded 
with countless jimcracks, neither or- 
namental nor useful. Changes in auto 
models have altered accessory re- 
quirements. Constant additions to 
the standard equipment of all cars 
has eliminated the entire retail sales 
of many items formerly among the 
most active. But these constant ad- 
ditions have given the average mo- 
torist a desire for even more extras, 
many of them might be classed as 
luxury accessories. 

No cars are equipped with seat 
covers. Only the higher priced cars 
have bumpers, spare tires, tire locks, 





radiator temperature devices, radia- 
tor shutters and spotlights. 

The cheaper cars outnumber the 
higher priced cars by a wide margin. 
This is clearly shown in a report of 
Alfred Reeves, general manager, 
N. A. C. of C., who says the average 
retail price of cars sold in 1927 was 
$935.00. Stop lights and automatic 
windshield cleaners are standard on 
most 1928 cars, but thousands of 
used cars still running will require 
these items. All cleaners need re- 
placement of the rubber tubing and 
occasionally require new wiper arms. 





“Interesting Data on Number 
of Autos in Use 


HERE were forty motor vehicles 

registered in the United States in 
1927 to every mile of improved high- 
way of every type. 

“In 1926 there were thirty-four 
motor vehicles to every mile of im- 
proved highway of every type. 

“In 1918 there were seventeen 
motor vehicles to every mile of im- 
proved highway, showing in the ten- 
year period an increase of 130 per 
cent in the number of motor units to 
every mile of improved highway. 

“With the maximum load on the 
improved highways in 1927, each car 
would have had a space of only 44 
yards in which to operate as com- | 
pared with 52 yards in 1926 and 103 
yards in 1918. 

“To imagine all our motor vehicles | 
traveling over all our improved | 
highways at the same minute of the | 
same hour of the same day is, of 
course, a trifle fantastic, but this 
does not affect the significance of | 
what the figures disclose.”—N. Y. | 
Evening World. 


























Trends 

in 
Automobile 
Accessory 
Distribution 


Through 
Hardware Channels 


In the new cars there is a trend to- 
ward larger lens, which suggests the 
stocking of the larger sizes for re- 
placements. A further study of the 
present day cars, their standard 
equipment, replacement items and the 
extras needed will shed further light 
on the present day accessory market. 
It is a market worth study and cul- 
tivation, based on the findings of 
such study. 

We have yet to find the car 
equipped with adequate and good 
tools. Pumps and jacks are fur- 
nished, but the cautious motorist will 
want a better grade pump and a more 
substantial jack than those furnished. 

Every car on the road needs skid 
chains, skid chain adjusters, replace- 
mént cross links and the tool needed 
for replacing links. Spark plugs 
should be changed at least once a 
year, and the wise driver carries a 
spare set of plugs, spare fan belt, 
extra headlight lamps and a trouble 
lamp. A tire gage, extra valve 
cores, dust caps, tire rim, bolts and a 
tube repair kit are all needed and 
are not furnished with any car. As- 
sortmernits of cotter pins, lock wash- 
ers and nuts, if displayed with visi- 
ble price cards, have a remarkably 
active sale. 

After all, the problems of the 
hardware dealer in an auto accessory 
department are kindred to those en- 
countered in other departments. The 
majority of dealers are finding it 
more practical to handle accessories 
on a strictly over the counter mer- 
chandising basis. They do not in- 
stall, adjust or repair any of the 
(Continued on page 210) 
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Tires as Sales Accelerators 


They should be starting points for more sales. They have real 
merchandising possibilities. 


VER since manufacturers discontinued the mile- 
age guarantee and substituted a fair warranty 
for workmanship and materials, the hardware 

dealers of this country have become very important dis- 
tributive factors in tires and tubes. Observation of suc- 
cessful tire departments indicate that the average hard- 
ware merchant should handle tires on a strictly over the 
counter merchandising basis. 

It should be the purpose of the hardware merchant 
selling a tire to endeavor to show the customer the false 
economy of using an old tube in a new shoe. It is an 
important service to the customer, and the value of 
the second sale is obvious. He will appreciate the ser- 
vice of being informed as to the proper inflation to keep. 
This information is supplied by chart, issued by the 
manufacturers, showing the correct air pressure for 
each size, and it is not a difficult thing for a man to 
quickly learn the figures for the popular sizes. 

The customer. will, when he gets this information, be 
in a receptive frame of mind for a tire gage, a tube re- 
pair kit and, logically, a tire changing equipment. Tires 
are just as good a merchandising lead as any other item 
in the store. It is all up to the sales person. All lines 
have their related lines, and the hardware merchant who 
fails to familiarize himself with them is missing a rich 
vein of pay ore. The tire sale is, or should be, the start- 
ing point for a number of sales. Every motorist needs 
a jack, tire irons, rim wrench, fire caps and a set of valve 
cores. 

With all these extra sales possibilities, the retail sales- 
man can afford to give some real merchandising thought 
to the tire departments as well as a little extra time to 
the customer interested in tires. 

The recent New York Auto Show 
brought to light the increasing popu- 
larity of auxiliary racks, which en- 
able the motorist to carry two spare 
tires in place of the usual one. This 
is an indication for the hardware 
man to note—there will be more tires 
sold and more tire racks. As very 
few cars come equipped with even 
one spare, every new car buyer, and 
there will be many this year, is a 
prospect. The outlook is very en- 
couraging for new car sales in 1928, 
all of which will mean tire sales for 
the hardware merchant handling the 
line. 

The private motorist will be at- 
tracted by the usual forms of retail 


This is the auto accessories department of 

C, D. Franke Company, Charleston, S. C. 

Note the methods of displaying tires over- 

head, conserving floor space, yet having 
them convenient for selling. 


advertising—window displays, circular letters and news- 
paper space. The fleet buyer, however, expects and de- 
serves personal solicitation. Every business in your town 
or community using cars or trucks should be visited 
regularly and solicited on tires, tubes and the essential 
extras that are akin to tires. 

Registration lists giving names, addresses, model and 
make of car and manufacturers’ year may be obtained 
from your nearest license bureau and should govern your 
selling appeal and purchases on a study of automobile 
popularity in your natural trading territory. 

The best guide for controlling your tire stock is ex- 
perience, but a study of the registration lists will help 
you get started. 

The National Better Business Bureau says: 

“Because of the lack of a standard method of identi- 
fication of ‘seconds,’ sales practices have sprung up 
which have worked to the detriment of the tire industry 
as a whole. ‘Seconds’ or ‘rejects’ are tires which have 
failed to pass factory inspection and which are, there- 
fore, not qualified to compete with first grade tires. 

“The low price of ‘seconds’ is often not honestly 
stated, but is attributed to over-production, change of 
tread, change of color, or to slight surface blemishes. 
None of these statements is true, because a ‘second’ is 
a tire defective in workmanship or material. The word 
‘blemish,’ seized upon by many tire dealers, conveys to 
the lay mind the impression that such tires are merely 
suffering from slight surface defects which in no way 
affect their durability. In reality there is no such thing 
as a ‘blemished’ tire. Tires are either ‘firsts’ or ‘seconds’ 


and the term ‘blemish’ has been coined for trade prac- 
tices. ? 


(Continued on page 224) 
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Camp supplies and sporting goods are very closely related and the prospect 


for one can usually be sold the other. 


There Are 


Sixteen Million 


Auto Tourists 


Annually 


URING the past few years, with the coming into 

general use of automobiles and the building of 

good roads, a new field of sales possibilities has 
opened to the hardware dealer. Human nature is such 
that every automobile owner, and there are twenty-two 
million of them in the United States, has become a live 
prospect for the purchase of camping and auto touring 
supplies. Owning an automobile is a constant invitation 
to go somewhere, the ever increasing number of tourist 
camps are a solution of the “high cost” of traveling and 
all that is needed is some more or less essential equip- 
ment. 

Customers for camp and tourist supplies may be rough- 
ly divided into two classes—the local man and the tran- 
sient. Regardless of whether a store is located in a large 
city or a small rural town, local customers who are plan- 
ning a vacation trip form a large percentage of camp 
equipment buyers. It is to this class, who are to be com- 
pletely outfitted, that the merchant should cater, advising 
as to the most practical equipment and how to use it. At 
the same time the transient tourist who is already on his 
way, should not be neglected. It is more than probable that 
he has lost or broken some of his outfit and wants re- 
placements or, being unfamiliar with the territory he is to 
visit, has brought the wrong things. At any rate, the 
combined annual purchases of camp and tourist supplies 
by the local and transient customers throughout the 
country is estimated at somewhere around a quarter 
billion dollars. 


In going after his share of this enormous sales volume 
the hardware dealer must choose for his stock such items 
as are adaptable in his own territory as well as mer- 


The ever increasing number of tourist camps is testimonial 

to the growing popularity of auto touring. A visit to one 

of these camps will also show the wide variety of equip- 
ment used. 
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chandise which is of general practical utility to the 
camper. 

First of all, items to be considered by the prospective 
tourist and the dealer who intends to sell to him is the 
matter of shelter. Umbrella tents are popular for the 
reason that they can very easily be set up and taken down, 
have ample head room and can be compactly stored. 
Tents that are attached to the side of the automobile 
also find favor on account of the absence of bothersome 
poles and the ease with which they can be carried, while 
the good old roomy wall tent will always be in demand. 

In spite of the fact that hundreds of permanent tourist 
camps furnish cooking facilities and free or cheap fuel, 
camp stoves are in general demand. The various gasoline 
camp stoves on the market have much to recommend 
them to the auto tourist, compactness, no smoke, no 
ashes, no hunting for wood and indifference to wet 
weather. At the same time the camp grill is popular for 
shorter trips, picnics and the like. Along with the stove 
comes the idea of cooking utensils, and in this connection 
the outfits of nested kettles, plates, pans and cups have 
a strong appeal to the vacationist. 

There is also a ready sale for folding camp furniture 
such as tables, chairs and beds, while the average tourist 
will also stock up on such merchandise as firearms, fish- 
ing tackle, baseball goods, flashlights, vacuum bottles, 
bathing suits, cameras, pocket knives, golf goods, axes, 
lanterns, outboard motors, canoes and so on. 

For the dealer located in a town which supports a 
tourist camp, no better direct advertising can. be done than 
to furnish drinking cups or build a few picnic tables 
(with his name on them) or render some similar service 
to the tourist who stops there. Signboards along the 
highways leading into town will serve to direct the 
transient tourist to the store and free road maps and 
local resort information will help to make him a cus- 
tomer. 

For the local tourist, window and store displays are 
perhaps the best means of drawing attention and making 
sales. A model camp, completely equipped, set up either 
in the store or in the window, will prove a welcome re- 
minder to the man planning a camping trip. Also re- 
member that it “takes a sportsman to sell a sportsman” ; 
in other words, the dealer who takes his own vacation 
with an auto camping trip is in a far better position to 
intelligently sell camping supplies to his share of the 
16,000,000 people who annually go on a similar camping 
pilgrimage. 





Many cities and towns have provided the tourists with an ideal 
camping spot such as this one. Here you will find running 
water, lavatory facilities, equipment for cooking and w 

some handy means of obtaining food supply. In most instances 
the camp ground is municipally owned and operated. It is a 
common sight to read a roadside advertisement of some town 
urging motor campers to visit its camp. If your town has a 
camp you can arrange to feature your ad somewhere handy. 
Mileage cards with your name and phone number will attract 
some business. All of these camps have a phone line and some 
have electric lights. The camp itself requires hardware, and 
those who use it are logical prospects for anything and every- 
thing in the camping and touring line. If your town hasn’t 
a camp get busy and agitate for one. Your — in the 
retail line will — the value of a town camp and the 
local Chamb ce secretary will Hoe sag sell the idea to 

the necessary officials. 





Automobile accessories are one of the really good leads 
to the sale of other hardware items, and particularly so 
in the case of selling to the auto tourist. He is away 
from home and is altogether likely to have failed to bring 
along several items that his trip has revealed to him as 
necessary. He is almost certain to be a visitor to the 
hardware store for some item made necessary by the 
ordinary wear and tear on the car and the prompt ser- 
vice and solicitation for his welfare will make him a very 
profitable visitor. He will in turn, if satisfied by your 
attention, tell his friends at the auto camps and back 
home about your store and will be a return customer him- 
self. Be prepared for the summer and your share of 
this tremendous volume of trade that is coming to the 
hardware stores that carry automobile accessories. 








HIS pleasing 

window display 
depicting a camping 
layout would un- 
doubtedly exite the 
observer to action. 
The welcome shade 
of riverside trees, 
so effectively por- 
trayed on the back- 
ground makes an 
excellent setting 
for the presenta- 
tion of the mer- 
chandise. It is by 
Edwards & Cham- 
berlin, Kalamazoo, 
Mich. . A window 
like this appeals 
alike to the man 
who owns one and 
the man who does 
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Gift Shop 


Depends Upon 
The Store’s 








can profitably conduct a “gift shop” as a depart- 

ment of his store but there are enough of those 
who can so that every dealer should give its possibilities 
serious consideration. Generally speaking, it is the 
store in the larger city or town, which can most suc- 
cessfully build up a gift department but there are excep- 
tions to even that rule, for one of the largest and most 
profitable hardware store gift shops in the country is 
located in an agricultural town of 6000 population in 
central Illinois. 

To the dealer who has convinced himself that he can 
sell gift merchandise to advantage, probably the first and 
most important step to be undertaken is the employment 
of the proper sales help to take charge of the embyro 
department. Without question the head of such a de- 
partment and its buyer should be a woman. The greater 
percentage of gift shop customers are naturally women 
and a woman clerk is invariably much more successful in 


N= every hardware dealer is so located that he 





oe 


Artistic Atmosphere 
Helps Gift Sales 


The window displays on this 
page are examples of intelli- 
gent handling. In the upper 
photo, the display man of 
Morehouse & Wells has sur- 
rounded the items by an 
atmosphere admirably suited 
to them. China and glass 
items fit well into this set- 
ting of Japanese lanterns 
and attracts the women into 
the store. 


Oriental accessories are also 
effective in the window of 
the Nicholas Hardware, Oak 
Park, Ill., pictured at the 
bottom of the page. Here 
a painted background show- 
ing a pagoda and refreshing 
apple blossoms positively 
defy indifference. 


e 





Window display of gift 
items of Morehouse & 
Wells, Decatur, Ill. 


making suggestions and closing sales. Gift merchan- 
dise embodies a very considerable style element and a 
woman, as buyer, has a much better opportunity in 
keeping in touch with the trends of popular fancy. 
After the selection of the salesforce, the matter of 
the stock to be carried is to be considered. For the 
novice it may be suggested that he limit his stock to 
items that are rather closely related to his regular hard- 
ware stock. This would include electric table appliances 
such as toasters, waffle irons, percolators and the like. 
In addition table glassware is a ready seller and to this 
may be added fancyware, candle sticks, vases, bowls, 
trays, ash trays, smoking stands and so on. There are 
also carried in every hardware store many items which 
can properly be moved into the gift department, such 
as carving sets, game shears, the better grades of cutlery, 
oven glassware and others. In fact there is enough gift 
merchandise in the regular stock of the average hardware 
store to make its segregation in a temporary gift depart- 

















HARDWARE AGE for FEBRUARY 2, 1928 








Success 
Ability of 
Salespeople 






bed 






Walz Hardware, Saginaw, 
Mich., conduct this extensive 
gift department, and find that 
it brings a good class of trade 
for other items in the hardware 
store. 












ment at the holiday gift buying season highly profitable. ing into the store for small gift articles than during the 

Naturally the final step in operating a gift department washer demonstration. 
is to sell the merchandise. At Christmas time this is 
more or less easily accomplished, especially when fre- . ey 
quent window displays are used to call attention to the ; 
merchandise. However in addition to the holiday sales, 
there are the June wedding and wedding anniversary 
period, innumerable birthdays .and other occasions a 
throughout the year, all of which.mean gift sales: and 
it is here that the ingenuity of the head of the department 
should be used. If the proper person is in charge, classes 
for women in the making*of lamp shades, party favors 
and decorative bric-a-brac can be organized and atten- 
tion directed to the shop. Window displays of novelty 
items will always cause comment. 

One of the largest features in connection with a gift 
shop is the fact that it serves to attract women customers 
to the ‘store. An example of this was recently seen in a 
store that advertised a special demonstration of electric 
washers with only mediocre success. Some few days 
later, special items were advertised in the gift shop and 
as a result more washers were sold to the women com- 


































A suggestion as to the arrangement of gift depart- 
ments may be gained from these photos of a large 
and successful gift department in the middle west. 
This idea is applicable in this or a modified form. 
The little entrance to the department is inexpensive 
of construction and adds a note of individuality. 
Note also the neat arrangement of gift tables in 
the store. 
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Modern Show Card Numerals for the Beginner 





By Joseph Bertram Jowitt 


OW many things does the average person tackle 

in everyday business life, having never attempted 

a similar thing before, and how often have we 
surprised ourselves with the results we have accom- 
plished, which were beyond our wildest hopes and 
imagination. 

It’s our natural ambition to improve ourselves each 
day, thereby making ourselves more valuable. Success 
in life comes mainly through hard work, constantly striv- 
ing to reach the top of our chosen vocation. How true 
is the saying: “Those who never do any more than they 


MonGrec 





” 


are paid for are seldom paid for any more than they do. 

Our efforts are being constantly watched by others 
much more than we are conscious of, and all that some of 
us lack to reach our objective is more enthusiasm, pep 
and confidence in everything we undertake. One must 
believe in anything to make it a success. Don’t be 
discouraged by what the other fellow says. He hasn’t 
got your point of view nor your ambition. To some wha ~ 
have never attempted show card writing it seems almost 
insurmountable. They look at the pattern of the alphabet 
before them, or they may watch an expert in the act of 


ROMAN 


ABCDEFGHIJ 


LM NOPQRSTU 


WX) 





2 


— ¢—___. 





567890 
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The Remington Weekly Letter 


TALKING TO YOUR CUSTOMERS 


The slogan we have been preach- 
ing to jobbers, retail dealers and sales- 
men is “Show samples—talk points.” 
If you will read the advertisement 
reproduced in reduced form on this 
page, you will see that we are prac- 
ticing what we have been preaching. 
Our talk to the consumer is selling 
talk. We cannot show him samples 
in our advertisements, but we come 
as close as we can by showing him a 
picture of a Remington product and 
then we tell him why he should buy it. 


We are telling these little sales 
stories to a lot of people this year. 
The circulation of the magazines 
listed on this page is 13,747,889, 
and we shall give this audience sales 
talks on Remington goods from ten 
to thirteen times during 1928. Just 
run through the list of papers. You'll 
find many that are read in your town. 


GENERAL PUBLICATIONS: 
National Geographic, Saturday Evening Post, 
Popular Science, Popular Mechanics, Ladies’ 
Home Journal, Bankers’ Service Bulletin. 


FARM PUBLICATIONS: 


Country Gentleman, Successful Farming, 
Progressive Farmer, Southern Agriculturist, 
Southern Ruralist, Farm & Ranch, Pacific Rural 
Press, Pacific Northwest Farm Trio, Pacific 
Homestead, Farmers’ Guide, The Farmer, Wis- 
consin Agriculturist, Ohio Farmer. 


We have had a number of requests 
for reprints of these Weekly Letters 
to be distributed to salesmen a 
others. 
any of our customers 
upon request. 


We shall be glad to supply 
with copies, 





KNIVES 
THAT BITE 
Sal 
REMINGTON OFFICIAL 
SCOUT KNIFE, RS 3333 
Price, $1.50 





the Extra Value 


OYS, there is a lot of extra value inthe 
Remington Official Scout Knife and 
you can prove it for yourselves. All you 
have to do is compare. 
First of all and most important—this knife 
is really sharp because it is hand-honed at 
the factory. And here are fourteen points 
of superiority: 
A properly designed punch for making holes in leather, etc. 
A longer screw driver that gives better ——— 
A better bottle opener that works every tim: 
A heavier, razor sharp blade of high grade mal steel. 
A crackerieck atented can opener that will not slip or break. 
Shackle ri seted om = it will not come 
Scout emblem, ared” in nickel silver on handle. 
Unbreakable HL handle, Surin natural grasp of the hand. 
a ring of strong 18% as silve 
ished nickel silver ‘bolst 
The emington hallmark of poo mol etched into the blade. 
geen eee hold ponents securely Soh ee cracks that 
ently appear in handle when ham: 
" meal tess reinforced, stronger than pas ig will not rust. 
14. Scout emblem etched on the blade. 

If your dealer hasn't this knife in stock, send us his name and $1.50 for 
RS 3333, the Remington Official Scout Knife, or for RS 4233, the same pat- 
tern in a smaller size. The knife will be mailed to you promptly, postpaid. 


REMINGTON ARMS vee i Inc. 
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Reming gton, 





© isan. a.co. CASH REGISTERS SERVICE MACHINES 1796 
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One of the Ri ad verti. appearing in 
Boys  staodaaenite oneal. size. 
BOYS’ PUBLICATIONS: 


Boys’ Life, American Boy, Youth’s Com- 
panion, Open Road for Boys, Boy Scouts’ 
Handbook. 


OUTDOOR PUBLICATIONS: 
Hunting & Fishing, National Sportsman, 
Outdoor America, Outdoor Life, Hunter-Trader- 
Trapper, Field & Stream, Rod & Gun in Can- 
ada, Sportsmen’s Review, American Rifleman. 


TRADE PUBLICATIONS: 
Hardware Age, Hardware Retailer, Hardware 
World, Sporting Goods Dealer, Sunset Maga- 
zine, Sporting Goods Journal, Paines Cutlery 
Journal, Manufacturers’ & Jobbers’ Bulletin. 


President 


REMINGTON ARMS COMPANY, Inc. 


Telephone, Bowling Green 3392 


25 Broadway, New York City 
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Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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lettering. The letters all seem so perfectly round and 
accurately done it all seems more difficult than it really 
is. Our first attempt at lettering is naturally a little 
awkward, but then think of the beginner a few years 
back who was brave enough to attempt show card writ- 
ing with the old style methods and tools. Most of the 
technical books of instruction on lettering were compiled 
by an authority on lettering who lacked the practical 
experience, the result being that the lessons were “over 
the heads” of most beginners. 

These lessons published in HARDWARE AGE start the 
beginner on a straight road; he is not compelled to make 
a tiresome detour to accomplish the same result. 

Here is what one ambitious and enthusiastic hardware 
clerk did: he made up his mind to surprise the boss; he 
realized the importance of show cards and price tags in 
the store, so he took home a little package one night 
which contained the following: 

A copy of Harpware AGE, showing the latest prac- 
tical way to make show cards. 

One 2 oz. bottle of black and one of red, show card ink. 

One No. 8 and one No. 12 Red Sable show card 
brushes. 

One ruler or straight-edge of some kind, and half 
dozen assorted lettering pen points. 

This is all the outfit he will need to begin with and it 
won’t make a very heavy bundle at that. 

The question of cardboard or paper to practise on was 
an item that puzzled him at first; cardboard was too ex- 
pensive to practise on and white paper was too hard to 
get. Then he remembered that some time ago in Harp- 
wake AcE he read an article on how to reduce the cost of 
practising to a minimum by using old newspapers. The 
help-wanted columns are generally free from heavy 
faced type and illustrations. The newspaper absorbs 
the show card ink and makes an ideal surface to practise 
on. He now proceeded to practise in the following 
manner : 

In making all numerals and letters, whether it be an 
outlined or filled in, or solid single-stroke letter, the first 
stroke should begin at the left. Take, for example, the 
plate shown here of Mongrel Roman numerals. They 
are arranged or grouped in a different way than the usual 
rotation of 1, 2, 3, 4, 5, 6, 7, 8, 9,0. They are grouped 
in this way so as to give the beginner an idea of just how 
they should be spaced when used on price tags. 

The little white “BREAKS” which appear in the out- 
line of the figure 2 show where the beginner should 
remove his brush or pen from the paper and begin again, 
instead of attempting at first to continue the stroke, as 
he will be able to do later on when he will, through prac- 
tise, have better control of the brush. 


4\ 
78 


8 vo 





All these little, short strokes are necessary until the 
beginner is able to make a solid, continuous stroke like 
the top of the figure 3, which shows no “breaks.” 

These short strokes apply only to the round or curved 
letters. The numerals 1, 4 and 7 are made without 
“breaks.” Study the way the arrows point on this plate 
and remember that the strokes are all made from LEFT 
TO RIGHT, beginning the LEFT stroke first. 

In cutting different size price tags it is more econom- 
ical to stick to the regular standard sizes. The ten dif- 
ferent sizes shown here are so designed to avoid leaving 
any waste. 

A “full sheet” of cardboard measures 22 x 28 in.; 
from this sheet may be cut these popular sizes without 
leaving waste to throw away. 

A little scroll-work around a picture if done in light 
gray will give the effect the picture was drawn on the 
card instead of pasted on. These scrolls may be worked 


around any picture in the following manner: First circle 

the entire picture with semi-circles, making one convex 

and the other concave, until the entire picture is encom- 

passed (this should be done in lead pencil) ; then proceed 

to cut the picture out with a pair of scissors or a sharp 
(Continued on page 220) 
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with 
R-W 
All of the buildings, 
here shown, have R-W 
equipment. This includes 
Industrial Door Hard- 
ware, Slidetite Garage 
DoorHardware, FoldeR- 
Way Hardware, Barn 
Door Hardware Eleva- 
tor Door Hardware, Par- 
tition Door Hardware, 
OveR-Way Conveying 
and Lifting Equipment, 
andAutomaticFireDoors. 


Think of it—the same 
make of doorway hard- 
warein permanent,stand- 
ard use from Chicago to 
Australia, and from The 
Argentine to Broadway! 


What better evidence 
could we produce to 
prove the breadth and 
scope of the service offer- 


ed by Richards- Wilcox? 


AURORA, ILLINOIS, U.S.A. 


Round the World 
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Proper Delivery Service 


ERHAPS no other phase of modern hardware mer- 

chandising is so vitally important and yet so uni- 

versally neglected as is the retail store’s delivery 
service. Unfortunately, too many retailers look upon it 
as a liability forced upon them by competition rather 
than a tangible asset to their business. The very item 
“delivery expense” is a misnomer, and the delivery ser- 
vice, together with the delivery equipment it takes, can 
better be considered as an “investment” capable of pay- 
ing rather handsome dividends. The difference between 
delivery service as an expense and as investment is 
wholly in the’way in which it is rendered. 

Not so many years ago the average customer did not 
ask or expect his purchases, except for the bulkier and 
heavier items, to be delivered, but naturally took them 
with him. Particularly was this true with the farmer 
customers who drove into town in a wagon and hauled 
their merchandise home themselves, However, the 
changed living habits and conditions have caused a 
steady growth in the demand for delivery service, and 
today 60 per cent of urban hardware sales and approxi- 
mately 25 per cent of country sales must be delivered. 

There is no question but that some customers abuse 
this service and ask for the delivery of small purchases 
that they could easily carry, and on which the margin 
of profit is completely wiped out by the cost of this extra 
service. However, the dealer can very largely regulate 
the number of requests for delivery by the simple power 
of suggestion. The average customer is very susceptible 
to suggestions, and if he is asked, “Do you wish this 


~ 


A fleet of eight trucks is operated by C. A. Londelius & Sons, Chicago hardware dealers. 
is watched as carefully as a train schedule, and there are no needless trips or wasted time. 
with one small truck held in reserve for emergencies and special rush deliveries. 


—a Real Business Asset 


delivered?” will invariably answer in the affirmative. 
He is also lazy, and if given a free choice in the matter 
with “Do you wish to take this or have it sent?” will, in 
the majority of cases, choose the less strenuous alterna- 
tive for himself, namely have it sent. On the other 
hand, “You wish to take this?” will almost invariably 
gain his immediate assent and eliminate a needless de- 
livery. 

The value of a properly conducted delivery service is 
perhaps largely indirect, but it is at the same time real. 
The delivery man, the equipment he uses and the ser- 
vice he renders is the last contact, and often, thanks to 
the telephone, the only actual contact, which the customer 
has with the store during the purchase of merchandise. 
The appearance of the driver, his manners and the ap- 
pearance of his delivery truck all create the last, and 
usually lasting, impression which the customer receives 
of the store. A slovenly, dirty driver with a dilapidated 
truck, making a tardy or unbusinesslike delivery, will 
often cause a dissatisfaction with the whole transaction 
that may loose the customer to the store. On the other 
hand, a neat employee, courteous and tactful, can do 
much in promoting good will toward the store and is 
in a position many times to really sell the customer com- 
plete use of and satisfaction in the merchandise. In 
either case the delivery man is usually the only member 
of the store organization who has an opportunity to visit 
the customer’s home, and upon the succe$s of that visit 
depends the store’s reputation. 

(Continued on page 222) 





The delivery schedule of these trucks 
Each truck serves a definite territory, 
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The Newest Reo Speed Wagon 


6 cylinders, L type head Coupe Cab 4-wheel internal hydraulic 
3%-inch bore, 4-inch stroke Available as chassis alone brakes 

< Unit power plant cab and chassis 123-inch wheelbase 
4-point suspension or Irreversible steering gear 
7-bearing crankshaft three standard body styles: Extra long semi-elliptic 
Aluminum alloy pistons Full panel body springs 
Thermostatic temperature Stake body Malleable iron artillery wheels 7 


control : Express body Automatic chassis oiling 
Semi-automatic spark control (with or without canopy top) (Myers Patent) 


Single-plate clutch Fully equipped throughout 


A Speed Wagon for 937 of all Hauling Jobs 7 
Junior Tonner Standard Master Heavy Duty 


Capacity up to Capacity up to Capacity up to a ton Capacity up to 
one-half ton one ton two tons 


\ ; _ 
The Tonner 


and a half 





. S ast " UY, 4 Yy 
faster. sure1 Ceasier, cheaper hauling Yy 
REO MOTOR CAR COMPANY, Lansing, Michigan W ff f 
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Profits for the Hardware Merchant 
‘with a Sporting Goods Department 


By Henry O. Yunker 


Sport Goods Manager, Erie Hardware Co., Erie, Pa. 


SPORTING Goods Department in the average 
hardware store can be conducted so as to result 
in a very profitable income if a little thought and 

proper display of the goods are used. 

There are practically no off seasons, for no sooner 
does one sport end than another begins. People will 
buy goods for their fun and amusement and let many 
other things go. 

At this particular time of the year we make a specialty 
of skis, toboggans, skates and sleds and also the indoor 
winter sports of basketball and gymnasium work, which 
takes in a wide range, and a dealer can make his stock 
as large as he dares to carry for the sale is sure to be 
there on these items. 

As soon as the balmy days of spring arrive we pre- 
pare for the angler. He is a good sport and buys surely 
and freely of those things which appeal to him. We 
endeavor to specialize in his particular little wants and 
in this way we have him coming to us for a variety 
of other things. 

Through an arrangement with our County Treasurer 
we make it possible for the fisherman to secure his 
fishing license at our store. This usually makes a sale 
of some tackle for us and also gives us a very up to 
date mailing list of live prospects for many other sport- 
ing items. 

Fishing, as most people know, is a disease for which 
there is no cure. 

Baseball equipment, and many other summer items are 
easily sold and it is our endeavor to please the youngster 


Reading matter continued on page 170 


in even a small purchase, for this brings many other 
youths to our store and means good cash business. 

Camping and equipment play a good part and the 
vacationist and tourist are easy spenders for many a 
sporting item. 

Golfing stands alone, and our display of clubs is so 
arranged that the shopper can handle and pick over what 
he likes. This creates a desire and often times results 
in a sale of a full set of clubs. 

Early in the fall we always make up a hunting display 
window, using some mounted animals and birds with 
twigs and branches as a background, and a display of 
a few guns and other hunting equipment is sure to stop 
anyone with sporting blood in his veins. Our gun dis- 
play in the store is so arranged that a customer can go 
right up and pick up any gun which may appeal to 
him, and we have found that extra sales of guns can be 
made by selling them on the lay-away plan, that is, 
letting the customer select a particular type and model 
and allowing him to make payments until it is paid in 
full. 

We have, even this early in the year, several lay-away 
guns for next fall. 

With the hunting season over, the holiday time arrives 
and this is the time that all sorts of sporting goods are 
sold for every member of the family. 

Show the better items first. These will get you a 
larger sales volume and profit. You can always show 
the less expensive, if the better ones are not acceptable 
to your customer. 
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Get Ready for a Great 
Refrigerator Market 
This Spring 


More families in your trading locality are likely to 
buy their first refrigerator this spring than ever before. 
In the large majority of cases, it will be an ice re- 
frigerator. 

If you do not handle refrigerators, you are needlessly 
missing a profitable business. Many hardware stores 
have demonstrated that they can sell refrigerators profit- 
ably. Your customers must go somewhere to buy them. 
Why not to your store? 

The Challenge line is widely sold by the hardware 
trade. It is a substantial, broad line of established repu- 
tation and dependable quality. It is one of the oldest 
and largest Michigan refrigerator plants. Our factories 
cover 20 acres and include our own porcelain plant. 





Here you will find an inexpensive but well made mul- 
tiple wall ice box for the family of slender means, and 
the line grades on up to the all porcelain Iceberg, the 
last word in a refrigerator. 

We invite you to write your hardware jobber, or to 
us direct, regarding the Challenge agency. There is no 
time to be lost, if you are going to be ready for the early 
spring demand. 


CHALLENGE REFRIGERATOR COMPANY, GRAND HAVEN, MICHIGAN 
Established 1883 





Here is a window 
that will quicken 
the sales when the 
baseball season 
commences. It is 
by T. B. Rayle, 
Detroit, Mich. In 
the lower photo is 
the sporting goods 
section of the 
White Hardware 
Co., Wilkes-Barre, 
Pa. Both find these 
departments profit- 
able investments. 
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PROFITABLE 
SPORTING 
GOODS 
DEPARTMENTS 
These hardware 
stores find sporting 
goods profitable 
lines to handle. A 
varied line is dis- 
played by Pierce 
Hardware Co., 
Taunton, Mass. 
(left). The display 
in the oval is by 
S mith - Watkins, 
Hardware Co., 

Lexington, Ky. 
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“NEVEHFAIL” 


CORN SHELLER 


For shelling corn for 


CORN SHELLERS 
GRIST MILLS 
SHOE LASTS 
SHOE STANDS 
SHOE REPAIR OUTFITS 
LAWNMOWER SHARPENERS 


CORN SHELLERS , .. “ee 











“RAPID” 
GRIST 
MILL 


GRIST MILLS 


For grinding corn for poul- 
try and live stock. Will also 
grind fine enough for corn 


poultry and live stock. 
Made in four styles— 
“Gem,” “Little Giant,” 
“Neverfail” and “R & 
H”—the four biggest- 
selling Hand Corn Shel- 
lers in the world. Made 
of heavy cast iron, care- 
fully machined and fit- 
ted, finished in black and 


red enamel. 


The Old Reliable Line 
That Your Trade Knows 
and Respects. 


For well over a quarter of a century 
Fate-Root-Heath products have been 
favorably known and in increasing de- 
mand because of their unfailing satis- 
faction and honest worth. Year in and 
year out there is substantial demand 
for this equipment. 

Round out your lines this year with 
these steady sellers. There’s an ex- 
tremely liberal margin of profit on 
every one. 

Write us for attractive catalogs in colors. 


meal, oyster shells, beans, 
coffee, etc. The burrs are 
of special metal, extremely 
hard, and will outwear three 
sets of ordinary iron burrs. 
Made in two styles, “Rapid” 
and “Korn King,” and three 
sizes. Largest size made 
for hand or power. Fin- 
ished in red enamel and 


gold. 








G 


SHOE LASTS AND 
STANDS AND SHOE 
REPAIR OUTFITS 


We are the originators of 
the “Home Shoe Repair- 
ing Outfit,” and manufacturers of Iron 
Shoe Lasts and Stands, in twenty different 
styles; also Quick Repair Jacks, Lap Lasts, 
Foot Rests, Shoe Hammers and Hand Rivet- 
ing Machines. Write for Catalog and prices. 


ity 


OHIO LASTS AND 
STANDS 





“IDEAL” & “PEERLESS” 
LAWNMOWER 
SHARPENERS 


Made in two sizes—‘“Ideal” for Hand Lawnmowers, and “Peer- 
less” for Hand, Horse and Power Mowers. Sharpens all makes 
of mowers scientifically—quickly—perfectly. Special Grinding 
Wheel Attachment for sharpening grass shears, sickles, scythes, 
etc. Skate Sharpener Attachment sharpens all makes of skates 
—including hockey. Earns money all the year round. Thou- 
sands now in use. Write for handsomely illustrated Catalogs. 





“PEERLESS” SHARPENER 


THE FATE-ROOT-HEATH COMPANY 
PLYMOUTH, OHIO 
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Your 
Paint 
Department | 











ERE are two suggestions that have resulted in 
increased sales of paint for the dealers who have 
employed them. Gee is for the household sales, 

the other for outdoor building jobs. Briefly they are: 

1. Keep a carefully tabulated list of all buildings for 
which you supplied the paints with all dates and data, so 
that every job can be instantly cited as a part of your 
paint display. 

2. Keep a watch on household magazines and _ local 
newspapers for articles on use of paint and use these 
suggestions for placards and displays in your windows 
and at your paint counter. 





Painting a house, today means considerable to the 
average home owner or landlord. The cost and trouble 
are sufficient to make most people think seriously about 
the undertaking. They want to be shown. They want 
to know that the paint that you sell them will last and 
that the color combination they have in mind or 
that you suggest will look well. In other words they 
want to see samples of your merchandise and it requires 
a good bit of imagination to visualize a house or other 
building picture complete, from looking at paint chips 
or even painted paddles. 

In fact, these paint prospects want to see a house and 
its outbuildings painted as suggested and also to see 
with their own eyes, proof that this paint will last as 
many years as you say it will. Probably they have 
bought paint in the past and found that its useful and 
beauty life was only about half of what the seller stated. 
So why not put several of these jobs in your sample case 
and show them on every occasion? It is a simple task. 
A notebook and pen are the materials required. 

One salesman who employs this method of showing 
samples, carried with him a loose leaf notebook in which 
are kept the details of all of the housepainting jobs that 
he has sold and as many others as he can get the particu- 
lars on. He arranges these specification sheets in alpha- 
betical order with a cross index for dates. 







Pierce Hardware Co.'s, Taunton, 

Mass., paint department is pic- 

tured in the upper photo. . The 

paint department below is that 

of Berghauser ware ee 
Fulton, Mo. 








This salesman has found that every detail is worth 
noting. He makes note of the size of the house, the 
date of the sale of paint, date of application; catalog 
name or number of colors, cost of each kind of paint, 
which are totaled for quick reference; cost of labor and 
elapsed time; the time required if the householder did 
the work and where and how he obtained ladder, etc. ; 
troubles encountered, if any; remarks if any peculiar 
situation developed. 

This data is all gathered at the time the painting is 
done and then in his rounds, the salesman watches for 

° (Continued on page 221) 
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Continental All Metal 
Extension Window Screen 





Wood Frame or Metal Frame 
Cloth Window Ventilators of Quality 
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Screen Doors, 
Window Screens, 


Cloth Window Ventilators 


and 
Combination Screen 
and Storm Doots 


For more than twenty-five years the 
Continental Screen Company have built 
up a world-wide reputation and demand 
for Quality Screen Doors, Window 
Screens and Cloth Window Ventilators. 


They have built QUALITY into every 
product. They have backed up this 
quality with a SERVICE that helps 


jobbers and dealers in a practical way. 


Shipments are sure and prompt. Large 
stocks are always instantly available. 
Seven large plants strategically located 
are ready to serve you—the complete 
line of Continental products can be had 
from one source of supply. 


Continental Distribution Car Service 
saves the dealer the local freight. You 
receive fresh, clean, perfect goods with 
only one handling. 


More than 400 jobbers handle the 
Continental line. 


Your Jobber will supply you. 


CONTINENTAL SCREEN CO. 


Detroit, Michigan 
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That Holiday Cutlery 
You Sold, Now Needs 
Good Grinding 





Finished 


in 
Royal Purple 
in 5 sizes 





4” x 1” Wheel 


SELL THEM CHENEY and 
ROYAL GRINDERS 


Now is the time for dealers to display good, 
practical grinders where their Holiday cutlery 
trade can see them. 


More cutlery and edge tools were sold during 
the Holiday season than at any other time of 
the year. Grinders are now in demand. 


Be prepared with a good stock of the popular 
Royal and Cheney Grinders. 


These grinders have given the highest satisfac- 
tion since 1866. The high grade materials used 
in construction, the abrasive, the attractive finish 
—everything about them lend to make an un- 
usually attractive display. 


Jobbers supplied direct. Dealers through their 
Jobbers. Note address in trade mark. 








THE BURNS BREAD KNIFE 








The serrated edge cuts with each motion of the hand, 
producing a clean cut without tearing the bread or 


making crumbs. It is not in a class with ordinary 
cheap bread knives, but an article of merit that you 
will appreciate. The serrated edge will last for years 
and can be resharpened by rubbing the smooth side of 


the blade on a whetstone. 





THE BURNS GRASS SHEARS 


Patented Serrated Edge 
The small teeth grip the blades of grass and cut clean. 
Made of the best steel, hollow ground and highly polished, never 
require sharpening. 


The Burns Mfg. Co., Syracuse, N. Y. 


“SERRATED EDGE CUTLERY” 
Please Write for Catalogue and Prices 











CBTES 


Since 1880 


Used the World Over 


Wherever hair is cut or 
animals sheared—there you 
will find Coates Clippers 
giving entire satisfaction. 





Styles and sizes for every 
requirement of shop or 
home. 


Standard for nearly half-a- 
century. Ask your Jobber 
to supply you. Write for 
Catalog and Discounts. 


Hair Clippers, Horse Clippers, 
Electric Animal Clippers 


(Cates CLIPPER & MFG. CO. 
Worcester, Mass., U. S. A. 
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CUTLERY 








MERCHANDISING IDEAS « =. 


NEW ITEMS 








Dwight Divine & Sons Have 
Improved Boy Scout Knife 


Dwight Divine & Sons, Inc., Ellenville, 
N. Y., are now manufacturing the Ulster 
Official Boy Scout Knife of improved de- 
sign. The pocket blade is of oversize 
design and is unusually large and rugged 
in proportion to the size of the stag handle. 





The screw driver is taper ground to fit 
small and medium size screw heads. The 
can opener is sharp and has a “non-skid” 
device. Its cutting blade is made of hard- 
ened tool steel, and the guide has a ser- 
rated tread which prevents slipping. Riveted 
to the guide is a round pin grooved to rest 
on the rim of the can and holds the cut- 
ting tool close to the edge of the can. 
The punch or reamer is taper ground and 
can be used for cleaning spark plugs. The 
springs have been designed so that all 
blades open easily. Each knife is mirror 
finished throughout and packed in an at- 
tractive individual gift box. 


How Do You Display Cutlery? 


Cutlery, because it lends itself to good 
display, is often the best displayed mer- 
chandise in the average retail hardware 
store. There are many different methods 
of display, all of which seem to be pulling 
in profits for the retailers. 

Some dealers have found that a display 
of kitchen and other types of knives on 
inclined panels in show cases, has been 
very successful. Others maintain that a 
horizontal display, about eight inches under 
the glass top is most effective. Many 
dealers have mounted knives and shears on 
sliding panels or on the display panels of 
wall equipment. 

If you display your cutlery horizontally, 
and it is a good seller, try mounting sev- 
eral items on inclined panels in your show 





cases. A trial will convince you which 
method is best suited for your store. One 
dealer who had satisfactory cutlery sales, 
turned his cutlery case around, so that it 
faced the back of the store, and increased 
his sales! 


Carborundum Display Cards 


The Carborundum Co., Niagara Falls, 
N. Y., is now distributing to the retail 
trade an assortment of six uniform display 
cards. These cards, measuring 9 by 12 in., 
are done in red with a bright green border. 





in black and white. 


is 
Each card carries one actual stone. 

The card illustrated is No. 115D, carry- 
ing a No. 115 stone for chisels, plane bits, 
planer knives, etc. 


The illustration 


New Russell Cutlery Catalog 


John Russell Cutlery Co., Turners Falls, 
Mass., manufacturer of “Green River 
Works” cutlery, recently issued a new 
catalog, the important feature of which is 
the adoption of a list and discount system 


of prices. 
In this catalog are illustrated in color, 
several new pieces with colored handles as 


well as all the regular line manufactured 
by the company. 








Adolph Kastor & Bros. Move to 
Larger New York Offices 


After spending more than 50 years in the 
neighborhood of Duane Street, New York 
City, Adolph Kastor & Bros., cutlery im- 
porters and manufacturers of 109 Duane 
St., will move to 1237 Broadway, on or 
about Feb. 1. These new quarters are 
centrally located in a modern building near 
30th St., and will provide the firm with 
more space than they had in the four floors 
at the old location. 


Continental Mfg. Co. Offices Are 
Large and Attractive 


The Continental Mfg. Co., cutlery manu- 
facturer, recently moved into its large 
and attractive offices at 37 W. 23rd Street, 
New York City. The display room is fin- 
ished in solid mahogany, with leaded glass 
doors which lift up to the ceiling, allowing 
an unobstructed view of the merchandise 
on the glass shelves. In the center of the 
room are four flat display cases contain- 
ing tableware and cutlery. The foyer is 
also finished in mahogany and has heavily 
upholstered chairs for the comfort and 
convenience of callers. These new quar- 
ters are” both commodious and attractive. 


Do 9 Out of 10 Carry Pocket 
KniyesP 


Stop any ten men on the street and ask 
them if they have a pocket knife. You 
will be surprised at the large majority 
who do not carry a knife in their pocket. 
Here is a big market for you to shoot at. 


Graef & Schmidt, Inc. to Move 


Graef & Schmidt, Inc., importers and 
manufacturers of cutlery and also dis- 
tributors for J. A. Henckels Twin Works, 
will move very soon, from 107 Chambers 
Street, to 456 Fourth Avenue, New York 
City. This firm has been located at the form- 
er location for many years, but needed addi- 
tional space for expansion. The new offices 
are conveniently located, close to hotels 
and transit lines and will help the com- 
pany to better serve its many customers. 
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Cutlery Helps Dealer Start 
Gift Department 


A good stock of cutlery is a fine start 
toward a gift section in a retail hardware 
store. More and more people are coming 
into the hardware store for remembrances, 
for it is a well known fact that cut- 
lery makes a most acceptable gift. Try a 
small stock of fountain pens, novelty 
clocks, toilet sets, etc. Display them adja- 
cent to your cutlery and you will be sur- 
prised at the increasing profits from this 
line. 


Keep Knife Joints and Springs 
Oiled 


Good pocket cutlery leaves the factory 
with the joints and springs of each blade 
oiled. After the knife has been out of 
the factory a short time the oil dries out. 
Insure the customer of having a smooth 
working tool by putting a drop of oil in 
each joint of the knife when you sell it 
to him. A small oil can kept in the cor- 
ner of the cutlery case will provide this 
service at little or no trouble. 

Oiling the joints of a knife impresses 
the customer with your desire to serve and 
convinces him that you know your busi- 
ness. Little things like this make for that 
inestimable asset, “Good will.” 


Investigate the Market by 
Borrowing Pocket Knives 


The president of one of the country’s 
largest cutlery manufacturing plants deter- 
mined to find out for himself the extent 
of the market for pocket cutlery. He bor- 
rowed the use of a pocket knife from 
80 or 90 men, mostly strangers, and dis- 
covered that out of the entire lot only two 
were in good conditions. 

This method of investigation developed 
the astounding fact that at least 78 out of 
80 men were prospective buyers of pocket 
cutlery. This is a big target to shoot at, 
and there ought to be very few stray shots 
or pocket cutlery sales lost. 


Are you Wasting Sales Energy? 


All good cutlery is sold on confidence. 
Is there any use in creating five dollars’ 
worth of confidence and then showing a 
seventy-five cent knife? Build up confi- 
dence, but show the knife that will justify 
the confidence. A three-dollar knife sale 
is as easy made as a seventy-five-cent one. 
It also adds to the customer’s satisfaction 
and the store’s profit. 


Try a Pile of New Pennies in 
Your Next Cutlery Window 


There is an old superstition of many 
years standing that a gift with a cutting 
edge signifies that there will soon be a 
cut in the friendship between the donor 
and receiver. This is only a superstition, 
proved so by the large purchases of cut- 
lery for gift purposes. But the supersti- 
tion can be capitalized. Try a pile of new 





pennies, procured from your bank, in the 
next window display of cutlery. Make a 
sign, saying that you will give each pur- 
chaser a brand new penny, for the ex- 
change of the penny is supposed to break 
the spell. 


Keep the Handles Nearest to 
the Customer 


It is a generally accepted fact that the 
handles of knives or shears should be 
placed downward when these items are 
placed on display. There is no rule for 
this method of display, but it gives the 
customer an instinctive “feel” of the item. 
Try it yourself. Stand in front of your 
cutlery display and center your attention 
on two kitchen knives. Have one with the 
blade nearest you and the other with the 
handle nearest you. Which holds your 
attention? 


Suggest Whittling and Increase 
Sale of Pocket Cutlery 


An old idea, yet a good one is as fol- 
lows: Have a block of wood, partly whit- 
tled with a jack knife blade partly inserted 
in an incompleted slice. Place it in a 
corner of your window or pocket knife 
display counter. Near it place a show 
card—“Good knives for whittling at—” 
or some similar selling appeal. All boys 
no matter what their age, like to whittle 
and this suggestion ought to bring an in- 
creased sale of pocket cutlery. 


Why Not Sell Shaving Powder, 
Cream, Brushes? Try It 


Inasmuch as the hardware store has 
been known as a “man’s store,” selling the 
majority of its stock to men, why stop 
with the sale of a razor or a strop? Is 
not the hardware store the logical place to 
secure complete shaving equipment? A 
large stock of powder, cream, lotion, etc., 
is not necessary to start this profitable de- 
partment. At the present time many stores 
sell razors, blades, strops, and stones, so 
the addition of the remainder of the line 
is not out of place. 

Prepare a window and let your trade 
know that you can fulfill their entire shav- 
ing requirements. 


Another Window Display Idea 
That Ought to Be Valuable 


Many hardware dealers have seen pocket 
cutlery stuck into corks and then balanced 
on pins, which had been inserted in corks 
or blocks of wood. Another good idea is 
worth trying, here it is: Get several small 
bottles, cork them and if necessary partly 
fill them with water, to prevent tipping. 
Take a small strip of wood and balance 
two knives on it. Then place the wood on 
a pin that has been driven into the corked 
bottle. An electric fan, placed in the win- 
dow near the display, but hidden from 
view, will cause the wood with the balanced 
knives to revolve. This will attract at- 
tention to your windows, with people 
speculating what causes the revolving, 





Extras Help the Cutlery 
Department 


Throughout the western section of the 
country it is a common sight to find hard- 
ware store cutlery departments featuring 
fountain pens, automatic pencils, thermom- 
eters, small ornamental clocks, leather spe- 
cialties and numerous other novelties. 

These extras spruce up the cutlery de- 
partment and make it a haven for cus- 
tomers seeking small gifts. Fountain pens 
and pencils may be displayed in small cases 
similar to those used for manicure sets, 
which should, of course, be featured in the 
cutlery department. 


First Person Advertisements Are 
Novel and Effective 


Novel and appealing “first person” ad- 
vertisements, which speak in a friendly 
and convincing manner, have been used 
with good results in many stores. These 
advertisements are not difficult to prepare 
as they can reflect the personality of the 
dealer. 

Make the advertisement read as if the 
product featured were speaking. “I am 
a well known, sturdily constructed knife, 
looking for a good home” and “I am ex- 
ceptionally well built, will live for many 
years and can help you in many tight 
places,” such phrases will catch the eye 
and entice further reading. 

When a chain is provided with a Boy 
Scout or camping knife, it might be well 
to have the chain appear as the border of 
the advertisement. 


Use Tables for Cutlery Display 


When floor space near the front of the 
store is not occupied with permanent fix- 
tures and a cutlery sale seems advisable, 
try this method of display. Secure two 
or three light, round tables, or card tables. 
Place them near the entrance door and 
cover them with a green or orange colored 
fabric. A one inch strip of cardboard or 
lighf wood, tacked around the edge will 
prevent any items from being brushed or 
knocked off the tables. 

On these tables can be placed the cutlery 
that is on special sale and with a few clear 
price cards, the disposal of these items 
ought not to be very difficult. 


Background Color Important for 
Good Cutlery Display 


Backgrounds for cutlery display are 
both necessary and important. The bright 
shining surface of polished steel is attrac- 
tive and it can be made more so, by show- 
ing it to the best advantage. Some deal- 
ers have found orange silk very effective, 
others have tried a green background. 
Black velvet or plush is effective and can 
be used with good results. Take your 
cutlery, look at it carefully, both when the 
sun is shining upon it, and under artificial 
light and see if a background of another 
color would be more effective. 
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TAPLIN 


Egg Beaters 
for 1928 


NEW COLORS 
NEW FEATURES 
NEW BEATERS 


Handles now supplied in 
the handsomest of pre- 
vailing popular colors. 


Write for particulars of 


NEW ITEMS 
NEW TOYS 


and attractive proposi- 


tion for 1928. 


Beater and Bowl Sets, Can 
Openers, C ake Turners, 
Betty Taplin Toys. 


The Taplin Mfg. Co. 


New Britain, Conn. 





INTRODUCING OUR NEW MODEL 


ULSTER OFFICIAL 


BOY SCOUT KNIFE 





Approved and licensed by the Boy Scouts of 
America. All blades mirror finish. Each knife packed 
in an attractive gift box. 


One of the complete line of Ulster Quality Pocket 
Knives. 


Made by 


DWIGHT DIVINE & SONS, Inc. 
ELLENVILLE, N. Y. 














How High Are Your. Sales 
Per Customer?— 


ee GEM 99 


increases 
them! 


HE — customer 

who comes in to 
purchase other 
ij things, pauses to 
i buy a Gem or Gem, 
i Jr. The Gem dis- 
4 play means extra 
Mi]' sales. 
gman All customers like 
those handy nail- 
clippers because they 
fan trim nails and hang- 
ai nails perfectly, and 
| work easily with 
either hand. 





Gem 50c. 


The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier's, 
and Judge. 
——" Transparent Du Pont “Cellophane” 
~~ protects them from rust, dust and 


tarnish. 

The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 


day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 











FOR ~ 


‘EVERY HOME 
Sells on Sight 


FINE QUAL/ 7Y ANO FINISH 
MADE /N POPULAR S/ZES 
and the 


O y ‘ Wy 


ACARDED ASSORTMENT OF Oval” 
SHEARS. A STANDARD NUMBER 


No. | pal 


| | THE ACME SHEAR CO. 


h Bridgeport, Conn. 


iG ogres 
iil iv Fi. A 
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Use Jeweler’s Tray Idea in 
Your Cutlery Department 





HEN you inspect rings, watches, 

pins, etc., at the jewelry 
store the jeweler carefully places 
his wares on a velvet pad or 
velvet lined tray. He actually 
breathes respect and admiration 
for the trinkets he offers to sell 
and you, the prospect, become imbued 
with the same feelings. Most of his 
lines are more ornamental than use- 
ful, but he appreciates the merchan- 
dising appeal of the tray. In your 
cutlery department you can and 
should use this pad or tray idea. 
Pocket knives, razors, cutlery, table 
ware and other items in this depart- 
ment are interesting, good looking, 
easily displayed and all are very use- 
ful and necessary. The pad or tray 
need only be about 10 in. square and 
may be kept on the top of one of your 
cutlery show cases. Felt is often 











all times. 





The photo shows the cutlery department of Pierce Hardware Co., 
The bevel of the window floor of this store is used for the display of cutlery at 
The cutlery department is one of Pierce’s most important sections and a 
good deal of the success it enjoys may be rightfully attribtued to the persistent 


Cutlery Department of the Pierce Hardware Co. 














Taunton, Mass. 


display of this merchandise. 





used but velvet has a richer effect of- 
fering an attractive contrast to the 
shiny cutlery. Many manufacturers 
will furnish you with demonstration 





or display pads but in the event you | essary material from a local dry 
cannot obtain one from a manufac- | goods store and make your own tray 
turer you can easily procure the nec- | or pad. 





Brown Issues Courtesy Card 


HEN a customer pays an account in full at the 
hardware store of The Browm Co., Warren, 
Ohio, he receives from proprietor Eugene J. Browm a 
combination courtesy and rebate card. The courtesy 
card advises all interested parties that John Jones, 25 
Smith St., has been a very satisfactory credit account, 
has paid in full and is entitled to the credit recommenda- 
tion from Browm Co. The reverse side shows quickly 
the merchandising acumen of Mr. Browm, as it offers a 
rebate of $2.00 on $25.00 worth of merchandise pur- 
chased from one of the four floors of the store. 
Naturally the customer appreciates both sides of the 
card. One side acknowledges his good credit standing 
and the other side offers him an opportunity to effect 
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a substantial saving on the next purchase. It invites 
him to trade regularly with Browm and encourages him 
to maintain a good credit rating in Warren. 

Commenting on this novel courtesy and rebate card, 
our friend Mr. Browm says, “The rebate idea has proved 
very satisfactory in bringing direct sales results. These 
coupons are mailed out to each customer when his ac- 
count is paid in full. The recommendation on the re- 
verse side usually impresses the customer with the fact 
that we are interested in his credit standing, which in- 
creases his good will for our store.” 

Mr. Brown, with the true hardware fraternal spirit, 
urges fellow dealers to try out his plan. 

















and have found h.... 
quirements for credit in. store. — 
It isa pleasure to issue this card exp ; 
elition for h. - patronage and yp pro 
pleased'to rocommend bearer ‘forany : 
THE BROWM co. 


(OVER, _ Pe 
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May we now ask for a re- 
sumption of your orders for 


KNIFE SHARPENER 





ANY of our customers have 
hesitated to purchase from 
us, due to a patent suit which has 
been pending for the last two 
years. This question has now been 
definitely determined by a decree 
of the United States District Court 
of Appeals on January 9, 1928. 


We solicit your inquiries. 


THE PHILLIPS-LAFFITTE CoO. 
1713 Ranstead St., Philadelphia, Pa. 


JeverStain 


GRAPE-FRUIT KNIVES 


Jegertain 


Knives 


Stainless 5 Steel 


ft Sanitary 


e Bright 
Ready 
XS Sharp 








No. W8067 Milled Double Edge Grape-Fruit 
Knives. Sharp, stainless blades, cocobolo handles, 
brass rivets. Packed % doz. in attractive, wing 


display box. 
Order from Your Jobber. 


THE ONTARIO KNIFE CO. 
Franklinville, New York 

















CHRADE ()AFETY 
Push Button Knife 


No Breaki. 
Yo Breattingof 


< safety 
Lock 





Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open ng Be ee safe, 
both conveniently done with one han 


TRADE RAST 


SCHRADE CUTLERY CO. ” Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 
Send for Catalog E. Factories: Walden N. Y.—Middletown, N. Y. 

















A Good Stainless Steel Mincer 


at a Low Price 


Has a highly fin- 
ished STAIN- 
LESS Steel Blade, 
a sharp 5 inch cut- 
ting edge and a 
burnished _ nickel- 
plated handle. 
Meets every de- 
mand for a good 
mincer at a low 
price. 


No. 210 
Stainless 
Steel Mincer 


= VYOOos > 


Sells rapidly as soon as displayed and leads to the sale of 
other VOOS kitchen appliances. 

Our Sales Representatives will gladly supply you. Send 
for Folder which describes complete line of VOOS 
Specialties. 








Sales Representative 


John H. Graham & Co., Inc. 
113 Chambers St., New York City 


THE ~mYOOS > CO. 161 Porter St., New Haven, Conn. 
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The recently opened basement salesroom of R. J. Atkinson, President, N. R. H. A., in his Brooklyn store 


Salesrooms—Basement or Upstairs 


vantages offset any supposed handicaps of the second 
floor or basement. 

It is, of course, desirable to give some special thought 
to the advertising of the auxiliary sales floors. An at- 


tail hardware stores are becoming more common 

each year, particularly for such departments as toys, 
housewares, china, glassware, gift items and those lines 
intended primarily for the women customer. The big- 
gest problem of any. salesroom executive is to get people 
into his department, whether it be on the street floor, 
below it or above it. It appears easier to interest people 
in a basement sales section than in the upstairs room, 
presumably because it is less trouble to walk down than 
up. Of course, in either case you walk up and down if 
there is not an elevator available, but the first natural ob- 
jection is less where the “way in” is downward. 

There was a time when a basement display suggested 
bargains and a cheaper grade of merchandise. This 
belief is no longer potent. Leading merchants in ali 
parts of the country display and sell some of their finest 
wares in basement departments. 

Granting that the street floor offers the most promi- 
nent space to attract the second sale from the average 
customer, we must realize that there will always be more 
or less confusion and hurrying on the street floor of an 
active store. This confusion is missing in the basement 
and upstairs salesroom. There is usually more oppor- 
tunity to better display merchandise. There is less 
crowding and people naturally begin to wander about 
looking over the goods. There is a quietness which is 
conducive to secondary third sales, in departments re- 
moved from the street floor, so that we believe the ad- 


Gail hardware upstairs or in the basement of re- 
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Three of the quality 
features on the popu- 
lar “56” Line of 
Gendron tubular veloc- 








that has set 
the pace for 
56 years! 


Giving just a little bit more quality and serv- 
ice has been the secret of Gendron success 
for 56 years. Thousands of dealers realize 
that and stick to Gendron. 


And then there’s Gendron Dealer and Jobber Co-operation 


Velocipedes —window display material, 4-color counter cards, movie 
Doll Cabs theatre slides, envelope stuffers, newspaper ads, children’s 
Side Walk Cycles paint books, “Baby Care” booklets, “New Baby” greeting 
Sensis cards and other sales ideas and stimulators. 


Wagons No wonder Gendron is still leader after 56 years in the 
field. With 265 models all new in design, super-quality in 
construction and offered at a price rarely approached by 
competition, Gendron maintains its 56 year reputation as 
the pioneer in quality, variety and service. 


Juvenile Automobiles 
Baby Walkers 
Auto Bikes 


Wheel Barrows, Carts, 
Why be satisfied with less? Ask your 


Etc., Etc. Jobber to show you the Gendron Line 
or send for catalog today. ’ 


The Gendron Wheel Company 
TOLEDO, OHIO 


New York Office: 7 East 17th Street 


“The 
Pioneer 


4 99 
Line 
Always Sold Through 
Leading Jobbers 
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tractive approach to the stairs leading up or down will 
help. Adequate light in the basement is of prime im- 
portance, so is cleanliness. Many merchants feature a 
few basement items on a table on the main floor. An 
attractive place card reads, “A few of the many attrac- 
tive values offered in our large basement department.” 
In newspaper ads attention should be drawn to the lines 
featured upstairs and downstairs. 


The Proper Way to 


T is generally conceded that open top display tables 
can be used to good advantage in hardware stores. 
Many progressive merchants have already installed 

them, and it will not be long until they will be found in 
practically all hardware stores. 

Naturally the question arises as to how they should 
be grouped and used. Display tables, as used in hard- 

ware stores today, are 
& fairly well standardized. 
Z The standard table is 7 ft. 
long, and from 31 to 33 
in. in width. All of the 
fixture companies manu- 
facture tables of standard 
size, and also other sizes 
to fit special conditions. 
All of them gladly advise 
a merchant as to arrange- 
ment, etc., without any ob- 
ligation on his part to buy 
from them. 

Display tables are usu- 
ally arranged in the store 
in groups or batteries of 
from two to six tables. 























0 Del 











Here is a battery of 4 tables, 

which gives an idea of a good 

method for the front of the 

A a store, with wide aisles on 
either side. 

















Recognizing the economic 
reasons for utilizing all 
available space, N. R. H. A. 
President, R. J. Atkinson, 
Brooklyn, N. Y., has estab- 
lished a very complete base- 
ment department devoted to 
housefurnishings Another 
view of this department is 
shown on page 180. Mr. 
Atkinson also appreciates 
the merchandising advan- 
tages of this location, par- 
ticularly in appealing to the 
woman customer. Edward 
Harris, a veteran merchant, 
has charge of the Atkinson 
basement section. 





Frequently it is practical to suggest a visit to these 
extra sales floors. A few neat cards in your store should 
offer this invitation. 

In these days of high rent and limited floor space, both 
the basement and the second floor are actually too valu- 
able for mere warehouses and should, wherever possible, 
be used in the productive end of the business, which 


is selling. 


Use Display Tables 


The filling of the bins on the tables is an important 
part of the open display method of merchandising. 
Open top display tables are not designed to start the 
hardware man in the 10-cent business. They are intended 
(Continued on page 223) 
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aw | 
























































Here are two examples of the four table battery, as used in the 
body of the store. Two and three table batteries may be 
arranged, as are the parts of the larger batteries. 
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Maydole 
Quality 


Eighty-five years of honest American 
quality has built up a selling power back 
of Maydole Hammers that is of real 
value to you. 









‘It pays to let your best customers, the 
experienced tool users, know that you 
sell and recommend the genuine May- 


dole. 


Your jobber will promptly supply you 
with standard assortments or any styles 
and weights you need. Maydole offers 
a complete line. Write for Catalog. 


YOUR HAMMER. SINCE 41843 
May ole 


Haveraers 


The David Maydole Hammer Co..Norwich NY 


1638 
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A “home made” rack alongside the basement display of steel goods takes care of a large stock of handles. 
handles in a horizontal position, the loss through warping is eliminated. 











For the small store, a rack 
may be made or pur- 
chased which will hold 
and display a good rep- 
resentative stock and at 
the same time use a mini- 
mum of floor space. Such 
a rack may be easily 
moved around and can be 
stored when not in use. 














By storing 


Steel Goods 


Fit Well in Basement Sales Room 


EEL goods, such as rakes, 
shovels, forks, hoes and 
the like, is one of the few 
lines the merchandising of 
which may still be consid- 
ered to be left in the hands 
of the hardware merchant. 
Drug stores, chain stores 
and other non-hardware 
competitors have adopted 
many _ hardware lines 
but steel goods have re- 
mained almost an exclu- 
sive hardware item. 

However, in spite of this 


; rather monopolistic con- 


trol, the merchandising of 
steel goods items often 
presents more or less of a 
problem to the dealer on 
account of their bulk. It 
is manifestly hard to dis- 
play them properly with- 
out giving too much valu- 
able space to them. 

It must be remembered 
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that such items are strictly staple utility merchandise and 
as such their sales are largely to customers who actually 
have use for them. In other words, a general display in 
a prominent part of the store might fail to interest a cer- 
tain portion of the store’s customers. A display in the 
hack of the store or in the basement will give the actual 
prospective customers opportunity to select the particular 
item they wish. 

A wall rack along the side of a well lighted basement 
will give ample room for the necessary display, and this 
seems a very popular method of saving the store space 
for smaller sized lines. Where basement space is un- 
available or impractical, racks consisting of an upright 
support with projecting hangers on all sides may be 
either made or purchased These racks, to be used in the 
rear part of the store proper, take up a minimum of floor 
space and during the off season may be relegated to the 
storeroom. 

During the selling season attractive and sales creating 
window displays can be made by reproducing a corner of 
a lawn or garden. Imitation grass on the window floor 
with a white picket fence as a background makes a very 
interesting setting for such a display. Where sidewalk 
displays are permitted a rack containing a few represen- 
tative samples set just outside the door will serve to re- 
mind the home owner of his needs. However, in using 
an outside display care must be taken to keep the goods 
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CAR OWNER ADVE RTISING 
on Packard I ignition Cable Sets 











An Unusual Profit Opportunity 
Made to order for the Hardware Dealer 


pt iene advertising leading off this month with full pages and color 
advertisements in The Saturday Evening Post will tell all car owners how 
to improve their motor performance with a Packard Ignition Cable Set. 





Practically every car with mileage of 
10,000 or more needs new high tension 
cable. Marked improvement in motor 
efficiency will be felt by the car owner. 
The saving in gasoline alone will 
usually pay for the installation in the 
first 2,000 miles. 

Sets (see illustration) come complete in 
attractive cartons. An assortment of 
eight sets will take care of any car. Your 
investment is less than $25.00, to open 
up a complete new department—and the 
profits are big. 


I, 


REC.U.$.PAT.OFF. 


IGNITION CABLE SETS 
Nationally Advertised 






THE PACKARD ELECTRIC CO., Warren, Ohio 


ESTABLISHED IN 1890 


Send coupon today for full information 
giving name of wholesaler. Put a set on 
your own car and feel the difference. 


Send the coupon 










THE 
or’ PACKARD 
ELECTRIC 
COMPANY 

Warren, Obio 


S Send me: 
ss y er what you want} 


O Ten assorted sets to fit all 
cars through my jobber as follows: 


rs Jobber’s Name and Address 


p Ae dacs .coscuncsons aeceecscconconss acsvecssecen suse secceusececcecoresuseses 


{For more space write in margin} 
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polished and clean, as they draw moisture and will tarnish 
and rust quickly, and a rusted display will do more harm 
than good. 

If the hardware man does not happen to be a garden 
enthusiast himself, he should by all means cultivate the 
friendship of someone who is. In this way he will get 
many profitable tips as to the more popular steel goods 
items in his particular territory and can more intelligently 
sell their use to his other customers. Steel goods will 
respond to window displays and selling arguments like 
any other merchandise even though the stock carried is 
stored in the basement or back room of the store. 


ATALOGS from manufacturers and jobbers should 

be valuable aids to the retail merchant. To derive 
the most benefit from a fair sized collection of such lit- 
erature, it is essential that the books themselves be kept 
handy, protected from premature wear and be arranged 
in some manner which permits easy access. 

A simple and very efficient method of caring for cata- 
logs is to number each one with a gummed label. Place 
the labeled catalogs in numerical order on shelves in 
some handy part of the office and maintain an alpha- 
betical index in a small substantial notebook, which may 
be hung on a handy hook. 

The usual practice is to list the name of each firm 
as in a phone book or directory with the catalog file 
number, shown on the extreme right. It is necessary, 
of course, to replace each catalog in its proper place after 
using. Some dealers paste a notice on the file suggesting 


that all those using the catalog file cooperate by replac- - 


ing such catalog immediately after use. Should a com- 
pany issue a new catalog, the file number may be con- 
tinued by using a new sticker. Note the sample index 
page and shelf idea. 














a 
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Above: Steel goods lend them- 
selves readily to the making 
of attractive window displays 
even in a limited space. Such 
windows serve to remind the 
home owner of his lawn and 
garden needs. In rural or sub- 
urban communities where the 
carrying of a large stock is 
necessary, ample room for an 
attractive display can be found 
in the basement. Customers 
may be easily taken into such 
a basement salesroom and be 
permitted to select the particu- 
lar item they wish. 


( 








The method described here is used in the office of R. J. 
Atkinson, N. R. H. A. President. 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Little Rock, May, 1928. L. P. Biggs, secretary, 
815-816 Southern Trust Building, Little Rock. 


CALIFORNIA Retait HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Roof 
Garden of Hotel Whitcomb, San Francisco, Feb. 15, 16, 
17, 1928. LeRoy Smith, secretary, 112 Market Street, 
San Francisco. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Charleston, S. C., June 5, 6, 7, 1928. Arthur R. 
Craig, secretary-treasurer, 804-806 Commercial Bank 


Building, Charlotte, N. C. 


CoNNEcTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 16, 17, 1928. Henry S. 
Hitchcock, secretary, Woodbury. 


Ipano Retatt Harpware & IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Pocatello, Feb. 7, 8, 1928. 
E. E. Lucas, secretary, Hutton Building, Spokane, Wash. 


Intinots Retart Harpware Association CoNVEN- 
TION AND ExuiBiTIon, Hotel Sherman, Chicago, Feb. 
14, 15, 16, 1928. Leon D. Nish, secretary, 14-16 N. 
Spring Street, Elgin. 


IowA Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuipition, Des Moines, Feb. 14, 15, 16, 17, 
1928. A. R. Sale, secretary-treasurer, Mason City. 


LovuIsIANA RETAIL HARDWARE IMPLEMENT AsSO- 
CIATION CONVENTION AND EXHIBITION, New Iberia, 
June 4, 5, 6, 1928. S. H. Sale, secretary, Shreveport. 


MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXxuIBITION, Detroit, Feb. 7, 8, 9, 10, 1928. 
Headquarters, Hotel Statler; Exhibition, Convention 
Hall. A. J. Scott, secretary, Marine City. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Municipal Auditorium, Minneapolis, Feb. 21, 
22, 23, 24, 1928. C. H. Casey, secretary, Nicollet at 
Twenty-fourth Street, Minneapolis. 


MississipP! RETAIL HARDWARE AND IMPLEMENT 
AssocIATION CONVENTION, Edwards Hotel, Jackson, 
June 12, 13, 1928. Guy Nason, secretary, Starkville. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CoNnVENTION, Butte, Feb. 6, 7, 8, 1928. A. C. Talmage, 
secretary-treasurer, Bozeman. 


NATIONAL RETAIL HARDWARE ASSOCIATION CON- 
GREss, Boston, Mass., June, 1928. H. P. Sheets, secre- 
tary-treasurer, 130 E. Washington St., Indianapolis, Ind. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exursition, Municipal Auditorium, Omaha, 
Jan. 31, Feb. 1, 2, 3, 1928. George H. Dietz, secretary, 
414-419 Little Building, Lincoln. 


NEw ENGLAND HARDWARE DEALERS ASSOCIATION 
CONVENTION AND Exuipition, Mechanics Building. 
Boston, Feb. 20, 21, 22, 1928. George A. Fiel, secre- 
tary, 80 Federal Street, Boston 9, Mass. 


New York State RetTait HArpWareE: ASSOCIATION 
CONVENTION, Rochester, Feb. 7, 8, 9, 10, 1928. Head- 
quarters, Powers Hotel. Sessions and exhibit will be 
held at Edgerton Park. John B. Foley, secretary City 
Bank Building, Syracuse. 


NortH Dakota RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Minot, Feb. 15, 16, 17, 
1928. Exhibition at the Parker Auditorium. C. N. 
Barnes, secretary, Grand Forks. 


Outo HarpDWARE ASSOCIATION CONVENTION AND 
Exurpition, Toledo, Feb. 21, 22, 23, 24, 1928. James 
B. Carson, secretary, 411 Mutual Home Building, 
Dayton. 


OKLAHOMA HarpWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Oklohamo City, Jan. 24, 25, 26, 1928. 
Charles L. Unger, secretary, 207-208 Bloomfield Bldg., 
Oklahoma City. 


OreGON Reta, HarpwarE & IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Portland, Jan. 31, Feb. 1, 2, 
1928. E. E. Lucas, secretary, Hutton Building, Spo- 
kane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, Philadel- 
phia Commercial Museum, Feb. 13, 14, 15, 16, 17, 1928. 
Sharon E. Jones, secretary, \Wesley Building, Philadel- 
phia. 


SoutH Dakota RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Coliseum Building, 


Sioux Falls, Feb. 28-29, March 1, 1928. C. H. Casey 
secretary, Nicollet at 24th Street, Minneapolis, Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition, Atlanta, Ga., 
May 22, 23, 24, 1928. Walter Harlan, secretary, 701 
Grand Theater Building, Atlanta, Ga. 


SOUTHERN CALIFORNIA RETAIL HARDWARE AsSOCIA- 
TION CONVENTION, Los Angeles, Feb. 21, 22, 23, 1928. 
H. L. Boyd, secretary, 618 Hellman Bank Bldg., Los 
Angeles. 


VirRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisitTon, Jefferson Hotel, Richmond, Feb. 
21, 22, 23, 1928. Thos. B. Howell, secretary, 602 Broad 
Street, Richmond. 


WIsconsIN RetaiL HARDWARE ASSOCIATION COoN- 
VENTION AND Exuisition, Auditorium, Milwaukee, Feb. 
7, 8, 9, 10, 1928. P. J. Jacobs, Secretary, Stevens Point. 








HARDWARE AGE for FEBRUARY 2, 1928 


Your Own Store Paper 


















Will Increase Your Mail Order Business 


By I. Feigenbaum 


Business Manager of the Houseware and Hardware Service Affiliated with Harpware AGE 


and mailed monthly is certain to repay itself in 
the extra business it will bring you. A four- 
page store paper is sufficiently large enough to allow 
you to cover your lines of merchandise. The value of 
issuing a direct-by-mail monthly lies in the fact that 


Ayana paper individually prepared by yourself 


each message is new advertising merchandise needed for 
that particular month. Therein lies the success of cor- 
rect merchandising—to advertise the goods when the 
need is greatest, enabling you to turn your stocks re- 
ceiving your full profit. 

It is well to remember the human element side when 
preparing your store paper. 
Set aside a column for jokes, 














a column for housewives and 








possibly a column for local 
news. These are factors that 
will make your monthly paper 























entirely new and different at 
each mailing. It can also be 
arranged to have your custom- 
ers use a small section of your 
paper to list things they have 
for sale, like a piano, furni- 








ture, radio, farm equipment 














and even cattle. 











While a store paper is in- 
























































tended to reach out-of-town 
people, those merchants who 
are using it have found that 
they have been able to gain 
much extra trade by distribut- 
ing it within the city limits 
also. Your store paper can 
be distributed in the city 
either by mail or from house 
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Showing the back page 


- to house, or sent out on the 














first of each month with your 





bills (if you do a charge ac- 





— See Us ~ 
Sor Hardware 









count business) and then dis- 
tribute a quantity of them to 
those customers who do not 





have a charge account. 



































The issue for the out-of- 
town trade can be limited to 
the amount which you want 
to put out monthly. The more 
a store papers you put out, the 
4 greater results you will obtain. 

’ Getting your list of names is 














ee  — 
































important. One way would be 
to use the telephone book or 
city directory. It might be 








possible to secure a list of 





names from the various R.F.D. 




















routes. Another and effective 








way is to ask the name and 






































address of the customer whio 
visits the store, and put it on 











Showing how the two inside pages may be printed 


your sales slip. 
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Yy OU are assured of customer satisfaction when you recom- 
mend Scovill Screws. Trim and clean cut, with a special 
all-over machined finish—they have a quality look that 
matches their performance. Scovill Screws are made to stand up under 
the most exacting conditions. A special steel is used which accounts for 
the great body strength. A perfected heading operation renders them 
absolutely dependable. Scovill Screws are packed in strong, clearly 
labeled cartons. A large stock is kept on hand in the Waterbury and 
Chicago warehouses for your convenience. ‘ 




















Scovill means SERVICE to all who require parts or fin- 
ished products of metal. Great factories equipped with 
the last word in laboratories, and modern machinery 
manned by skilled workmen, are at your disposal. 
’Phone the nearest Scovill office. 


SCOVIL 











MANUFACTURING COMPANY 


Waterbury : . : Connecticut 
NEW YORK - CHICAGO - BOSTON - SAN’ FRANCISCO 
DETROIT - PHILADELPHIA - LOS ANGELES - ATLANTA 


PROVIDENCE - CLEVELAND - CINCINNATI 
In Europe—The Hague, Holland 


Member, Copper and Brass Research Association 

















HARDWARE AGE for FEBRUARY 2, 1928 





Edward Larned Ryerson 
Dies at Chicago 


Edward Larned Ryerson, chairman of 
the board of the Joseph T. Ryerson & Son, 
Inc., Chicago, Ill, died at his home in 
Chicago on Jan. 19 at the age of 86 
years. His death resulted from a stroke 
of apoplexy. 

He was born in Chicago in 1842, the son 
of Joseph T. Ryerson, who founded the 
steel company which bears his name. 








Edward L. Ryerson 











Edward L. Ryerson graduated from Yale 
University in 1876 and immediately  en- 
tered his father’s concern, and three years 
later was made a partner. From 1888 
until .1911 he served as president of the 
company, afterward becoming chairman of 
the board. 

Mr. Ryerson was a director of the IIli- 
nois Merchants Trust Co., president of the 
Newberry Library, a trustee of St. Luke’s 
Hospital, of the Chicago Historical Soci- 
ety, and a governing member of the Chi- 
cago Symphony Orchestra and the Art 
Institute. He served as president of the 
Chicago Club from 1915 to 1917 and was 
also a member of several other civic and 
social organizations. 

He is survived by his widow, three sons, 
Joseph T., who is now president of the 
steel company, Donald and Edward L., Jr., 
who are also connected with their father’s 
business, all of Chicago, and one daughter, 
Mrs. Donald Frost, of Boston. 


Winchester-Simmons Night 
Observed by Phila. Assn. 


Winchester-Simmons Night was cele- 
brated by the Philadelphia Hardware 
Association at the monthly meeting, held 
on Jan. 18. A large group of members 
were on hand to welcome the men of the 
Winchester-Simmons Co., Philadelphia, 
Pa., and an informal evening of general 
good fellowship and entertainment was 
thoroughly enjoyed. 

President Earl S. Opdyke spoke of 
association activities in his opening address 





which were applicable to the occasion. In 
responding, M. B. Connolly, vice-presi- 
dent of the Winchester-Simmons Co., 
thanked the association for the invitation 
to be present, and urged a closer relation- 
ship between the retailer and distributor. 

The evening was brought to a close with 
a tasty light luncheon. 





Baltimore Association Holds 
Eighth Annual Banquet 


The eighth annual banquet of the Balti- 
more Retail Hardware Association was 
held in the Southern Hotel, Baltimore, 
Md., on the evening of Jan. 24. The room 
was crowded and after the singing of 
“America” the members and guests sat 
down to enjoy a full course dinner. At 
its conclusion, several brief speeches were 
made. Hon. William F. Broening, Mayor 
of Baltimore, one of the honored guests, 
spoke upon the progress of Baltimore and 
touched upon its importance as an edu- 
cational conter and of its public school 
system. David M. Fulton, president of 
the Hardware Jobbers Club, and A. C. 
Brueckmann, president of the Maryland 
Division of Electragists, were introduced 
to the diners. W. Glenn Pearce, assistant 
secretary of PASHA, was also present 
and spoke about the coming convention to 
be held in Philadelphia. 

Horace S. Felton, Felton-Sibley & Co., 
Philadelphia, Pa., talked briefly about “The 
New Competition.” He told how the 
population of Baltimore had increased 12 
per cent in the last seven years, while 
the number of hardware stores had in- 
creased 100 per cent. The competition for 
the consumers has also increased, said Mr. 
Felton, for we find that the consumer is 
putting more money into savings accounts, 
etc., than formerly. 

President Ernest Johannesen, toast- 
master of the evening, presided in his 
usual excellent manner. He was pleas- 
antly surprised with a floor lamp, given 
to him as a token of appreciation for his 
faithful and energetic service. Secretary 
C. J. Ritterhoff was also honored, as he 
received a traveling bag. 

During the evening incidental music was 
furnished by Mrs. James W. Myers and 
Mr. Julius Deeme. 





Several New Buildings Erected 
by Wm. Rose & Bros. 


Wm. Rose & Bros., toolmakers of 
Sharon Hill, Pa., recently erected a new 
grinding room, stock house and a_ heat 
treating plant. The last named branch is 
housed in a structural steel building, with 
ventilation on four sides provided by 
louvers. The completion of this building 
gave the company four times the heat 
treating capacity that they had eight years 
ago. 


Mansfield Tire Appoints 


The Mansfield Tire & Rubber Co., 
Mansfield, Ohio, has appointed Hibbard, 
Spencer, Bartlett & Co., Chicago, [Il., as 
distributors of the complete line of Mans- 
field tires and tubes. 








James P. Townley Passes On— 
Veteran Wholesale Dealer 


Another of the pioneers of hardware 
jobbing in the Middle West has gone to 
his last reward, leaving behind him a path- 
way of development and progress. 

James P. Townley, president of the 
Townley Metal & Hardware Co., Kansas 
City, Mo., died at his home in that city on 
Jan. 17, at the age of 79 years. 

Mr. Townley was the founder of the 








James P. Townley 











Townley Metal & Hardware Co., and was 
active in the business up until the illness 
which preceded his death. 

He was an alert, sagacious business man 
whose remarkable business ability was 
tempered with justice and generosity. His 
contacts with the hardware trade were 
marked by friendliness and by his employ- 
ees, he was regarded as almost a father. 

During the past few years he refused 
to accept a salary from the company and 
used the money so designated in the in- 
terest of those who iabored for and with 
him. 

Mr. Townley first entered the wholesale 
hardware business in Terre Haute, Ind. 
A few years later he came to Kansas City 
and with a capital of $20,000 established 
the Townley Metal Co. That was 44 years 
ago and the business was small in the be- 
ginning. Its growth was steady and in 
1902 the company was re-incorporated as 
The Townley Metal & Hardware Co. Mr. 
Townley was the first president and held 
office until his death. 

Among his other activities, he helped to 
organize the Kansas City Commercial 
Club, now the Chamber of Commerce. He 
was active in community and church work 
and in all matters of civic development. 

He leaves behind him a wife, Carrie 
Fairbanks Townley, and a son, Richard F. 
Townley, vice president of the company. 
Another son, John M. Townley, who died 
in 1926, was president of the National 
Hardware Association of the United 
States. Mr. Townley was born in Cin- 
cinnati, Ohio, and was laid to rest in Mt. 
Washington Cemetery, Kansas City. 
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BALTIMORE STAR::-SNOWFLAKE 
The Original Texas Bloom 


White Oak Leather 


yw from selected packer hides, the heaviest 
available . . . tanned to give long service... 


especially adapted to the repairing of men’s and boys’ 
shoes. For generations repair men have preferred 


this fine leather for heavy work. 


If your finder can’t supply you, write us. We will give 
you the name of someone in your vicinity who can. 





SNOWFLAKE 
THE U.S.LEATHER CO. 


Be sure that either one of these two marks 
appears on every bend. No leather is genuine 
“‘Company”’ White Oak unless one of these 
tannage marks appears. 














On every bend you will find one of these selection marks 


( ( ¢ 


THE UNITED STATES LEATHER COMPANY 
New York Boston Chicago Cincinnati St.Louis Richmond 


Selling Agents: 


McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 


Notes e@ Faeroe THE PEACE OF LEATHER 
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New Oil Fire Safety System 
Demonstrated by Pyrene 


Over in Newark 250 men representing 
insurance companies, industrial plants, fire 
departments and industrial publications 
watched while a surface oil storage plant 
of regulation size and content was set 
on fire and permitted to burn for about 
five minutes. Then a bell rang, a flow of 
sudsy water flowed into the tank and the 
fire was stopped. It was a magnificent 
spectacle while it lasted and the movie 
news photographers were on hand to get 
pictures of a realistic oil storage tank fire. 

The occasion was a demonstration of 
the Phomene Accumulator System, a new 
method of fighting oil and kindred fires. 
The system is the joint product of the 
Pyrene Manufacturing Co., of Newark; the 
Globe Automatic Sprinkler Co. of Phila- 
delphia and a German company. The sys- 
tem differs from others in that the foam 
of suds that flows over the top of the oil 
and cuts off the flame from the oil on 
which it thrives, comes from contact with 
piped water and a dry powder. One chief ad- 
vantage is that this powder being dry can 
be stored in a specially built tank in the oil 
fields or wherever without danger of 
freezing. The water can be piped to this 
tank and released at any point convenient 
by the automatic alarm. It is not neces- 
sary to keep the water standing in the 
pipes. 

Demonstrations were also given of ex- 
tinguishing fires in lacquer spray booths, 
in dip tanks and drain boards and using 
the same materials in a portable fire ex- 
tinguishing apparatus. The thick foam 
produced by water and the powder was 
weirdly effective in separating the flames 
from the fuel. The apparatus is, of 
course, industrial equipment. 





M. Seller & Co. Places Milton S. 
Meyer in Charge of California 
Office 


M. Seller & Co., operating household and 
general mercantile jobbing houses at Port- 
land, Ore., Seattle and Spokane, Wash., 
has placed Milton S. Meyer in charge of 
their California business. He established 
headquarters at 86 Third Street, San Fran- 
cisco, Jan. 1, and will have a full sample 
room and a staff of sales representatives in 
the territory. 

Mr. Meyer has been a member of the 
Seller organization since commencing his 
business career. 


Thomas Barlow Passes On 


Thomas Barlow, who since 1895 con- 
ducted a retail hardware store at 1005 
Bleecker Street, Utica, N. Y., died in the 
Utica Hospital recently. He was born in 
New Bedford, Mass., in 1869. Mr. Bar- 
low is survived by three daughters. 





Sears, Roebuck & Co. Buys 
Ground for Detroit Store 


Sears, Roebuck & Co., Chicago, IIl, 
mail order house, has purchased a site 
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ness district of Detroit, Mich., for the im- 
mediate erection of a two story retail de- 
partment store. This new unit of the 
company’s chain of retail stores will be in 
operation next summer and will carry a 
complete line of department store merchan- 
dise according to announcements. 


Connecticut Paint Salesmen 
Enjoy 11th Annual Dinner 


The eleventh annual dinner of the Con- 
necticut Paint Salesmen’s Club, Inc., was 
held on Tuesday evening, Jan. 17, in the 
Hotel Taft, New Haven, Conn. W. Harvey 
Roller, president of the club, was the toast- 
master and presided in a very able man- 
ner. He introduced the speaker of the 
evening, James W. Hook, president of the 
Geometric Tool Co., New Haven, Conn. 
Mr. Hook’s talk was very well received 
and appreciated by all. John E. Goggins 
was in charge of the entertainment follow- 
ing the dinner. 

This dinner preceded the opening of the 


twenty-first annual convention of the 
Society of Master House Painters and 
Decorators of Connecticut, which con- 


vened at the Hotel Taft on Jan. 18 and 19. 
D. I. Chapman was chairman of this con- 
vention, and H. U. Thompson of New 
3ritain is president of the society. 


Philadelphia Retailers Give 
Thought to Trade Evils 


The January meeting of the Retail Hard- 
ware Association of Philadelphia, Pa., was 
held in Green’s Hotel, Philadelphia, on the 
evening of Jan. 19. Vice-President Horace 
G. Goodwin very ably presented the re- 
tail trade outlook for the coming year 
in which he anticipates an era of decreas- 
ing profits and increasing volume. Mr. 
Goodwin stressed the importance of attend- 
ance on the part of every dealer at the 
coming PASHA convention. 

The popular question box brought forth 
a discussion of confidential price lists. 
This subject and several others were dis- 
cussed from several angles and a com- 
mittee was appointed to act upon the re- 
ported charges. 

The next meeting of the association 
is called for Feb. 9, at which time the 
election of officers will take place. 





Griffin Mfg. Co. Appoints 
Hardware Agency 


Griffin Mfg. Co., Erie, Pa., recently 
appointed the Hardware Agency, 76 Bat- 
terymarch Street, Boston, Mass., as sales 
representative in the New England ter- 
ritory. This company will carry a stock 
of Griffin products, including steel strap, T 
and butt hinges, at the Boston address. 





“The Path of Profits” 


The Alsteel Mfg. Co., Battle Creek, 
Mich., is issuing to the trade a_ booklet 
entitled “The Path of Profit.” It describes 
in an interesting way the Rain Drop Lawn 
Sprinkler, which the company manufac- 





about six miles out from the central busi- 


tures, and tells of its merchandising. 














Marion Craftsman Tool Co. 
Formed by Recent Merger 


A consolidation has recently been ef- 
fected by the Marion Tool Works, Inc., 
Marion, Ind., and the Craftsman Tool 
Co., Champaign, Ill., and is now operating 
as The Marion Craftsman Tool Co. in 
Marion, Ind. N. H. Motsinger, who was 
formerly president of the Craftsman com- 
pany, is president of the new organization 
and O. E. Draudt, formerly sales manager 
of the Marion company, is secretary and 
sales manager of the combined companies. 

The Marion Craftsman Tool Co. is man- 
ufacturing a complete line of nail ham- 
mers, hatchets, sheep shears, grass hooks, 
handled axes, combination pliers, wrenches, 
chain repair links, etc. The following 
sales representatives will handle the 
Marion Craftsman line: 

C. A. Cunningham, 176 High Street, 
Boston, Mass—New England; D. W. Gray 
Co., Inc., 75 Barclay Street, New York, 
N. Y.—Metropolitan New York, New Jer- 
sey and export; Otley G. Bennett, 526 
Market Street, Philadelphia, Pa.—Penn- 
sylvania east of Harrisburg, Maryland, 
Washington, D. C., and Delaware; J. C. 
Crenshaw, 615 Pine Street, St. Louis, Mo. 
—Southern territory south of the Ohio and 
east of the Mississippi except Mississippi 
and Louisiana, also Missouri and Kansas; 
J. F. Wood, Biloxi, Miss.—will handle 
Mississippi and Louisiana; I. A. Ejichel- 
berger, San Antonio, Texas—handles 
Texas, Oklahoma and Arkansas; Sprake 
Sales Co., Los Angeles, Cal.—will handle 
Pacific territory except Washington and 
Oregon; J. T. Mitchell Sales Co., 2227 
Thirteenth Avenue, Seattle,- Wash.—will 
handle Washington and Oregon; Frank 
Diel & Son, 259 Holland Street, Syracuse, 
N. Y.—New York State outside the metro- 
politan district. 

The following representatives call on 
the trade in Canada: E. Fletcher, London, 
Ontario, and F. G. Maxwell & Co., 707 
Union Trust Building, Winnipeg, Mani- 
toba. 





Sweet’s Steel Post Pamphlet 


Sweet’s Steel Co., Williamsport, Pa., has 
issued a pamphlet regarding the steel posts 
which it manufactures for every purpose. 
This pamphlet is illustrated and printed in 
color. Dealers interested in steel posts 
for fencing, markers, etc., will find it of 
value. 





Sargent & Greenleaf Veterans 
Given Gold Fountain Pens 


Five veteran employees of Sargent & 
Greenleaf, Inc., Rochester, N. Y., were 
recently presented with engraved gold 
fountain pens in honor of their service 
with the company. William R. Hill, presi- 
dent of the company, presented the tokens 
to John W. Butler, who has been in the 
company’s service for 58 years; Roman 
Sanders, 57 years; Louis Sanders, 54 years; 
Ben Sanders, 52 years, and H. F. Arnott, 
50 years. 

In Mr. Hill’s presentation speech he de- 
fined character, saying that it had two fine 
attributes: loyalty and faithfulness, which 
he declared were the outstanding qualities 
in the personalities of the honored veterans. 
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v The Garden Shovel 


a Woman Cant Resist 


woos Ladies Garden Shovel is made especially for fair gar- 
deners. Exceptionally light and sharp, it is surprising how 
easily this little shovel will turn over the earth in her garden. 


And there is a step to give the foot a purchase and keep the 
metal from scratching shoe leather. 


When a woman picks it up, she wants to use it immediately. Per- 
haps it may suggest a little plot where a new rose bush might 
blossom forth —a vegetable patch, or a strip along the porch 
where asters would add a touch of charm. 


Every ‘“‘golf widow” is a good prospect. 


You can make money with this item—ask your wholesaler’s 
salesman to get a sample for you. 


THE WOOD SHOVEL AND TOOL COMPANY 
Piqua, Ohio 


MANUFACTURERS OF THE WELL-KNOWN WOOD, STUART, 
AND PIQUA BRANDS OF SHOVELS, SCOOPS, AND SPADES 
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J. B. Bouck, Jr., Retires— 
Veteran P. & L. Executive 


After serving Pratt & Lambert, Inc., 
Buffalo, N. Y., for nearly 35 years, J. B. 
Bouck, Jr., vice-president in charge of the 
Eastern Division, retired from the com- 
pany on Feb. 1. Mr. Bouck began his 
business career in the New York office of 
Pratt & Lambert in 1893. He was suc- 
cessively a salesman, assistant resident 
manager, resident manager, director, secre- 
tary-treasurer, and early in 1924 elected to 
the position of vice-president. 

As a token of their esteem, the directors 
of the company presented Mr. Bouck with 
a finely wrought bronze. The New York 
sales organization presented him with an 
appropriately inscribed watch. 

With the retirement of Mr. Bouck, 
H. S. Prescott, sales manager of the 
Eastern Division, becomes resident man- 
ager in charge of the Eastern territory. 
Mr. Prescott has been with the company 
since 1906 and since 1925 has been sales 
manager of the Eastern Division. 





William J. Henry Dies 


William J. Henry, president of the 
Oswego Tool Works, Oswego, N. Y., the 
Henry Forge & Tool Co., and the Crouse- 
Pope Foundry Co., both of Auburn, N. Y., 
died in the Auburn City Hospital on Jan. 
18 following an operation. 

Mr. Henry was president for several 
years of Henry & Allen Mfg. Co., but 
sold his interests in that firm over ten 
years ago and organized the two Auburn 
companies, in which he was active until 
his death. 
trolling interest in the Oswego Tool Works, 
a concern for which his Auburn plants had 
made forgings for many years. 





Walter C. Kimball Leaves 
International Heater Co. 


Walter C. Kimball, who for two and 
a half years has been vice-president in 
charge of sales for the International 
Heater Co., Utica, N. Y., has resigned 
to become associated with William A. 
White & Sons, real estate brokers of 
New York City. 


Vits Reelected President 


George Vits, of the Aluminum Goods 
Mfg. Co., Manitowoc, Wis., was reelected 
to the presidency of the Wisconsin Manu- 
facturers’ Association at the last session 
of their annual convention. Other officers 
relected to office are: Walter J. Kohler, 
vice-president ; George B. Ingersoll, treas- 
urer, and George F. Kull, secretary. 





Gates Visits South America— 
to Study Local Conditions 


Charles C. Gates, president of the Gates 
Rubber Co., Denver, Colo., sailed on Jan. 14, 
from New Orleans, La., for a comprehen- 
sive survey of South America. Mr. Gates’ 
tour will combine business and pleasure, as 
he will call on customers in the southern 
countries and will make a study of the 


In 1927 he secured the con- | 








present commercial conditions in Latin 
America. He will be away for several 
months, visiting Cuba, Panama, Colum- 
bia, Peru, Argentine, Uruguay, Paraguay, 
Brazil, Chile and Trinidad. 





Murphy Appointed by Marlin 


W. F. Murphy has been appointed sales 
representative for The Marlin Firearms 
Co., New Haven, Conn., in the Southern 
and Southwestern territory. Mr. Murphy 
has had several years experience in selling 
guns and sporting goods, formerly travel- 
ing for the Winchester Repeating Arms 
Co. He was previously employed by the 
Marlin company, resigning in 1925 to 
enter private business in Miami, Fla. 





Bonbright Elected President 
Phila. Merchants & Mfrs. Ass’n 


At a recent meeting of the Hardware 
Merchants and Manufacturers Association 
of Philadelphia, Pa., the following officers 
were elected to serve for the ensuing year: 
President, James S. Bonbright, Pennsyl- 
vania Lawn Mower Co., and a director of 
the A. H. M. A.; vice-president, Edw. E. 
Chandlee, and secretary-treasurer, George 


A. Fernley, secretary of the National 
Hardware Association. The board of di- 
rectors consists of William H. Roberts, 


Jr., S. L. Allen & Co.; S. Horace Disston, 
Henry Disston & Sons, Inc.; E. C. Gris- 
wold, Corbin Cabinet Lock Co.; John S. 
North, North Bros. Mfg. Co.; Fayette R. 
Plumb, Fayette R. Plumb, Inc., and 
William B. Munroe, Supplee-Biddle Hard- 
ware Co. 


Alexander Rannie Dies 


Alexander Rannie, Pacific Coast sales 
manager of the Aluminum Goods Mfg. 
Co., Manitowoc, Wis., died recently at his 
home in San Francisco, Cal. Mr. Rannie 
was 58 years of age, his death coming from 
a severe attack of pneumonia. He had 
been associated with the Aluminum Goods 
company since 1895 and was a member of 
its Twenty-five Year Club. 





William Louden Celebrates 
60th Wedding Anniversary 


William Louden, founder of the well 
known Louden Machinery Co., Fairfield, 
Iowa, makers of farm appliances, and 
Mrs. Louden celebrated their 60th wed- 
ding anniversary at their home in Fairfield, 
Ia. early in January. Mr. Louden, who 
is now 88 years old, still takes a keen 
interest in affairs connected with his busi- 
ness and with Mrs. Louden, is a regular 
attendant at the various farm equipment 
conventions. 


Laurence Thompson Joins New 


Haven Sand Blast Co. 


Laurence Thompson has resigned as 
Cleveland, Ohio, district manager of the 
United States Electric Tool Co., Cincin- 
nati, Ohio. He will become the district 
engineer in Cleveland for the New Haven 
Sand Blast Co., New Haven, Conn. 
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The Laun-Dry-Ette Sold to 
Sentinel Mfg. Co. 


The Laun-Dry-Ette, wringerless elec- 
tric washing machine has been purchased 
and is now being manufactured by the 
Sentinel Mfg. Co., 5100 Superior Avenue, 
Cleveland, Ohio. F. C. Maxhimer is presi- 
dent of the Sentinel company, Albert G. 
Cook-is vice-president and James L. Davis, 
secretary. Fred C. Bach, well known in 
the electrical appliance trade is the com- 
pany’s sales manager. 





Firestone Ready to Open New 
Bedford Tire Fabric Plant 


Firestone Tire & Rubber Co., Akron, 
Ohio, has announced that its tire fabric 
plant in New Bedford, Mass., formerly 
Manomet Mill No. 4, ts about ready to be 
opened. It has been stated that orders re- 
ceived at the plant indicate that the mill 
is to be placed on a full productive basis 
as quickly as possible. It will employ 
about 1000 men on a single shift when in 
full operation. 


Two Sickels-Loder Employees 

Complete 50 Years of Service 

In the employ of Sickels-Loder Co., 
hardware jobbers at 56 Murray Street, 
New York City, are two men who have 
each faithfully served the company for 
over fifty years. 

George W. Brown entered the company’s 
employ on Nov. 19, 1877, and Charles W. 
Sniffen on Jan. 6, 1878. Both of these 
veteran employees are still actively engaged 
in their daily work. 





Riddell-Reid, Inc., Makes Two 

Moves to Secure More Space 

Riddell-Reid, Inc., recently moved from 
316 Commercial Street to 324 North San 
Pedro Street, Los Angeles, Cal. The new 
offices provide three times the amount of 
floor space than did the old. A permanent 
sample display room has been installed in 
addition to the general offices. The Seattle 
office of the company has been moved to 
312-313 Railway Exchange Building, where 
double the former space is available. 





Ives Catalog & Price Book 

The H. B. Ives Co., New Haven, Conn., 
has issued Catalog No. 15, devoted to the 
builders hardware and window and door 
specialties, which the company manufac- 
tures. This is a very complete catalog, 
profusely illustrated and contains many 
items of interest to the hardware retailer, 
Price Book No. 4, dated Feb. 1, 1928, is 
just off the press and contains the latest 
prices applying to Catalog No. 15. 





Bemis & Call Appoint H. Case 


Bemis & Call Co., Springfield, Mass., 
have recently appointed Horace N. Case, 
46 Beacon Street, Hyde Park, Mass., the 
company’s representative in the New Eng- 
land States. Mr. Case, in addition to han- 
dling the B. & C. wrenches, is also repre- 
senting Winters Bros., Wrentham, Mass, 
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Schick ®gzore¢—Razor 


ta 


HE most astonishing recent development 
in retail hardware circles has been the 
Schick Repeating Razor. 


Hundreds of stores placed their first orders 
during 1927 and found that this remarkable 
razor is easy to sell. The average re-order is 
larger than the last. This proves demand. It 
also means a very satisfactory profit. 


You should have the Schick Repeating Razor 
and with it several clips of blank demonstrat- 
ing blades. Then call the attention of your 
men customers to the razor, show them that 
it’s as simple as ABC to put in new blades. 


Right over the counter—when the prospect 
handles the Schick and gets the “feel” of it,and 
sees for himself how easy it is to change to 
a wonderful new blade—that’s where the sale 
is made. 

We recommend the use of the dull blank 
blades to show the Schick, because regular 
Schick blades are the keenest yet made. 


Ask your wholesaler or write to 





z a 4 
oN ac 
VW SN, (old blade 
\ drops owt) 





Let your customers handle the Schick 
for themselves. Let them shoot an 
old blade and see a new one take its 
place. That's the most effective 
selling argument you can make. 


Magazine Repeating Razor Company 


285 Madison Avenue, New York 
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Syndicated Factories Inc. Is in 
Trenton, New Jersey 


Syndicated Factories, Inc., Trenton, 
N. J., has recently been organized and 
will represent several chinaware, alumi- 
num, enameled ware, etc., manufacturers. 
This company is headed by E. O. Parker, 
who was formerly with the Illinois Pure 
Aluminum Co. and P. Linford Haight, 
formerly of the Anchor Pottery of Tren- 
ton. 

The company has representatives in 
several cities, including L. Grossman in 
Portland, Ore.; E. A. Johnson, Boise, 
Idaho; R. F. Barlow, Chicago, IIl., and 
S. Weiss, Atlanta, Ga. Mr. Parker will 
take charge of the Eastern territory. 


Schlangen Catalog No. 9 


Schlangen Bros. Co., manufacturers of 
brass goods at 2435 Irving Place Boule- 
vard, Chicago, Ill., have recently issued 
Catalog No. 9. In this book are listed, 
described and illustrated in color, the vari- 
ous products which the company manufac- 
tures, including lawn sprinklers, couplings, 
bronze tablets, kick plates, clamps, valves, 
nozzles and hose accessories. 


Connors Hoe & Tool Co. Buys 
The Frank Held Tractor Co. 


The Connors Hoe & Tool Co., Colum- 
bus, Ohio, has purchased the Frank Held 
Tractor Co. and will continue to manu- 
facture the Gro-Mor Power Cultivator, 
Spra-Mor Power Sprayer, Cli-Mor Power 
Lawn Mower and Wash-Mor Power Root 
Washer, which were formerly manufac- 
tured by the Held company. Mr. Held, 
who is the pantentee of the Mor-Line, has 
associated himself with the Connors vom- 
pany. 


Modern Farmer Uses Speed 


Recently C. L. Grau, a farmer living 
near Graymont, IIl., telephoned a Peoria 
implement house and asked that a repair 
for one of his machines be delivered to 
him at the Peoria airport. After phoning 
Mr. Grau, in company with A. H. Car- 
stens, also of Graymont, flew the ninety 
miles to Peoria by airplane, received the 
desired part and flew home again. The 
entire round trip took two hours and 
twenty minutes. 


Wolfe Heads Favorite Stove 

Maurice Wolfe, president of the Meteor 
Motor Car Co., Dayton, Ohio, has been 
elected president of the Favorite Stove & 
Range Co., Piqua, Ohio. This company is 
one of the largest manufacturers of its 
kind in the United States. 


Union Steel Products Co. Makes 
Several Appointments 


The Union Steel Products Co., Albion, 
Mich., has appointed the following repre- 
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ucts in their respective territories: Earle 
F. Chapman, 20 Fenno Street, Wollaston, 
Mass., will cover Massachusetts, Maine, 
Vermont, and New Hampshire. Hughes 
& Reed, Baum Building, Omaha, Neb., will 
travel for Union Steel in Nebraska and 
Iowa, and the Manufacturers’ Sales Co., 
Paris, Tex., are covering the Southwest 
territory. 


Hardware Demand 
Expected in February— 
Current Sales Fair 


New York, Feb. 1.—Though current 
sales are only averaging fair in the lead- 
ing wholesale hardware markets, the trade 
freely predicts an active February in all 
lines, and particularly in staple shelf mer- 
chandise. Mild weather in a large section of 
the country has retarded the normal devel- 
opment of winter goods demand and in- 
ventory replacement orders ran lighter 
than was expected, HarpwarE AGE will 
say tomorrow in its weekly hardware mar- 
ket summary. 

Markets west of Pittsburgh appear 
more active according to reports from 
jobbers. Prices generally are firm and 
practically all price adjustments have been 
upward. 


Active 


Universal Vise-Grips 


Pitts & Kitts Mfg. & Supply Co. 91 
Seventh Avenue, New York City, is man- 
ufacturing the Universal Vise-Grips which 
are being distributed in the United States 
and Canada by the United Hardware & 





Tool Corp., 74 Reade Street, New York 
City. 

Universal Vise-Grips consist of a pair 
of detachable, compensating jaws that can 
| be used on any vise to hold any shape. 
They are made of hardened and polished 
steel, are easily placed on the regular vise 
jaws and can readily be taken off. These 
grips save time and trouble, for no matter 
what the shape of the item may be, they 
will be held securely and firmly. There 
are no springs, bearings or complicated 
parts. Made in two sizes. 





| sentatives to handle the company’s prod- | 














B. F. Fairless New President 
Central Alloy Steel Co. 


B. F. Fairless, formerly vice-president 
and general manager of the Central Alloy 
Steel Corp., Massillon, Ohio, has been 
elected to the presidency of the company, 
succeeding Charls E. Stuart, who resigned. 

S. S. French has been elected a director 
of the company to succeed Mr. Stuart. 
Mr. Fairless will continue as general man- 
ager of the company. 


Chicago Roller Skate Co. Issues 
“How to Roller Skate” 


The Chicago Roller Skate Co., Chicago, 
Ill., recently issued a new instruction book 
entitled, “How To Roller Skate.” These 
books are free and dealers can secure a 
supply for distribution in their neighbor- 
hoods. The book has been prepared with 
a view of teaching young and old, “How 
To Roller Skate.” 


The Presto Bowlwhip 


Duro Metal Products Co., 2649-59 North 
Kildare Avenue, Chicago, Ill, recently 
placed on the market the Presto Bowl- 
whip, an attractive and durable whipper 
which should prove very useful in the 
kitchen. With this product it is possible 


to whip one-half pint of cream in slightly 
over 15 seconds. 

The glass bowl is of a special type, 
graduated into pints, cups and ounces for 
measuring. 


It holds 1% pints. The beater 


has a turbine type blade and a splash guard 
which makes it practically impossible to 
spatter. All metal parts are of heavy steel, 
the stampings nickel plated, and the wood- 
en handles are enameled in an attractive 
color combination. The Presto Bowlwhip 
is packed 6 and 12 to a carton. 
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OUr G1 nny Day Gastomers Ol-~ 





Check UP> please on 
CARBORUNDUM 


ARE you carrying in stock all of the 
Carborundum products that your trade 
demands? 

Remember that every patron is a 
possible buyer. 

The carpenter, the mechanic, the con- 
tractor, the householder, the garage man, 
the “butcher, the baker, the candlestick 
maker ”’— 

They all represent your market for Car- 
borundum and there is no other abrasive 
material so widely known—so strongly 
backed by prestige—by advertising. 





Let us tell you about our Sales Helps, 
Window Display Material, etc. 


THE CARBORUNDUM COMPANY, NIAGARA FALLS,N.Y. 
CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 
Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, 


Cincinnati, Pittsburgh, Grand Rapids, Milwaukee 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusseldorf, Germany 


Carborundum is the Registered Trade Name used by The Carborundum Company for Sili- 
con Carbide. This Trade Mark is the exclusive property of The Carborundum Company. 
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(Chicago office of HARDWARE AGE) 

CHICAGO, Jan. 31.—While the current demand for cold weather items 
is gradually dropping off and is confined largely to smaller fill-in or- 
ders, the volume of hardware sales is being well maintained by the 
steadily increasing number of future orders for spring and summer 
merchandise. The total business being placed with the wholesale 
houses is running about 6 per cent better than at this time last year. 
Prices are showing a firmer tone and there are predictions of several 
slight advances shortly, although there are no actual changes to be re- 
ported this week. 

Building activities for January ran somewhat behind a year ago, but 
‘a marked improvement in both the number of permits issued and in 
actual construction work is now taking place. 

Possibly the most marked feature in the Chicago market situation is 
the greatly increased activity in the steel industry. Mills are now 
operating in this district at about 85 per cent of capacity and are book- 
ing orders from the railroads, automobile and implement makers and 
general manufacturers. The wire mills report an increase in orders 
and have stepped their production up to 65 per cent of capacity. 

Collections are averaging fair. 





AUTOMOBILE ACCESSORIES. — A set; wrought brass, bit-keyed front 


door sets, $2.49 per set; cylinder front 


slight betterment in the demand is door sets, $6 per set. 
noted as the spring season we CHAIN.—Sales are very good and 

We ond from jobbers’ stocks, ; 
t.ob. Chisae prices are firm. 

Spark Plags.—Splitdorf, for Fords, We quote from jobbers’ stocks, 
50c. each; regular, 58c. each; Cham- f.o.b. Chicago: % in. proof cow 
pion X, 45c. each; Champion Blue chains, $8.50 per 100 Ib. Tensco Bull 
Box line, 53c. each: A. C., 53e. each; Dog and Brown coil chains, 50-10 per 
lots of 100, 50c.; A. C. Special Ford, cent discount. No. 00-41% electric 


welded cow ties, $2.75 per doz. 


6c. each. 
«eRe, bight. — Appleton, No. 3280, | COPPER RIVETS AND BURRS.— 


mn gm dozen pair lots, Factories have withdrawn recent low 
er cen scount. . : . : 
fm Bent: moe Standard, No. 21, prices entirely, resulting ina 5 per cent 
$1.30 each. advance. However, jobbers’ prices are 
a. 1% in. = cylinder, unchanged as yet. 

Tires and Tubes.—30 x 3% over- We quote from jobbers’ stocks, 
size cord tires, $8.30 each; regular f.o.b. Chicago: Copper rivets and 
cords, $6.10 each; gray inner tubes, burrs, 40-5 per cent discount, 


a) = 322° E134 cach: red inner tubes, =| ELECTRICAL MERCHANDISE.— 


AXES.—Sales are seasonably good, | There have been no price changes and 
with best relative demand for the | the demand is seasonably light. 


high-grade axes. 1928 fall prices are ‘ We ee ee ae ore. 
0. - 

not yet named by the manufacturers. dise, No. 14 rubber covered wire, $6 
We quote from jobbers’ stocks, per 1000 ft.; in less than 1000 ft. 
f.o.b. Chicago: Single bit base weight lots, $6.50; No. 18 lamp cords, $12.50 
axes, unhandled, at $14 per doz.; han- per 1000 ft.; in 1000 ft. lots, $12; 
dled, at $19.25 per doz.; double bit ¥-in. brush brass key sockets, 15%%c. 
base weight axes, unhandled, at $19 each; two-way plugs, 45c. each, in 


per doz.; handled, at $24.50 per doz. and of 4 By Cre eo ge = 
; achment plugs, c. each; dry cells, 
BOLTS AND NUTS.—Sales are satis- boxes of 50, 32%4c. each; less than 


factory and prices are firm. case lots, 36c. each. 

We uote from jobbers’ stocks Electrical Appliances. —Iron, Hot 
f.o.b, Cuienge: Carriage bolts, cut eae ad lots a ge $8.90; Sun- 
thread, 60 per cent discount; small pe "ont sletie Per 
carriage bolts, rolled thread, 60-10 Radio Su ties. —Radi SS Riettirton 
per cent discount; machine bolts, cut D 779. E $140 < - we lot ak 
thread, 60 per cent discount; small $1 30: No. 770 $3.40 as ‘Ne °770 
machine bolts, rolled thread, 60-10 on Le af f 5 $3.17: Ne oe 2 63 
per cent discount; all stove bolts, 75- oe en ke as of a y) 44: Ne $ i. 
10 per cent discount; lag screws, 60 $3.58" ek: No 86. $ ckave -. se 
per cent discount. $3.33 each, No, , Packages of 5, 

BUILDERS’ HARDWARE.—Jobbers’ Battery Chargers.—Apco line, lots 


of less than 10, $9.90 each. 


prices have not yet been advanced fol- 
FILES.—There is a normal demand and 


lowing the recent manufacturers’ ad- , 
prices are unchanged. 


vance on steel sets. 
bbers’ : We auote from jobbers’ stocks, 
cane fe “s ge A oo f.o.b. Chicago: American files, 60-10 
old copper and dull brass finish, $2.07 per — es list ; Race ag = —, 50 
per doz. pair, case lots, less quanti- ae eae ace ist: Black Diamond files, 
ties. 9c. per doz. pair higher: 4 x 4 50 per cent off list. 
steel butts, old copper and dull brass GALVANIZED WARE.—There is a 





finish, $2. 90 per doz. pair, case lots: > ‘ 

less quantities, 10c. per doz. pair heavy demand for sap pails, with a 
higher: heavy steel bevel inside sets, good business in the various specials 
$5.75 per doz. sets, case lots: steel : * 

bit-keyed front door sets, $1.45 per being offered by the jobbers. 


Spring Buying Getting Under Way—Prices 
Are Firmer—Building Programs Fairly Active 











We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6; No. 2, 
$6.85; No. 3, $8; 10 at. galvanized 
after made pails, $2.12; 12 qt., $2.33; 
14 qt., $2. anid 1 f° all galvanized oil 
cans, specia 2 doz.; gal., $4 per 
doz.; 3 gal., 455 15 doz.; 5 gal., $7 doz.; ; 
1 bu. galvanized baskets, $6. 

No, 26, baled, % bu. galvanized 
measures, $4.50. 


GLASS AND PUTTY.—The demand is 
rather light at this time. Prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, all 
brackets, 89-5 per cent discount; sin- 
gle strength B, all brackets, 90-7% 
per cent discount; double strength A, 
all brackets, 89 per cent discount; 
double strength B, all brackets, 90-5 
per cent discount; putty, pure grade, 
$4.25 per 100 Ilb.; commercial, $3.50 
per 100 Ib. 


GLASS SUBSTITUTE.—Early spring 
months are the best for sales. Prices 
are without change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Cel-O-Glass, 100 x 3 
ft., full rolls, $36 each; Glass-Cloth, 
150 x 3 ft., full rolls, $12 each. 


HAMMERS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 


HATCHETS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First yy! hatch- 
ets, No. 2 shingling, “¥" doz.; first 
uality hatchets, No. 2 broad, $16.40 
oz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium on quae 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL.—While 
there is some demand, it is still rather 
eee for much of a-sales volume. 


pwned from jobbers’ stocks, 
Lob b. hicago: Hay fork —— 
straight, chucked and bored, 4 ft., 
straight, chucked ag ow Og ‘ tt. 
$2.40 per doz.; 4% ft., $2.70 per doz.; 
XX 4 ft., $3.90 per yf ; 4% ft., $4.20 
per doz.; ash fork handles, bent, 
chucked and bored, X 4 ft., $2.90 per 
doz.; 4% ft., $3.20 per doz.; ash hay 
fork handles, bent, with strap, fer- 
rule and cap, X 4 ft. $4.90 ~ doz.; 
4% ft., $5.25 ier doz.; XX 4 ft., $6.15 
per doz.; 4% ft., $7.10 per doz.; bent 
manure fork handles, plain, x’ 4 ft., 
$3.05 Be doz.; 4% ft., $3.40 per doz.; 
XX 4 ft., $4.65 per doz.; 4% ft., $5 
per doz.; bent manure fork handles, 
with strap, ferrule and cap, X 4% ft., 
$5.25 per doz.; XX 4 ft., $6.65 per 
doz.; 4% ft., $1. 10 - Boz. garden 
hoe handles, 4, 3: .60 per 
doz., XX 4% f * of 0 per doz.; rake 
handles, x 516" ft., $3.55 per doz.; 
xX 5% ft., $5.65 per doz.; shovel 
handles, regular pattern, X 4% ft., 
$4.25 per doz.; XX 4% 7 $5.95 per 








doz.; D shovel handles, X, $5.25 per 
doz.: XXX, $8 De’ doz.; wood D, 
spade handles, $4.90 per doz.; D 


shovel handles, x I. D. L. top, $4. 45 
per doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.—Sales are bet- 
tering each week. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Ax Handles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; fines€ second growth 
hickory, $1.80 doz. 


Reading matter continued on page 200 











HARDWARE AGE for FEBRUARY 2, 1928 199 

















If you want these extra 
Lawn Mower Orders— 


ex no star salesman,” says the 

Old Gardener, “but I don’t have 
to be to get a lot of orders for 
PENNSYLVANIA dealers this 
spring. 

“You see, I’m the head-liner in the 
big PENNSYLVANIA national 
advertising campaign which is now 
under way in some of the biggest 
magazines in the country. And I’m 
telling the thousands upon thou- 
sands of lawn owners who read these 
magazines to buy their lawn mowers 
at the store that displays a LIFE- 
SIZE, mounted picture of me push- 
ing a PENNSYLVANIA Quality 
Mower.” 


If you will write us, giving your jobber’s 
name and the names of the PEN NSYL- 
VANIA brands you carry, we will be 
glad to send you this striking, life-size 
cut-out of the Old Gardener, so that you 
can definitely “tie-up” your store with 
our big 1928 National Advertising Cam- 


paign. 


PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street, 


DENNSYLYV. 


LAWN MON 


LAWN MOWERS 


























Philadelphia, Pa. 


ANIA 
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New York Trade Expects Good First Quarter 


Futures Fair—Current Business Is Light 


NEW YORK, Jan. 31.—Although both wholesalers and retailers 
look for a satisfactory first quarter, business to date has been very 


disappointing in this section. 


lowing completion of inventories fell short of predictions. 


The usual replacement business fol- 


Unsea- 


sonal weather is retarding the steady sale of strictly winter items. 
There is a fair amount of future business being written at the 
present time, and absolutely no reason to expect any lower prices 


in the near future, according to local authorities. 


The tendency 


has been upward in all price adjustments announced since Jan. 1. 
The hardware trade in this territory is keeping very busy making 
a satisfactory number of sales, but the common complaint is that 


the individual sale is running small. 


Collections are fair. 





BATTERIES.—Consistent demand con- 


tinues in this section with prices firm. 


Stocks are satisfactory. 


JOBBERS’ ay ahem ge ae. RE- 
TAILERS, F.O 


Dry cells, og hy 2 BO» ans type, 
nok. gg No. 7111, ‘same type, 35%c. 
each. 


B batteries, No. 767, $2.62 each, in 
units of 5, $3.44 each; No. 772 (ver- 
tical type), $2.62 each; in units of 5, 
$2.44 each; heavy duty vertical type, 
No. 1770, $3.40 each; in units of 5, 
$3.17 each. ey xl No. 486, $3. 59 
each; units of 5, $3.3 


BOLTS AND N UTS. —Normal sales 
reported with prices unchanged. Stocks 
are ample. 4 


JOBBERS’ quota. TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Carriage bolts, "50 and 10 off list. 
Case bolts, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 50 
per cent off list; 144 to 1%, 30 off list. 

Coach screws, 50 and 10 off list. 
Case bolts, 60 per cent off list. 

Step bolts, 50 per cent off list. 


BUTTS.—Jobbers predict an advance 
on steel butts. Present quotations to 
dealers on 3% x 3% steel butts is 19 
cents per pair. Case lots, 18 cents per 
pair. Local stocks are satisfactory. 


CARPET SWEEPERS.—Moderate de- 
mand, with stocks in good condition. 
Prices are unchanged. 


JOBBERS’ rage ha ge TO RE. 
TAILERS, F.0.B. NE YORK 

Carpet sweepers, Seandasd, $3 ach: 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $38 each; 
Grand Rapids, japanned, $3. 37 each; 
Grand Rapids, nickel plated, $t each; 
Elite, $5 each; Princess, $4.17 each; 
and American ueen, 50 each; 
Sterling, $2.10 each. 


CLOCKS.—Normal sale reported. Prices 
are the same and stocks are adequate. 


JOBBERS’ Quer eons ce. RE. 
TAILERS, F.O.B. NE yo 

Alarm clocks, oI a, bw ay ‘lots, 
2.29; dozen lots, 2.21; 2 dozen lots, 
2.15; same luminous, broken lots, 
$3.16; dozen lots, 3.06, and 2 dozen 
lots, "$2. 97. Baby n and Baby Ben 
luminous take same respective prices. 
Ben Hur, broken lots, $1.76; dozen 
lots, $1.70, and 2 dozen lots, 1.65; 
same luminous, broken lots, $2.46; 
dozen lots, $2.38; and 2 dozen lots, 


Black Bird, luminous dial, broken 
lots, $1.76; dozen lots, $1. 76, and 2 
dozen lots, $1.65. Blue Bird, broken 
lots, $1.22; dozen lots, $1.19, and 2 
dozen lots, $1.15. Sleep Meter, broken 
lots, $1.40; dozen lots, $1.36; and 2 
dozen lots, $1.32. Jack-O-Lantern, 
luminous dial, broken lots, $2.10; 





dozen lots, $2.04, and 2 dozen lots, 


$1.98. American, broken lots, $1.05; 
dozen lots, $1.02, and 2 dozen lots, 
99 cents. 


Auto clocks, Westclox, plain bro- 
ken lots, $1.76; dozen lots, $1.70, and 2 
dozen lots, $1.65; same, luminous, 
broken lots, $2.46; dozen lots, $2.38, 
and 2 dozen lots, $2.32 


ICE SKATES.—Demand very spotty, 


following closely the changes _ in 
weather. Few cold days recently 
caused considerable activity in this 


line, but during the mild weather spell 
there was little or no interest in this 
line. Prices are the same and stocks 
are considered satisfactory. 


JOBBERS’ ro al hs pe TO RE. 
TAILERS, J rane EW YORK: 
Union [ae * 1624, 84c. 

pair; 5624, a1 24%, $1.44; 52 % 

$i. er Plain Bob, 45c.; 

Nickel Bob, Teed: : 42414, $1.69; 424441, 


With shoes: No. 90 and 90L, $5.50; 
290 and 290L, $6.75; 295 and 295L, 
ss.763 212 and 213, $4; 95 and 95L, 


NAILS.—Normal demand reported in 
this territory. Local stocks are satis- 
factory, and prices are being main- 
tained. 
JOBBERS’ oy ghey = i. RE. 
TAILERS, F.O w ‘YOR 
Common wire ny gy rh ‘34. 25 
per keg; 6d, $4 per keg; 8d, $3.85 per 
keg; 10d, $3.75 per keg. Common 
wire nails, galvanized, 4d, $6.75 per 
keg; 6d, $6.50 per keg; 8d, $6.35 per 
keg, and 10d, 25 per keg. 
Wire box nails, smooth, 4d, $4.45 
BS keg; 6d, $4.10 per keg, and 8d, 
3.95 per keg. Wire finishing nails, 
bright, 4d, “rk per keg; 6d, $4.35 
r keg; , $4.10 per keg, and 10d, 
4 per keg. ire finishing nails, gal- 
vanized, 4d, $7.45 per keg: 6d, $6.85 
per keg; 8d, $6.60 per oy and 10d, 
$6.50 per keg. 


RADIO TUBES.—Continued steady 
sale with prices firm. Stocks are 


adequate. 
JOBBERS’ QUOTATIONS TO. RE. 
TAILERS, F.0.B. NEW YOR 


To ‘Dealer 
$2.80 
1.05 


2.45 
1.40 


at nd 
SIO 
SOBONSANH WON 


DOGO 109 et tt 
tye wcorgcau 
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RADIATOR AIR MOISTENERS.— 
Demand for this comparatively new 
item has been consistently brisk. Stocks 
are ample and prices are firm. 


JOBBERS’ ee ee i. RE. 
TAILERS, F.O.B 

Nesco, No. 5, Bo anf tats “and 
Nesco No. 50, gold finish, 45c. each. 


SASH CORD.—Moderate demand, good 
stocks and steady prices. 


JOBBERS’ et ey a TO RE.- 
TAILERS, F.0.B. NEW age 

Sash cord, Samson spot No. ” 70c. 
to 72c.; Aetna No. 8 , 3lc., and ice. 
nix No. 8, 38c. to 39c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS.—Prices are firm and are 
consistent with the recent revision of 
list and discounts. Stocks are satis- 
factory and demand is normal. 


JOBBERS’ Nae eggs i. RE. 
TAILERS, F.O.B. YOR 

Screws, flat Wy Srieht con 50- 
10-10; round heads, blued, 45-10-10; 
round head iron, nickel plated, 27% - 
10-10; flat head, galvanized, 20-10-10; 
flat head, brass, 45-10-10; round head, 
brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 


SANITARY PRODUCTS.—N ormal 
sales reported with prices unchanged. 
Local stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, 
doz.; case of 3 doz., 
and in gross lots, $2 per doz. ——, 
triple strength, 16 oz. size, case of 
doz. cans, $4 4A doz.; half gross lots, 
$3.75 per doz.; ross lots, +. 50 — 
doz. Desolvo, ‘ttip e strength, in 2 Ib. 
cans, case of 1 doz. cans, od } gual doz., 
and gross lots, $6.50 per 

Kloset Klean, 22 oz. size, ‘tees than 
ease lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.,. gross lots, 
$2 per doz. 


Tubola, 12 oz. cans, less than case 


lots, $2.25 per doz.; case of 2 doz. 
cans. $2.15 per doz., gross lots, $2 
per doz. 


Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products—oil soap, 16 oz. 
size, $2.60 per ge bowl cleaner, 


oz. size, $1.85 per dozen; pipe 
opener, 16 oz. i, $2 per doz.; tile 
and porcelain cleaner, 16 oz. size, 


$1.20 per doz.; Met-L-Shyn, 8 oz. size, 
$3.60 per doz.; Silvershyn, 4% oz. 
size, $1.80 per doz.; Waterless cleaner, 
2 pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.: same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.82 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 


VENTILATORS.—This line continues 
fairly active at firm prices. Local 
stocks are in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Continental ventilators, wooden 
type, No. 923. $3.65; No. 937, $4.00; 
No. 949, $5.50; No. 959, $6.05; No. 
1537, $5.25; No. 1549, $7.10, and No. 
836, "$3. 35, all prices, per dozen. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837. $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per dozen. 

Diamond E ventilators, all metal 
type, No. 91. 3624 cents; No. 02, 40 
cents; No. 3, 4624 cents; No. 1, 43% 
cents; No. 2, 48% cents; No. 3. 53% 


cents: No. 4. 63% cents. and No. 5, 
70 soure. All Diamond E prices are 
each. 
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Cambria Fence, 
Steel Fence Posts 


and other Profit-earning 


Products for Hardware Dealers 


CAMBRIA FENCE and other prod- 
ucts of Bethlehem manufacture are 
profit-earning for Hardware Dealers 
and should receive serious consider- 
ation during the purchase of fresh 
stock for the year. 


CAMBRIA FENCE is representa- 
tive of the high quality of all Beth- 
lehem products. 


CAMBRIA FENCE effects many 
savings: quick, easy erection saves 
time and labor; the use of selected 
steel wire protected by a heavy zinc 
coating makes a rust-resisting fence 
that is economical over the years; 
always uniform, new and springy 
this fence minimizes maintenance 
costs. CAMBRIA FENCE is de- 
signed to meet every requirement 
for hogging down, for dividing off 
fields, and for the security of stock, 
farm and orchard. 









WIRE STAPLES; WIRE BALE 
TIES; WIRE, BARBED—All 
Styles 

BOLTS AND NUTS. SMALL 
TOOLS, DROP FORGINGS, 
TIN PLATE 

BARS—Merchant, 
forcing 

BOILER TUBES—Charcoal Iron, 
Lap Welded Steel 


Concrete Rein- 


DISTRICT OFFICES: 


New York Boston Philadelphia 
Cleveland Cincinnati Detroit Chicago St. Louis 


BET 


MANUFACTURERS HIGH QUALITY PRODUCTS 





Other Bethlehem Products for Hardware Dealers 


WIRE—Plain, Galvanized, Annealed 


WIRE NAILS — Bright 
Coated, Blued, Galvanized 


ALLOY AND TOOL STEELS for 
Every Purpose 

SHEETS—Plain, Galvanized, Roof- 
ing 

STRUCTUR4L SHAPES 





Bethlehem Steel Company, General Offices, Bethlehem, Pa. 


Baltimore Washington 
is San Francisco Los Angeles Seattie Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, 
Sole Exporter of our Commercial Products 


HEM 































CAMBRIA STEEL FENCE 
POSTS are made from rail carbon 
steel and are the strongest posts 
obtainable for erecting farm, poul- 
try yard, orchard and_ garden 
fence. Line posts are made in both 
angle and tee sections. End, gate 
and corner posts are made only in 
angle section. CAMBRIA STEEL 
FENCE POSTS do not break off 
at the ground. They are fitted with 
anchor plates and can be easily 
driven. There are no holes to dig 
except for end and corner posts. 


OTHER BETHLEHEM PROD- 
UCTS for Hardware Dealers are 
listed below. DEALERS are in- 
vited to communicate with our near- 
est District Office for information 
on these products. 


Cement 





Atlanta Pittsburgh Buffalo 






FOR HARDWARE’ DEALERS 
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Hardware Business Shows Some Improvement 


in Pittsburgh Market—Collections Vary 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Jan. 31.—Of outstanding interest in the hardware 


market is the the announcement of the American Steel & Wire Co., | 


dated Jan. 25, of advance of $2 a ton in the prices of all wire prod- 
ucts except woven wire fence, which since has been followed by all 


other manufacturers. 


Since jobbers generally are under contract 


for the present quarter at former prices, the natural deduction is 
that the new prices have been made primarily for their influence 
upon second quarter business and to stimulate specifications on first 


quarter contracts. 


The base prices on jobbers’ carloads are $2.65 


per keg, Pittsburgh for nails and $2.50 per 100 lb., Pittsburgh for 


plain wire. 


The advance, as it applies to nails creates an interest- 
ing situation, since it was only two months ago that prices of nails | 


were advanced substantially through revised size extras and an in- 


crease of $1 to $2 a ton in the base prices. 


There have been heavy 


shipments of nails at the prices ruling prior to the Dec. 1 advance 
and carrying the old classification of extras, and this latest advance 
comes before there has been much specifying against contracts 
written for this quarter carrying the higher prices. 

Hardware business in this territory shows some impovement in 
the number of orders, but so far as the volume is concerned it still 
leaves something to be desired. Collections still vary from poor to 


fair. 





AUTOMOBILE ACCESSORIES.— 
There is not much activity in this line 
and more than one jobber carrying the 
line wonders if demands ever again 
will be as large as they were a few 
years ago. They quote: 


Alcohol.—In barrel lots, 49c. to 57c. 
per gal. 

lvo.—In 55 gal. drums, $2.25 per 
ot 30 gal. drums, $2.30; 3 gal. cans, 


Prestone.—Eveready, $3.60 per gal. 

Chains.—Lots of 1 to 9 pairs, 30 per 
cent off list; lots of 10 to 49, 35 per 
cent off list; lots of 50 or more, 40 
per cent off list. 

Freezmeters.—Best, 60c. each; good, 


5e. 
Hydrometers.—Standard makes, 65c. 
each. 


AUTOMOBILE TIRES AND TUBES. 
Jobbers report a good movement 
against advance orders. They quote 
the popular sizes of tires and tubes sold 
through the hardware trade: 


Casings.—High pressure, cord, 30 x 
3% in. clincher, $6.10 each; same ex- 
tra size, $8.30; 31 x 4 in., $13; 32 x 4 
in., $13.80; 33 x 4 in., $14.50; 32 x 4% 
in., $18.75; 33 x 4% in., $19.50; 34 x 4% 
in., $20.20; 33 x 5 in., $25.50; balloon, 
29 $9.15; 30 x 5 in., $13; 31 
x 5 in., $13.55; 30 x 5.25 in., 20 in. 
rim, $15.15; 21 in. rim, $15.65; 30 x 5.77 


> 30 x 6 in., $20.40; 32 x 6 


n in. rim, $21.10 in. rim, 

$21. 80. 
Tubes.—High pressure, tan, r 4 
n., 


3% in. clincher, $1.60 each; 31 x 
$2.40; 32 x 4 in., $2.50; 33 x 4 in, 
$2.60; 32 x 4% in., $2.90; 33 x 4% in., 
oe: 34 x 4% in., $3.10; 33 x 5 in., 


$3.75; gray tubes sell 15e. to 50c. less 
balloon, y, 29 x 4.40 in.. $1.85; 30 
x 5 in., $2.25; 31 x 5 in., $2.30; 30 x 


2.55; 21 in. rim, 


5.25 in., 20 in. rim, 
~ a 32 x 6 in., 


$2.65; 30 x 5.77 in., 

$3.10; 33 x in., 
BATTERIES.—There continues to be a 
steady demand for dry-cell batteries, 
particularly for radio sets. Jobbers 
quote: 





Packages Packages 





Broken Unit 

No $0.97 
No 3.33 
No 1.14 
No 1.14 
No 1.30 
No 2.44 
No 2.44 
No i 
No. 
No. 36% 

No. 6 dry cells, ignition type unit 
package, 32%c. each 

4 gee 935, 9%4c. each; 
No. 950, is No. on 18%c.; No. 
og 28c.; 750, 18%c.; No. 761, 


$2) - Shot.—No. 1461, $1.67; No. 1661, 
BOLTS, NUTS AND RIVETS.—There 
are only fair demands upon local job- 
bers, but primary prices are holding 
firmly and that is the condition in re- 
sale prices. Jobbers quote: 

Bolts.—All styles except stove and 

tire bolts, per 100 pieces, 60 to 62% 

per cent off list; stove bolts, 75 and 

10 per cent off list; tire bolts, 50 and 

10 per cent off list. 

Nuts.—All styles, 60 to 62% 
cent off list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—No ap- 
preciable increase yet is observed in 
business, but dullness does not mean 
any price weakness. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $18.50 per 100 pair; 
3% in. x 3% in., $19; 4 in. x 4 in., $30. 

Hinges. —Heavy strap, 6 in., ’$1. 85 
per doz.; 8 in., $2.95; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
3 in., $3.40; 10 in., $5.40; light strap, 
with screws, packed one pair in a 

x, 3 in., $9.60 per 10@ pair; 4 in., 
$11.60; light, T, 3 in., $11 per 100 pair; 
4 in., 2.60. 

Ha asps. —Hanger, 
single dozen lots, 3 in., 


per 


without screws, 
65c. per doz.; 


6 in., $1.05; safety, 3 in., 


4 in., 79c.; 
4% in., $1.14; 6 in., 


97c. per doz.; 
$1.60. 


ae Sets.—Swinging hinges, 10 
, $3.10 per set. 

| PAINTING SUPPLIES.—There has 
been a heavy movement of paints and 
supplies into the hands of retailers and 
jobbers must now wait on an increase in 
actual consumption for additional busi- 
ness. Turpentine has advanced 2c. per 
gallon, but there has been no change in 
prices of other items. 


to retailers: Ready mixed 
best grades, $2.60 per gallon; 
lower grades, $2.00; (whites and dark 
greens l15c. per gal. higher); white 
lead, 13%c. per Ib. in 100-Ib. lots; 10 
per cent less in lots of 500 lb. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 77c. per gal- 
lon in barrel lots; raw linseed oil, 
11.3c. per lb. in barrel lots. 
POULTRY SUPPLIES.—There is in- 
creasing interest in fountains, trays and 
other accessories of poultry raising. 
Good demand is particularly noted for 
Cel-o-glas, which jobbers quote at 12c. 
per sq. ft. in 100-ft. rolls and 12%c. in 


50-ft. rolls. 


SKATES.—Cold weather has helped the: 
demand for ice skates and there is a 
fair movement of roller skates on ad- 
vance spring orders. Jobbers quote: 


Roller Skates.— Union Hardware 
Co. line, No. 2, 70c. «i pair; No. 3, 
75c.; No. 10, $1. ‘05; No. 6, $1.55; Wins- 
low line, No. 3844, $1.50 :’ No. 38, $1.60; 
No. 38, rubber-tired, $2. 50 per pair. 

Ice Skates. —Winslow line, No. 2110, 
65c. per pair; same, L. S., 
2120, $1.20: same, L. §S., 1150: No. 
2140, $2.20; same, L. S., $2.50. 


WIRE PRODUCTS.—Jobbers have re- 
vised upward their prices in keeping 
with the mill advance of $2 per ton ap- 
plying on all products except woven 
wire fence. 

We quote from Pittsburgh jobbers’ 





Price 
paints, 








stocks: 
Fence Wire 
(per 100 Ib.) Annealed Galvanized 
No. e ze S WERO..5 55:2 $3.05 $3.50 
No. 3.10 3.55 
No. i 3.60 
No. 12 3.70 
No. 13 3.85 
No. 14 4.05 
No. 15 4.30 
No. 16 4.45 
Barbed wire (per 80-rod spool): 
2-point cattle ... $2.95 
2-point hog ..... * 
4-point hog ... . 
Sapaint CRTC. svcks asewisiarccedes 3.15 
2-point cattle (special).......... 2.25 
Field Woven Wire Fence (per 100 
rods): 
RY ree See ie toes eee $39.80 
oj L BRSS SAA nore Perens 55.80 
MEE Gy Raat +cce asses ween 27.70 
NE rr ers ee pee eres - 37.00 
UN cr bkades puke ager eda sens 35.80 
PON oss Sous seewes cok cee reeen 49.20 
Poultry 
UO) OW s's oped 05.0 cbhbes de Gone $36.50 
POORER 44 oo = ifbos apede sc ikeee 44.00 
ere ae 49.50 


Steel Fence Posts: 
Galvanized, Painted 
Tubular Formed 
bc cvesteepein 50c. each 
...55¢e.each 38c. each 
..65c. each 40c. each 
OPT TT FE eee 45c. each 
Bright nails, base, per keg, $2.85. 
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A Leader After 
Only Three Years 


Although introduced only three years ago, 
Bernard Pruner No. 25-8 has today won for 
itself a leading position in its field. 


Behind this remarkable success is its com- 
pound leverage action, combined with the ex- 
clusive swinging jaw feature, which allows 
sharpening of the blades without removal from 


LOCKS 
the handles. TOOL 
CLOSED 


Behind it, also, is the Bernard standard of 
quality and strength, built into every one of the 
hundred thousand and more which have already 


been sold. 


And the price is attractive. Only $1.00 each, 
retail! 


WHEN OPEN 


THE WM. SCHOLLHORN CO., NEW HAVEN, CONN. ONLY 37" 











wn LOCK—SPRING ACTION—FULL NICKEL “ho 
ne Pruner in each dozen mounted on a three-colored display card 


BERNARD TOOCS 


ADE MARK 
Made by the Makers of 
BERNARD SIDE-CUTTING PLIERS 














) 
Be 
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New England Trade Complains of Slow 


Business, but Sees Encouraging Outlook 


BOSTON, 


New England complain of slow business. 
is generally ascribed to the lack of real winter weather. 


(Boston office of HARDWARE AGE) 


MAss., Jan. 31.—Retail hardware dealers throughout 


The condition of trade 
But as a 


matter of fact business in January in past years has always been 
slow, and usually remains so until people are able to work the soil. 


Conditions are therefore normal. 


A little snow undoubtedly would 


boost the retail sale of sheds, shovels, sidewalk cleaners and similar 
merchandise, and unquestionably would improve sentiment. Despite 
the common complaint of poor business by retailers, jobbing houses 


are doing a very good business for this time of the year. 


Indica- 


tions are sales will run ahead of January, last year, although the 


margin of gain will be slight. 


Complaints of poor business come more generally from retail 


dealers in the so-called factory towns. 


It is pointed out in New 


Bedford, Fall River and Lawrence, Mass., as well as in other New 
England cotton mill towns that wages have been cut 10 per cent 
and that the buying power of the public has been reduced just so 
much. While it ig true that some mills have cut wages, it is equally 
true that just about a year ago most mills were either closed or work- 
ing very few hours per week. There were a lot of people not earning 


a cent. 


In addition, New England shoe shops were doing little, 


while today the outlook is quite encouraging. The woolen mills also 
are operating on a larger scale than a year ago, and the leather in- 
dustry is really booming. New England is therefore really much 
better off than it was a year ago, and the general outlook for retail 
and wholesale business is decidedly more encouraging. 





AXES AND HANDLES.—Although 
by no means active, there is just 
enough doing in axes and handles to 
keep jobbers’ stocks moving all the 
time. 

= quote from Boston jobbers’ 


stoc 
Axes.—Standard makes, without 
handles, $14.50 per doz. net. The usual 


— for weights and handles ob- 
tain. 
ne a oe bit, Woodsman’s 
Pride, 28 in., $7 r doz. net; New 
York, 30 in., ’$6. 40; Pee in., $6.40; Sun- 
flower, 32 in., $4. 86. Northern New 
York pattern, Triumph, 30 and 32 in., 
$5.30 per doz. net; “ee A ~ 
n., 


32 in., $4.76; Success, 30 an 
$4.05; Eagle, 30 and 32 in., $2.97. 
French pattern, Triumph, 28 in., 


67; Hercules, 28 in., $5; Success, 
28 in., $4.16. 

BARBED WIRE.—Additional forward 
buying of barbed wire is reported. Re- 
tail dealers in certain instances report 
more barbed wire sold in January than 
usual. Because of the open winter, 
farmers have had an opportunity to fix 
up fences much earlier than usual. Re- 
tailers are selling from last season’s 


stocks. 
quote from Boston jobbers’ 
stocks: 

Barbed Wire.—Factory shipments, 
four point, in car lots, $3.30 per reel 
net; in less than carload lots, $3.55. 
Two- ply twisted, in car lots, $3.30; 
in less than car lots, $3.55. Bighty- 
rod reels, four point, in car lots, 
$2.80; in less than car lots, $3. Two- 


ply twisted, in car lots, $2.41; in less 
than car lots, $2.58. 
Fence Wire. — Factory shipment™: 


galvanized smooth, in car lots, $3.2 
in less than car lots, $3.45. 
Staples.—Factory shipments, gal- 





vanized fence. in car lots, $3.30 per 
keg net; in less than car lots, $3.65. 


CARPET BEATERS.—Jobbers note 
small sales of carpet beaters the past 
week, some for immediate and others 
for delivery a little later in the year. 


We quote from Boston jobbers’ 
stocks: 

Carpet Beaters.—No. 11, tin, $2 per 
doz. net; No. 12, $1.50. 


CLOCKS.—The Westclox interests are 
making extra discounts on quantity 
shipments which are more simplified 
than those quoted a year ago. A re- 
tail dealer ordering two dozen clocks 
or watches of one model is allowed an 
extra 2% per cent discount, and for six 
dozen an extra discount of 5 per cent. 
On direct factory shipments full freight 
is allowed on orders weighing 100 lb. or 
more. 
We quote from Boston jobbers’ 


stocks: 

Clocks.—Westclox line, Big Ben, 
$2.29 each net; luminous, $3.16; Big 
Ben De Luxe, eet: luminous, $3.52. 
Baby Ben, $2.29; luminous, $3.16; 
Baby Ben De Luxe, $2.64; luminous, 
$3.25. Black Bird, $1.76. Sleepmeter, 
$1.40; luminous, $2.10. Blue Bird, 
$1.22; luminous, $1.76. America, $1.05. 
Ben Hur, $1.76; luminous, $2.46. 


FISH TRAPS.—While snows have been 
missing in many parts of New England 
there has been plenty of ice, and retail 
dealers have had a call for fish traps. 
The retailers, in turn, have been obliged 
to replenish stocks. 


Pi quote from Boston jobbers’ 


‘Fish Traps.—Complete, with reel, 





line and hook, $2 per doz. net; in- 
complete, 65c. 

FLASHLIGHT CASES.—In  jobbing 

circles it is intimated there will be a 

change in flashlight case prices on Feb. 

1. It is further intimated the change 


will be in the form of an advance. 


FLY PAPER.—Jobbers have been se- 
curing some forward orders for fly pa- 
per, sprays, sprayers and ribbons. They 
have not complete data on the matter, 
but believe sales are well ahead of those 
for the corresponding time last year. 


We quote from Boston jobbers’ 
stocks: 

Fly Paper.—8 x 14 in., in case lots 
(five cartons), $5.50. 

Sprays.—% pints, $4 per doz. net; 
pints, $6; quarts, $10; gallons, $32. 

Sprayers.—Standard makes, $2.80 
per doz. net. 

Ribbon.—In case (four car- 
tons), $3.50 net. 

Tree Tanglefoot.—1 lb. can, $4.80 
per doz.; 5 lb. can, $22 per doz.; 10 
Ib., $42; 25 Ib., $96. 


FLY SWATTERS.—In common with 
fly paper, etc., there has been some buy- 
ing of fly swatters for delivery later in 


lots 


the year. 
We quote from Boston jobbers’ 
stocks: 
Fly Swatters.—Velvet, $6 per gross 
net; Orile, $7.50. 


GARDEN TOOLS.—Another drive by 
the jobbing trade has rounded up addi- 
tional orders for garden tools. It is be- 
lieved that the great majority of New 
England retailers have covered their 
1928 requirements. 


We quote from 
stocks: 

Garden Tools.—Trowels, No. 214,, 6 
$2.25 per doz. net; No. 6X, 6 in., 
$1.32; No. 85, 85c.; No. 120, $1. 50; No. 
Forks, No. 300, $3.50; No. 
Weeders, $2. 

Garden Sets.—No. 112, child’s, three 
tools, $1.50 per doz. net; No. BBT, 
$2.14; No. F, $4.54; No. HF, four 
pieces, $9; No. FSX, three pieces, 
$15.38; No. 83, three tools, $6; No. 
1842, $1.20; No. 860, $2; No. 867, $4; 
No. 870, $6. 


SAWS AND FRAMES.—Occasionally a 
retail dealer is obliged to replenish 
stocks of wood saw frames and blades, 
and now that logging operations are 
really active in northern New England 
there is a better call for cross cut saws. 


We quote from Boston jobbers’ 
stocks: 

Wood Saw Frames.—No. 03, $5.85 
por ne net; No. 50, $6.50; No. 40, 
‘. . 

Blades.—No. 6, 30 in., $5.20 per a. 
net; 32 in., 8 ag Wi} No. it. 30 ae $6; 
in., $6.65; Ni 32 in., $5.50. 

Complete Sete, No. 150, $12. 75 — 
doz. net; No. 150 Champion, $13. 
aieae 40, $15. 55; No. 45, $15.20; No. uit 


ite Cut. Tract -. 4% ft., 
- 80 age ae 5 ft. | 4 de’ $6. 
; eee: a 60s °s oH 


ft $3. 30. Ne” 70 4% 
ft., $2.18; 5% ft., $2'39. ee one- 
man, champion tooth, 
$2.40 each net; 3% f 
$3.20; 4% ft., $3.60. Four-cutter, 

» $3. 80. ee pS Ns 196, 
24 in., $23 40 per doz n., 
Two-man Disston, narrow Setanta 
champion, toothed No. 286, Wi. ft., $2 
each; 5 ft., $2.20; 5% ft., $2. 3 6 ft., 
$2.60. Triumph Toledo, No. 598, 5 
ft., $2.95 each; 5% ft., $3.20. 


Boston jobbers’ 


Reading matter continued on page 206 
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é AUTOMOBILE PADLOCKS. 


ee. ; 





i 
' 


“° 


No. 3223 





No. 3324 No. 326 


You may not be able to pick out 
the auto padlock customers but 
this YALE Display Hanger will 


Description of Padlocks This display hanger will automat- 
Illustrated Above : 
ically select and sell auto-owners. 


No. 223—Case, iron, bower-barffed 


finish, b: lated Is, 114 inch . ° P 2 
sian, Sides ylated stant shankde, two If the customer is a motorist, this display 
teel keys. ° ° ° . ° 
Suggested retail price $.50 each will attract him instantly. He will appreciate 
No. 3223—Same es No. 223 but with its range of sizes—its bright, business-like 
44 . m 
os ee retail price $.60 each array of merchandise. Made of heavy-gauge 
oO. —Case, iron, b -barffed ° - 
finish, brass plated pancis, 2 inch metal— measures 4 by 16 inches—litho- 
ize, b lated 1 shackle, : 
steel keys. we ee graphed in 2 colors, gray background 
uggested retail price $.65 each : $ 
No. 324—Hermetic Padlock—Case, and blue border in pleasing contrast to the 
iron, bower-barffed finished, copper attractive Yale padlocks suspended from it. 


plated steel discs, 134 inch size, 
copper plated steel shackle, two 


Saugected retell price &6% auch Ask for YALE No. H200A 


No. 3324—Hermetic Padlock - Same : , 
as No. 324 but with 14 inch shackle This assortment consists of two each of the 
clearance. . : Siete ‘ 
Seceesiadl achiill sleni aiibdinile six numbers described here—six mounted 
No. 326-—-Hermetic Padlock—~Case. on display panel and balance furnished 
iron, bower-barffed finish, copper as stock. Each padlock has attached to it 
plated steel discs, 2! inch size, - ‘ 7 
copper plated steel shackle, two a price tag carrying list number and sug- 
nickel plated steel keys. gested retail price. 


Suggested retail price $.80 each 
The Yale & Towne Mfg. Co., Stamford, Conn., U. S. A. 


Canadian Branch at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 
















Padiocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet Locks, 
Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Outlook for Spring Trade Encouraging 


—No Price Changes in Cincinnati 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, OHIO, Jan. 31.—Hardware jobbers state that the 
volume of business booked in the first month of 1928 was of fairly 


liberal proportions. 


The bulk of the orders was for shelf stock, 


since retailers are not yet ready to make purchases of spring goods. 
The only disappointing factor has been the slowness with which 
winter items have moved, the dullness having been caused by the 
comparatively mild weather which has prevailed in this district. 


The outlook for spring trade is encouraging. 


Industries in Cin- 


cinnati and in cities nearby are gradually expanding operations with 
the result that more men are being employed. This upward turn, 
of course, should be reflected soon in the increased buying power 


of the consuming public. 


Small towns and rural sections have been 


consistently good sources of business in recent months, and it is, 
therefore, to the cities that the jobbers are looking for improve- 


ment. 


So far as prices are concerned, there have been no changes of 
consequence in the past two weeks. With the practical working out 
of the new card of extras on nails, common wire nails are being 
maintained on the best basis in many months. 

Buying of spring merchandise is not expected to get under way 
on a sizable scale until about the middle of February, although a 
few orders are being placed now. Jobbers anticipate sales which 
will be fully up to those in the spring of 1927. 





AUTOMOBILE ACCESSORIES.—Fur- 
ther postponement of the time when 
Ford cars will be on the market in con- 
siderable quantities and mild weather 
have been equally responsible for the 
sluggishness in automobile accessories. 
Present indications are that jobbers will 
be left with considerable stocks of 
chains and other winter goods on their 
hands. Ford dealers are refusing to 
place any orders for accessories, pre- 
ferring to wait instead until the deliv- 
ery dates on the new car have become 
more definite. The only item which is 
in demand is tires for the spring trade, 
and even here the volume is not large. 
We quote from Cincinnati jobbers’ 


stocks: 

Tires 30x3% 29x4.40 
SS ear $5.00 $6.30 
Medium grade .......... 6.10 7.55 
i Se osdéckecdcend’ 8.75 9.65 

Tubes: 

Chenp GTREO ..ccccseccs 1.00 1.25 
Medium grade ......... 1.25 eS 
OR BERGE. 6 50006000060 1.45 1.85 

Note.—30x3 4 unguaranteed cord 


tires, $4.25 each 

Heaters.—Arvin Ford Heater, $1.15 
each; Ford hot spot, $4 each; Ford 
super heater, $6; Ford zipper heater, 
$2.34 each. 

Chains.—35 
than 12 pair; 
pairs or more. 

Anti-Freeze Preparation.—Eveready 
Prestone in half gallon or gallon 
cans, $3.60 per gal. 


BOLTS AND NUTS.—There has been 
no change in these items, which are sell- 
ing at a fair rate. 


We quote from Cincinnati jobbers’ 
stocks: 

cut-thread carriage and machine 
bolts, 60 per cent off list; rolled- 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 80 per cent off list: square, 


per cent off for less 
40 per cent off for 12 





hexagon and tap nuts, 60 per cent off 
list. 


BUILDERS’ HARDWARE.—Signs of a 
pickup are beginning to appear, although 
activities still are curtailed. Esti- 
mates of the amount of building con- 
struction work to be undertaken in this 
city this year give encouragement to 
jobbers and dealers alike. Prices are 
firm and unchanged. 

We quote from Cincinnati jobbers’ 
stocks: 

Sash Weights.—Sash weights, $1.75. 

Inside Sets. — Square bevel inside 
sets in case lots, $5.75 ppr doz. 

DENATURED ALCOHOL.—tThis item 
has been in moderate demand, and 
prices are the same as two weeks ago. 

We quote from Cincinnati jobbers’ 
stocks: 

Denatured alcohol in 52-gal. drums, 
58c. per gal.; in lots of three drums, 
52c. per gal.; in 10 one-gallon lots, 
74c. per gal.; in gallon cans, 75c. per 
gal. A charge of $6 for each drum 
is made, but this amount will be re- 
bated when the empty drum is re- 
turned. 


FILES.—Retail dealers are ordering 
this commodity in sufficient quantities 
to maintain well-rounded stocks. 


We quote from Cincinnati jobbers’ 
stocks: 

Black Diamond files, 40, 10 and 
10 off list; Keystone files, 70, 10 
and 5 off list. 


JUVENILE VEHICLES.—Many retail- 
ers have replenished their stocks since 
the holidays so that they can keep a 
generous supply of merchandise all the 


year. 
We quote from Cincinnati jobbers’ 
stocks: 
Scooters. ama 109, $2.90 each; No. 
110, $3 eac 


TE al - ‘Cycles.—No. 11, $11.50 





each; No. 12, $12.75 each. 
Velocipedes.—_No. 6E, $2.90 each; 
No. 7E, $3.30 each; No. 46, $7.40 each. 


LAMPS.—There has been no change in 
this line. 


We quote from Cincinnati jobbers’ 
stocks: 

Gasoline Lamps.—C317, $7.40 each; 
C329, $6.25 each; C318, $7 each; C324, 
$7 each, 

Lanterns.—L327, $5.25 each; L427, 
$6 each. 


NAILS.—Further stabilization of the 
market is reported by jobbers, who are 
well satisfied with conditions as they 
exist today, so far as prices are con- 
cerned. 


We quote from Cincinnati jobbers’ 
stocks: 

Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 


LINSEED OIL.—This commodity is be- 
ing quoted locally at 77c. per gallon in 
single barrels. 

LEAD.—White and red lead have not 
changed, the price being 13%c. per 
pound, less 10 per cent, in 500 pound 
kegs. 

RADIO BATTERIES.—A fair call for 
radio batteries is reported by the job- 
bing trade. 


We quote from Cincinnati jobbers’ 





stocks 
Less than 
Unit In Unit 
Packages Packages 
Batteries Each Each 
x Sy Seer ers $0.40 $0.3514 
ao ee Oe 1.05 0.97 
oe ie = || ae 1.22 1.14 
“B,”’ No. 2156 1.40 1.30 
“BB,” No. 2158 1.40 1.30 
“B,” No. 5308 2.27 2.11 
“B,” No. 2308. 2.62 2.44 
“B,”’ No. 10308 3.40 3.17 
“B,”” No. 21308 3.58 3.33 
a ede | Re 0.28 0.26 
as. ee Ee Saad 655 0.42 0.39 
Ses MENG oe ese 0.59 0.55 
a ING, BiOCs bcc 1.22 1.14 


ote—Nos. 5156, 5308, 2308, 10308, 
21308. 5360, 5540 and 5156 are in unit 
packages of 5. Nos. 4156, 2156, 2158 
and 2370 are in unit packages of 10. 
No. 6 is in a unit package of 50. 


ROLLER SKATES.—Business on a 
small scale has continued in this com- 
modity. 

We ‘quote from Cincinnati jobbers’ 


stocks: 
Nos. 4 and 5, $1.45; No. 6, $1.55. 


ROOFING MATERIAL. — Conditions 
are favorable for good business in the 
near future, but sales at present are 
light. 

We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.10; medium standard, $1.35; heavy 
standard, $1.60; light Holdfast, $1.35; 
medium Holdfast, $1.60; heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half-barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib., 12c.; in 5-lb. cans, 9tac. per Ib.; 
in’ 10-Ib. cans, 9c. per Ib.; in 25-Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5-lb. cans, 12 cans to the 
box, 8%c. per. Ib.; in 10-lb. cans, 6 
cans to the box, 714c. per Ib. 


Reading matter continued on page 208 
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NOW IS THE TIME TO SEE / ~*? at 
THAT YOUR STOCK OF | ‘ LM, 
PRUNING SHEARS IS sales Gammel 
READY TO MEET THE 
DEMAND OF SPRING 
PRUNING. 


Pexto pruning shears are well and favor- 
ably known. They are designed to work 
easily and are made of best grade materi- 
als. The Pexto line offers the right shear * 


for every purpose and every purse, with- There is considerable pleasure derived by young and 
old from doing work in the garden and the satisfaction 
and warranted pride of having everything in neat, trim 
appearance at all times. Pruning helps nature and 
From the standpoint of prestige, profit gives better flowers, fruit and shrubs. 

We have for general distribution a booklet on 
; PEXTO Pruning Shears and would be glad to send 
consideration. you a supply for your trade. 


out sacrificing quality or workmanship. 


and pruning Pexto shears warrant your 









































_ HARDWARE AGE for FEBRUARY 2 





Current Business in the Northwest Compares 


Favorably with Last Year—Collections (ood 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Jan. 31.—Trade in the Northwest tributary 
to the Twin Cities is running on an average basis for this time of 


the year. 


It is still “between seasons” as far as retail ‘trade is con- 


cerned, and dealers are looking ahead to the opening of spring busi- 
hess and preparing their stocks accordingly. Prices are steady, with 
but one change from those reported last week, this ehange being 


on solder. 


| Collections are well up to the average. Volume of trade compares 
favorably with that of a year ago, showing about the same amount 


of increase that it has for the past few months. 


Dealers are be- 


inning ‘to stock up on seasonal items for the spring trade, ordering 
orward merchandise which will attract trade with the change of the 
son. ‘Prospects are favorable for continued prosperity over this 


gection of the country. 





CHAINS.—Demand is steady and fair. 
Stocks are well assorted, with prices un- 


changed. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Log chains, %& x 
14, $13.85; % x 14, $10.80; % x 14, 
$10.20; proof coil chain, 4 in., $12.00; 
% in., $8.95; 14 in., $8.35; % in., $9.20 
ewt., net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Retail demand is light 
at present, with good prospects for fine 
demand in the spring. Prices show no 


changes. 
We quote from jobbers’ stocks, 
er Rage Cities: Eaves trough, 25- 
in., S. B., slip joint, in crates, 


$5. + “4 100 ft.; conductor pipe, 28- 
ga., 3 i in crates, not nested, $5.40 
per i00 met; 3 in., $1.73 doz. net. 


HAMMERS AND HATCHETS.—Hand 
tools are selling at a fair rate for this 
time of the year. Stocks are ample for 
the call, with prices unchanged. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
carpenters’ hammers, $12.60; Plumb, 
No. HF81, $12.00; Plumb broad hatch- 


ets, No. 2, $16.40; shingling, No. 2, 
$12.50 and claw, No. 2, $13.75 doz., 
net. 


LAMPS AND LANTERNS.—Demand 
is good, with stocks well filled. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Coleman lamps, 
No. C329, $6.25; No. C318, $7.00; No. 
C317, $7.40 each; lanterns No. 27, 
$5.25; No. L427, $6.00; No. L227, $6.10 
each: tubular, long or short globe 
lanterns, $13.00 doz., net. 


OIL HEATERS.—Sales are steady, 
though not heavy. Stocks are being 
graded accordingly. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect Oil 
heaters, No. 12, $5.50; No 7: No. 


$: 
016, 8.25: No. 0190, 51, 
7.50: No. 0161, $8.75; No. 0191, $11: 
No. 505, Giant, $11.25; No. 605, $12.75 
each, with discount in quantities less 
than ten, 30 per cent; ten or more, 
30-5 per cent. 


NAILS.—Sales are rather light, with 
prices unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 


nails, and cement coated wire nails, 
in 100-lb. kegs, $3.10 cwt. base. 





PYREX OVENWARE.—Sales are still 
quite good, with stocks being kept well 
assorted. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No, 623 casseroles, 
$1.17; No. 624 casseroles, $1.33; No. 
634 éasseroles, $1.33; No. 212 bread 
pans, 60c.; No. 200 pie plates, 67c.; 
No. 209 pie plates, 60c.; No. 231 util- 
ity dishes, 67c.; No. 12 tea pots, $1.67; 
No, 26 tea pots, $2.33, and No. 953 
percolator tops, 7c. each, net. 


REGISTERS.—Demand is good, with 
stocks well filled. Prices have not 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 


ters, 20 per cent and wrought steel 
registers, 40 per cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales are steady, with fair 
volume. Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Floor register 
shields, $12 doz.; wall, $6 doz., and 
sheet steel adjustable radiator 
shields, $2.67 to $4.37 each, net. 

ROPE.—D-mand shows a fair volume, 
with stocks kept in good condition. 
Prices are unchanged. ) 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope, 24c., and best grade sisal rope, 
17c. Ib., base. 

SANDPAPER.—Demand is fair for 
this time of year. Stocks are ample, 
with prices steady. 

We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sand- 
paper, No. 1, 85c. per box of 75 sheets; 
second grade, No. 1, 77c. per box of 
75 sheets; garnet No. 1, $16.75 per 
ream, net. 

SCREWS.—Demand is steady, though 
not very heavy. The readjustment in 
price list and discounts is fairly well 
understood, and new retail prices are 
being worked out by the dealers. 

We quote from 
f.o.b. Twin Cities: Flat head bright 
wood screws, 50 per cent; Flat head 
japanned, 3744 per cent; round head 
blued, 45 per cent; Flat head brass, 
45 per cent, and round head brass, 
40 per cent from new lists. 

SKATES.—Dealers are beginning to 
stock up on roller skates for the spring 
trade. Prices are steady and firm. 


We quote from jobbers’ stocks, 


jobbers’ stocks, 


2, 1928 








f.o.b. Twin Cities: Plain steel roller 
skates, Tic. pair; Speed King, boys, 
$1.35-pair, and girls’ Speed King, $1.30 
pair, net. 
SOLDER.—Demand is steady, with 


stocks well filled. Prices are slightly 


lower. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 


half solder, 36 cents lb., and war- 
ranted half and half solder, 37 cents 
Ib., net in 100-lb. boxes. 


STEEL SHEETS.—Demand is steady, 
with fair volume. Stocks are ample for 
present needs, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt., base (24 ga.), 
and black steel sheets at $3.95 cwt., 
base (24 ga.) 

TIN.—Sales are of fair volume, with 
stocks in good condition. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke tin, 
ICL, 20 x 28, $14.50 box, and roofing 
tin, IC, 20 x 28, 8-lb. coating, $15.50 
box, net. 

WEATHER STRIP.—Sales are still 
fairly good, with stocks being graded 
down for end of season. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin C ities: No. 70, felt weather 

, $2.10; No. 71%, 
: .20; No. 8 flexible rub- 
os 50; No. 9, $1.80; No. 10, $2.40; 

$3; Flex-O- Mold, 500 ft. rolls, 


32. 95: Wirt 500 ft. rolls, $4.40; Bos- 
ley’s, 500 ft. rolls, $3.94 per 100 3 
net. 


WINDOW VENTILATORS.—Sales are 
nolding up well in this line, with stocks 


being kept in good condition. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 02 steel frame 
window ventilators, $4.80; No. 
$5.60; No. 3, $6.40; and No. 4, $7. 60 
doz., net. 


WIRE.—Dealers are ordering their sup- 
plies for the opening of the spring sea- 
son. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool; gal- 
vanized hog at $3.30 per 89-rod spool: 
special galvanized hog (14 ga.) $2.47 
per 80-rod spool: smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9, net. 


WHEELBARROWS.—Spring demand 
has not yet started, but dealers are 
planning their stocks. Prices are firm 


as quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows, $36.50 


doz.; No. 2 tubular, $7.33 each, and 
No. 1 garden, $6.25 each, net. 


WRENCHES.—Sales are keeping well 
up to the average for this time of the 
year. Stocks are ample for present 
needs, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 60-10 per cent; key model 
wrenches, 45 per cent; engineers’ 
wrenches, 50-10 per cent, and Trimo 
pipe wrenches, 65 per cent from list. 
Bemis & Call long sleeve nut, 10 in., 
$1.70; 12 in., $2.06; 15 in., $2.75 each, 
net. 


Reading matter continued on page 210 
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The No-Crank way of freezing 
... that every housewife welcomes 








easier than ever to sell 








This nationally-accepted household 
necessity is backed by a new organ- 
ization whose policy it is to give the 
trade every possible co-operation. 

The market for the Auto Vacuum 


is wide and steadily increasing. It 
is the modern, work-saving freezer 


that appeals to today’s housewives. 
Approved by Good Housekeeping 
Institute, New York Tribune Insti- 
tute, Modern Priscilla Proving 
Plant and similar authorities. Fea- 
ture it in your store—and watch its 
sales grow! 


Note these new reduced list prices 
They give you a good profit on a 


small investment. 


i quer ....:. $3.50 
2 quarts ...... 4.00 


ee $5.00 
4 quarts ...... 6.00 


Write your jobber for discounts 


“uta Vacuum 


FREEZER COMPANY 


Dept. B-9, WINCHENDON, MASS. 
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items sold. Often it is feasible to 
tie up with a nearby shop to the ex- 
tent of directing customers to such 
a point should they require more than 
the service of supplying merchandise. 
Such an arrangement must be dis- 
creetly handled, and the shop chosen 
very carefully. You must be reason- 
ably sure of fair treatment and effi- 
cient workmanship. 

The dealer or his associate in 
charge of the accessory department 
should fraternize with local car 
agents so that he may develop an in- 
timate knowledge of current models. 
Such a knowledge will be most use- 
ful both in buying and selling acces- 
sories and replacement stock. His ac- 
quaintance with important details of 
new cars will create confidence 
among local motorists, which is un- 
doubtedly the geatest single factor a 
store can have. 

Open top display fixtures have 


proved very efficient in selling the 
general run of present accessories, 






. <= 


Here, at last, is something new 


thing BETTER in the skate industry. 


which displays the actual skate. 


Heavy-duty ALL STEEL FULL BALLOON WHEEL is the 
strongest, longest-running skate wheel made; protected SPRING 
action vastly superior to the old, age-hardening rubber cushions ; 
patented wheel lock makes possible the guarantee to replace 
four wheels if one should split; increased metal thickness 
throughout; patented channel truss construction. 


Let us tell you more about this better skate that LOOKS the 


part! 


KOKOMO STAMPED METAL CO., KOKOMO, IND. 


Eastern Representatives: D. G. BALDWIN COMPANY, 41 Murray St.. New York 


City; The Bourse, Philadelphia. 


KN © 





Trends in Automobile Accessory Distribution 


(Continued from page 156) 








HE parts and accessory industry | 

has entered the new year with 
confident expectations of larger and 
better business. Though this section 
of the automotive trade made more 
progress in 1927 than the passenger 
car division, from a volume stand- 
point, the indications point to more 
generally satisfactory conditions this 
year and an increase in output and 
distribution. 

“The past year also was exception- 
ally good for the replacement parts 
makers. They obtained business 
naturally as a result of gains in 
motor vehicle registrations not only 
in the United States but throughout 
the world, and they profited also by 
an unusual amount of car recon- 
ditioning, particularly in the low- 
priced field, while owners were de- 
laying new car purchases until they 
had seen what Ford would offer. 
The year gave the replacement parts 
makers approximately per cent | 
more business than in 1926.”—Ex- | 
tracts of report from M. L. Hemin- 
way, General Manager, Motor and 
Accessory Manufacturers’ Associ- 
ation. 

















A NEW Ridin 
Of an OLD Line @ 


something different 
Not 
roller skate” but a radical change from the skates now on the 
market, with new points of superiority--new angles of selling 
value—new features of juvenile appeal—an abundance of 
dealer helps, including three color counter and window card 


some- 


just “another 


IN 











particularly when prices are marked 
clearly. If motorists may stroll about 
your store looking over accessory 
items accessible and priced you will 
find many second sales from this de- 
partment. Car owners always need 
or want something, but frequently do 
not make the purchases because they 
don’t see the merchandise. 

Leading manufacturers of ignition 
parts, piston rings, brake lining, etc., 
have agency arrangements available 
to active hardware merchants. Such 
a tie-up identifies the store as head- 
quarters for ignition parts or piston 
rings, and encourages garage men and 
motorists to come direct and regular- 
ly to the store. It is then that the 
open-top display fixtures are found 
particularly useful. 

It is important, also, that your auto 
accessory stock, regardless of its size, 
have a definite departmental identity. 
This impresses the customer and en- 
ables you to direct attention to it when 
featuring seasonal items. 

















ALL STEEL 
BALLOON 
WHEELS 
OR BALLOON RUBBER 
TIRES 











Mi 
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HE question as to whether goods should be marked 

in plain figures is one which comes up regularly 

wherever merchandising is discussed. Meanwhile 
those who have made a study of retail problems are al- 
most unanimous in saying that goods, wherever possible, 
should carry a selling price in plain figures. 

The reasons are twofold. With the price in plain fig- 
ures on an article there is very little liability of the sales- 
man selling at other than the marked price. It also ob- 
viates price disputes and has a tendency to create con- 
fidence on the part of the customer. 

In addition it helps to make sales. Often a cus- 
tomer looks at an article, sees the price, decides to pur- 
chase, and hands it to a salesman to wrap. 

Many merchants place the responsibility for re-mark- 
ing items on some one employee. Whenever price book 
changes are made, that employee is notified and imme- 
diately revises the marks on all the items covered by the 


Should Goods Be Marked 


in Plain Figures? 


change. This method insures against old prices remain- 
ing on goods, and affords a good check on stock. 

Sometimes the argument arises as to making the prices 
public by plain marks. There is really no fogical reason 
why prices should not be immediately available to the 
customer who examines an article. The price must be 
imparted sooner or later, and the element of confidence 
is always a factor. People instinctively fear to ask the 
price because it may be more than they can pay, and 
thus embarrass them. 

There are various methods of marking goods—stick- 
ers, tags or marks made directly on the article. All are 
good, if carefully handled. However, most experts pre- 
fer the sticker, where it can be applied effectively. Care 
should be taken to see that the stickers really stick in 
such a way that they will not come off easily. The main 
advantage of the sticker is that when price changes are 
made, a new sticker label can be pasted over the old one, 
without showing any erasure or other evidence of 
change. The same thing is true of string tags, which 
are generally used on items where sticker labels are 
impracticable. 

However, the method of marking is not so important 
as the fact that goods should carry the selling price. 

The customer quickly loses confidence in a store where 
he continually hears employees shouting to each other or 
to the manager, “What’s the price of this?” 








user. 


“The Torch of a Thousand Uses” 


THE NEW C&L EVEREDY 


No. 158 


Here is a torch designed especially for use in the 
workshop or around the home. 
the farmer, the householder and the occasional 
Popular priced—but a Quality Product 
all the way through. ‘ 


It is the tool for 


The burner is of bronze—the under generator 
type—and produces a clear blue flame of intense 
heat, using standard grades of motor fuel. 


The tank is heavy gauge drawn brass strongly 
reinforced inside and out and the pump is standard 
C & L double spring automatic, very quick and 
powerful. 





This torch is being widely advertised and will 
meet with ready demand. You should have it in 
stock. Ask your wholesaler—or write 


CLAYTON & LAMBERT MFG. COMPANY 


6282 Beaubien St., Detroit, Mich. 
Makers of Quality Line Gasoline Appliances for three generations 




















1. 
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Goods Well Displayed Are Half Sold 


panel, making sure that you transfer 
them in the same order. This will 
make it much easier, when you put 
them back for wiring. 

A three jaw hand drill of the push 
type will be found useful for drilling. 
Instead of using a regular drill, try 
a three penny nail, with the head 
clipped off. This will eliminate the 
burring of the veneer panel and will 
also prevent the tearing of the felt. 





(Continued from page 139) 


Any retinned or annealed wire may 
be used for fastening the samples. 
No. 18 or 20 gage wire has been 
found generally acceptable. Do not 
use brass or copper wire in this work 
as the brass wire is too brittle and the 
copper is apt to stretch. 

When screws and bolts are to be 
displayed, do the same as with tools, 
arranging them from the smallest size 
to the largest. Instead of using wire 





for fastening, a strong fishing line, 
if beeswaxed, will hold the items 
indefinitely. On such items as butts 
or hinges, a half inch wood screw 
of the desired finish can be used to 
fasten the items to the panel. 

When sampling a factory made 
panel, leave a three quarter inch 
margin around the sides so that the 
panel can be replaced in the cabinet 
without breakage or scratching. 





The Elusive Cost Mark 





ETAIL prices should always be marked in plain 
figures. There is no valid reason for using code 
or cryptographic marks to indicate the price at 
which the article is to be sold. Cost naturally should be 


4 - 1: J22, F=3, + =4,3-5,; C =6,; T:Z T-=8,£9 
0 =0,; X =Repeat 


in code, as they are not imparted to the customer, but 
selling prices in code breed suspicion that a camouflage 
of marks or letters is used as a means of possible price 
expansion. 

The use of letters as a price code is not considered as 
good as the use of marks, based on lines or curves. One 
of the best price marks is constructed as follows: A 


SAVE SPACE 


vertical line acts as the base; a horizontal line to the 
left of the base counts one; a similar line at the right of 
the base counts three. A small square is zero, while X 
signifies repetition of the preceding number. 

Thus 40 means .10; while 4 X 0 =$1.10. This 
system lends itself to almost unlimited change of ap- 
pearance, without affecting the mark. For example: 

‘1 equals one; 4 equals one; - also equals one. In 
other words, the placing of the horizontal lines is not 
set; any horizontal line to the left of the vertical base 
means one, and any horizontal line to the right of the 
vertical base means three. 

The customer who sees three marks, such as 4 4 
1L=| and—F <I is not very apt to realize that they 
are all the same and mean $1.32. 


TIME $ 
and 
MONEY @ 


with BETTER WAY COUNTER TOPS 
Make Every Inch Return a PROFIT 


STORE space is valuable—why waste it? Utilizing every inch of space reduces 
selling cost—which means greater profits. With BETTER WAY COWNTER TOPS 
you can build your bins to fit your merchandise. Any one can adjust them in a few 


minutes to accomodate any quantity of merchandise—large or small. 
fact that BETTER WAY COUNTER TOPS save space, time and money. 


It is a proven 


et the 


first cost is but slightly higher than ordinary wood blocks or counter boxes. 


BETTER WAY COUNTER DIVIDERS 


are FLEXIBLE—INTERCHANGEABLE—ADJUSTABLE and positively do away with wood blocks, 


shams and other troublesome equipment. 


Once installed, BETTERWAY adjustable counter dividers are permanent. No extra blocks or shams 


required to make bins of any desired size. 


SEE ILLUSTRATION—NOTE SIMPLICITY 


Simply remove the glass divisions, place between we of the special spreader and art glass into 


another location—permitting you to make bins, 1, 2, 
An Offer in Confidence 


4, 5, inches up to the entire 


counter 


If you will give us the inside dimensions of your counter rims we will gladly forward to you without obli- 
gation on your part, one, two or enough Better bs Kor area dividers for a counter, cogeeher wah a 


special spreader (state whether you wish to install 


We can 
display 
a :¢hUms Illustrated and descriptive circular on request. 


4, 6, 8, or 10 inches wide or some of 


mish valuable information to concerns wishing to purchase new visible 
res, such cs counters, shelving, wall cases, sign holders, oil cloth, ete. 


HellerWay 


Company 


214 Builders Exchange 





St. Paul, Minn. 
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New Florence Kerosene 
Pressure Stove 


The Florence Stove Co., Park Square 
Building, Boston, Mass., recently placed 
on the market the New Florence Kerosene 
6 Standard 


Air Pressure 
Gauge 















Supply 
Valve 


Pressure 
Tight 


Hand- 
Operated 
Filler Plug 





The Detachable Fuel Tank 


Pressure Stove, which uses kerosene as a 
fuel and burns with the high temperature 
and speed of gasoline. The liquid fuel 
is fed into the generator, heat is applied 
and the fuel is converted into gas. A 
pressure of from 15 to 20 lbs. causes air 
to be injected into this stream of gas 
coming from the generator, resulting in a 





hot, short blue flame. For preheating, the 
stove uses kerosene in the lighting burner, 
which is under the generator and contains 
a narrow strip of asbestos. To light, the 


regular model “F” Florence, with the ad- 
dition of a porcelain enameled drip pan 
under the burners. It has a strong frame, 
covered with black enamel and a porce- 
lain enameled top. 


The all-grid cooking 





Stove and Oven Unit 


trough in the lighting burner is pulled 
out, the asbestos kindler is soaked in kero- 
sene from a petcock and ignited. In about 
two minutes the generator is sufficiently 
heated to turn the kerosene into gas, which 
is fed to it from the fuel tank. The 
generator valve is opened and the master 
burner of the stove lights automatically. 
This burner generates gas for all burners. 
A convenient detachable tank, holding 
1% gals., is fastened to the stove by a 
bracket. 








The stove, itself, is the same as the | 





The Lighting Burner 


top of polished cast iron is smooth, extra 
wide and entirely open. -Gasoline can be 
burned equally as well as kerosene with 
no adjustment or change in operation 
needed. 





BRERA ALRAAAARARA AAA AA RAALALLL LALLA 


ABCOC 





SPRUCE LADDE 








We manufacture strictly 
Spruce Ladders. 

Spruce properly AIR 
DRIED is superior to any 
other material for ladder 
construction. 











Common 
Extension 


Painter's Trestle 


is; 
Fy 














/\ 








W. W. Babcock Co. 
Bath, N. Y. 


RRRALALALARAAAAAAALE AAAALEAALARALALAAGAE 


Our New Victor Step Lad- 
der for home use is in a 
class by itself. 

Our line includes Ladders 
for every purpose. We 
pay the freight. 





Extension Trestle 
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Eastern Tool’s Lawncomb | welded, which increases their strength. The Cordrey Positive Catch No. 3 


: i hrough the opening in the center ; ie : 

Eastern Tool & Mfg. Co., 129 Bloom- | "es runt 
field Ave., Bloomfield, N. J, is manufac. | PaF but are not permanently attached to | henuteateet (4 a Cee tae oe 
turing the Lawncomb, designed to clean | it. The 4% ft. handle i is lacquered and | Chula Vista, Cal., is distributed to the 
lawns without injuring the tender grass. clamped to the frame with bolts and lock- | trade by the John E. Chumbley Co., 
It is constructed of spring steel and has | W@sher nuts. Starks Building, Louisville, Ky. This 
curved tines which will not bend or break, —" catch has been designed for use on medium 
yet have sufficient tension to clean the | : or heavy cupboard doors, etc. It is made 
A Covering for Screw Heads | of half hard brass and finished in nickel, 


Crowner Co., 233 Broadway, New York 































| City, is manufacturing the Crowner, a a@n atin. <2 
| small device for covering the heads of OP a Y7 oy apne TA 
nails, screws or bolts. This little device . eee sy, |\t  JAMB~ 
is put on when the screw is to be inserted, | ‘DOOR’, | moe PL ID 
| and after the screw has been tightened, LA A De BLAS ff ¥ Q 
the four corners are bent down, forming 8 









| dull brass, sanded old brass and old cop- 
| per. The spring is in the metal, making 
| it a positive catch. 

Part A can easily be sprung out to fit 
firmly against the strike plate, part B, 
which is slotted and therefore adjustable. 
Part C, which is the cover plate, holds the 
strike plate in position. To open the door, 
equipped with this catch, there need be no 

| a neat covering or crown for the head. | pulling, twisting or turning, simply grasp 
lawn without digging into the sod. The/| It is of solid brass, plated or finished | the knob and thumb piece and the door 
frame is of one-piece steel construction | specially for the specific purposes. Rustic, | opens. The catch is furnished with a 1% 
and finished in black and green enamel. | forged and antique effects are easily ob- | inch glass knob. There are no springs 
The ends of the frame are electrically | tainable. and nothing to wear out or rust. 





























Silver Lake 
Sash Cord 


Solid Braided-100% Cotton 
Look for the name sta on 
every foot of co 











ill 


a? ne 
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’ Two Products for the Farm 


The Oakes Mfg. Co., Tipton, Ind., is 
manufacturing two products of value to ' 
the farmer. The Clarke Cafeteria Hog 
Feeder is made of 20 gage galvanized 
steel and is equipped with the company’s 
patented round bottom, double sided feed 
trough and special non-clogging feed agi- 
tator. It is weather tight and rain proof. 
Convenient storage capacity for a large 








quantity of either whole or ground feed 
is provided. 

The Clarke No Freeze Hog Fountain is 
also made of 20 gage galvanized steel and 
is placed on sled runners with a chain 
hitch, making it easily portable from one 


location to another. It is heated with a 
kerosene burning lamp which has two 





four-inch wicks. Experiments have shown 
the hogs having access to warm water 























gained weight and the cost of feed was 
reduced. 


New Gem Catalog for 1928 


The Gem Mfg. Co., Bascom, Ohio, re- 
cently issued the 1928 edition of its catalog, 
of which 50,000 copies have been printed. 
It describes lists and illustrates in color 
the many different wood products for the 
home which the company manufactures. 
Among these products are ironing tables, 
clothes bars, clothes props, washboards, 
baby play yards, waste paper balers, etc. 





The Minute Maid Beater 


The Henderson Corp., Seattle, Wash., 
is manufacturing the Minute Maid egg 
beater which has several important fea- 
tures. It will lie flat in the kitchen drawer, 
incidentally ship and stock flat, and has a 
simple, sturdy, double action. 

The beating parts fold into the frame, 
making a perfectly flat surface. It will 
beat on a flat surface as well as in a 
rounded bowl. It is made throughout of 
metal, heavily nickel plated. The gears 





are made from cold rolled hard steel. 
Packed in a compact sales carton contain- 
ing six beaters. 

The sales representative is G. C. Gillan, 
74 New Montgomery Street, San Fran- 
cisco, Cal. 








The name RUGG has stood 


they are made right in every 
ular. 










for quality products for more 
than half a century. RUGG Shingle 
Brackets, Hay and Lawn Rakes, Fur- 
nace Scoops and Snow Shovels are 
all good, profitable sellers because 


Rugg Manufacturing Co. 





complete line. 


partic- 
profit. 


Dealers who handle the RUGG 
line are making satisfied cus- 
tomers with every sale. 
Catalog illustrates and describes the 


We shall be glad to send you a copy 
and quote prices that allow a real 


Greenfield, Mass. 









The RUGG 











Hay Rake 






Keystone 


1 
Shovel 
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Jobbers! Here’s 


Jawncomb- 


you'll soon be selling 
thousands! 


HEN the man who owns a house and 

lawn sees this new type lawn accessory 
and realizes how much better it does the 
work, and how inexpensive it is—he’ll buy. 


The LAWNCOMB is built light and strong 
of guaranteed spring steel, with flexible teeth. 
It sweeps up leaves and grass without injur- 
ing the tenderest shoots. It moves over the 
ground without force or pressure. The 
curved prongs will not break or bend. 


Put this item in stock and capitalize to the 
full extent on our advertising campaign 
which begins with the March issues of Good 
Housekeeping, House & Garden, etc. 


EASTERN TOOL & MFG. CO. 





BLOOMFIELD, N. J. 


a 


i 
, | Hil TM) 
I Mi iN 










The LAWN- 
COMB re- 
tails at $1.25, 
allowing gen- 
erous margin 
to dealer and 
jobber. All 
expressor 
freight 
charges pre- 
paid on one 
gross or 
more. 
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Show Windows and Other Things 


(Continued from page 137) 


question of replacing them with others of more ability, 
he could not part with them for sentimental reasons. 
Yes,” said my friend, “personal acquaintance in a busi- 


“ness is a fine thing. Personality is an excellent thing. 


The human touch is great. However, all these things 
can be overdone when they lead to losses and inefficiency 
and when the business itself is going on the rocks be- 
cause profits are too small and costs and expenses are 
too high. 


ek oe 


“I thought the matter out very slowly and carefully, 
and in the end I hired a man who knew nothing what- 
ever about our business. He was, however, a trained 
engineer. He had worked in several modern plants. He 
had an analytical mind. He was not the type of man 
who thought the main object in life for a factory super- 
intendent was to be popular with his employees. We 
let out our old superintendent, and then I worked with 
this new man in reorganizing our factory. Of course, at 
first there were attempts to block these changes. There ~ 
were murmurings. There were threats on the part of a 
number of employees that they would quit, but some- 
how they did not quit, and after a while the foremen 
began to see that the new factory superintendent knew 
his business. When he put in changes, he would call 
his foremen together and ask what objections they had 
to the changes. If they could bring up sound objections, 
he would sometimes modify his plans, but usually, by the 
time the suggestions were made to the foremen, they 
were so well worked out that the new factory superin- 
tendent could answer every question and explain the ad- 
vantage of every move. 

x * * 

“To make a long story short, at the end of six months 
this new superintendent had the respect, if not the 
affection, of all the foremen and workers in our factory. 
They saw clearly that he was not working for personal 
popularity. That did not seem to cut any figure with 
him. However, he was working to handle our factory 
in a manner that would lead to reduced costs and greater 
efficiency. At the end of the year this new factory su- 
perintendent was able to show us reduced costs in almost 
every department. 

x * * 

“Another thing that appealed to me in his work was 
the fact that he worked with records. He put everything 
on paper. It was not a case of carrying things in his 
head. He divided the work and the responsibility, so 
that when it was necessary for him to leave from time 
to time, everything was not held up for his return. He 
organized things so that the factory apparently ran just 
as well without him as with him. 

c ne 


“Too many manufacturers,” said my friend, “are 
afraid to take hold of the business themselves. They 
are afraid of the amount of work that is involved. One 
trouble today with a good many manufacturers in the 
United States who are not making any profits is the 
fact that the owners—the head men—have delegated 
practically all of the authority, along with all of the 
work, to sales managers and factory superintendents. 
Now, these men are usually on fixed salaries. They get 
their salaries whether the business makes any money 
or not, and with this condition they are naturally not 
as keen to study improvements, economies and possibili- 
ties of making profit as direct owners Who manage a 
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business and who, by reason of their stock holdings, | 
share largely in the profits or, on the other hand, suffer | 
severely when there are losses.” 
” T inquired of this manufacturer, “how does it 
happen that so many large corporations in this country 
are doing very well indeed and are taking the business 
away from the smaller corporations, when these large 
corporations are managed almost entirely by salaried 
,” said this manufacturer, “in almost 
all such cases you will find not only that these managers 
have arrangements by which they share in the profits of 
the business, but that there are comptrollers, auditors 
and accountants who are carefully checking the results 
of every department. 
corporation is the fact that the personal element actually 
cuts so little figure that it is a question, not of personal 
popularity, but of results. The men at the top in these 
large corporations hardly know the men at the bottom, 
but they do receive regular reports giving the progress 
in all parts of the business. The executive: committees 
of these organizations are influenced, not by the charm- 
ing manners or pleasant ways of. some department man- 
ager, but only by the results in his department. Just 
as soon as satisfactory results are not obtained in an 
organization, you can count on a change following very 
These great corporations as a rule are not ex- 
pecting men who do unsatisfactory work to reform. 
They haven’t time to bother with reformation. They 
work on the basis that there are plenty of good men 
to be found for the jobs if they will take the time and 
trouble to look for the good men.” 





’ “What were the weaknesses you discovered in your 


“One of the main weaknesses,” he replied, “was lack 
of thinking at the top of the business. By that I mean 
that the men I had running the business were too much 
immersed in details. 
every day. They were too much inclined to do a clerk’s 
work. ._ For instance, when I asked our sales manager 
to tell me the three most important things we should do 
in our business in the next year, he had to stop and 
think a long time before he could offer any suggestions. 
Now, don’t you think that any first-class, thinking sales 
manager would know the three most important things 
that were needed to make the business prosperous? 
Then, when he did make suggestions, they were of a 
detailed nature. The same thing was true of our old 
factory superintendent. 
the three most important things we should do in our 
business in the next year, he also immediately went into 
comparatively small details. 


“Now, when I took hold of the business myself, in a 
very short time it became apparent to me that three 
things could be done that would help the business very 
much. Two of these things were in the direction of 
increasing our profits. 
in the direction of economies. I immediately went to 
work to do these three things and I finally put them 
over, but in concentrating my effort on these three things, 
there were, of course, a lot of little things that I ne- 
I was working twelve hours per day. I could 
I could not see to everything. How- 
ever, I just made up my mind that I would concentrate 
my efforts in certain directions, and the result in the 
end proved that this policy was wise.” 





not do'everything. 


One of the things that this manufacturer soon dis- 
covered when he went into the details about his busi- 














One of the advantages of a large 


bearings. 
















* * * 


. roller 


, “when you took hold personally ?” 
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They were cleaning up their desks 





When I asked him to tell me 
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The other important thing was 


Est. 1879. 
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HERCULES 


with Timken and 


PILGRIM 
with Timken 


ings. 


AUTOMATIC 


with Fafnir ball 














Lawn Mowers 
with famous bearings 









These three models should certainly be in- 
cluded in your stock for 1928. 


Write us for further details and prices. 


| Blair Manufacturing Company 
Springfield, Mass. 
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LINE UP WITH PIONEER IN 1928 


IONEER 
Archery Tackle 





Get full information 
about the PIONEER 
Line of Archery 
Tackle. Write for 
free Catalog No. 10. 


Hardware Dealers 
Are Making Money 


with PIONEER ARCHERY TACKLE 

Pioneer quality has been responsible for Pioneer 
leadership. Our line of small bow and arrow 
sets, regular Archery Tackle, equipment and ac- 


cially priced for the jobber and dealer. 









See the PIONEER Line at the 


NEW YORK TOY FAIR 
Rooms 223-225 Hotel Imperial 








. 'cessories, is manufactured to precision and espe- 


The Pioneer Pole & Shaft Co. 


Memphis, Tenn. 





ness was that a very large part of their product was 
being sold at their figured cost. He was assured that 
competition made this absolutely necessary—to advance 
the price was out of the question. This manufacturer 
very carefully went into the entire situation. He de- 
cided that on this important line of goods he must do 
two things, viz., he must reduce the cost of production 
and he must get a slight advance in price. He accom- 
plished both results. It was freely predicted that when 
the price was advanced there would be a large drop in 
sales. Asa matter of fact, while, in the beginning, there 
was some slight resistance to the advanced price on the 
part of buyers, at the end of the year he found that he 
had sold more of this line at the advanced price than ever 
before. In other words, the competition which seemed 
so serious to his sales manager was largely mythical. 
3 = 


The goods of this house had been well made for years. 
They had an established reputation. The trade was in 
the habit of buying them. Therefore, when the small 
advance came along, which amounted to next to nothing 
to the jobber, to the retailer and to the consumer, it was 
easily absorbed, while, to the manufacturer, this advance, 
coupled with a reduction in the cost of the goods, was 
a life-saver. 


Everybody’s Business 
(Continued from page 188) 


and clouds that the picture or message will be visible 
for a distance of five miles. If no clouds are in sight, 
artificial ones will be created by exploding smoke-bombs 
at proper intervals. Radio lights are available to guide 
airmen to a safe landing when the fields are enveloped 
in a fog. And there is a super-beacon proposed for 
Chicago that will stand 500 feet above the ground, em- 
ploy electric tubes filled with neon gas and send forth a 
beam visible in Milwaukee, eighty miles away. 

At the Government’s Assay Office in New York City, 
they have a device that actually picks gold out of the 
air. Heretofore, a considerable quantity of the precious 
metal was lost in the fumes that passed off during the 
smelting process. Now the gold-bearing fumes are 
forced to rise between two metal plates charged with 
high voltage electricity. The gold particles become elec- 
trified, and after settling dn the nearby electrodes, they 
are shaken into a collecting chamber below. Already 
something like 700 ounces of gold values have been re- 
covered. 

Engineers are demonstrating revolutionary types of 
steam boilers having “submerged burners” that permit 
the combustion of gas, oil or even powdered coal to go 
on under water. No smoke is given off, so stacks are 
not needed. Combustion is complete before the flame 
strikes the water, but the hot gases speed through it so 
rapidly that steam is raised in a few minutes. If a 
method of this kind should come into general use, our 
boilers in a few years would be only a tenth as large 
as they are today, and the result would be a tremendous 
saving in the cost of such equipment. 

Out in Nebraska recently at the College of Agricul- 
ture, a remarkable tractor that ran by itself, successfully 
plowed a twenty-acre field. All the owner must do is 
guide the tractor once around the outside border of the 
field. Then by starting the engine with one wheel trav- 
eling in the furrow already plowed, a metal guide on 
the front of the machine does the rest, and it goes chug- 
ging along in a constantly dwindling area, never stop- 
ping until the last bit of ground has been plowed. An 
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automatic cut-off stops the tractor instantly in case the 
plow hits an obstruction, or the front wheel jumps out 
of a furrow. Developments of this kind lead us to 
believe that farm labor may soon go the way of the 
farm horse. 

On every side are recently perfected devices of great 
value to industry. Mercury is coming into large use 
in many fields of enterprise. It is the essential substance 
that enters into the operation of the new mercury tur- 
bines. But this metal when present as a vapor in the air 
is extremely poisonous, so a clever fellow has given 
us a device that rings a gong when there is even one part 
of mercury in twenty million of air. Another new ap- 
paratus changes the alternating current from ordinary 
house wires to direct current suitable for charging bat- 
teries. An ingenious contraption called a “thermostop”’ 
will protect motors of all kinds from overheating. If 
the oil supply of the engine becomes exhausted, or any 
part of the cooling system fails, the thermostop rings 
a bell and the motor ceases to operate instantly. 

The rays from a new kind of quartz lamp are being 
employed to detect forgeries, test foods and read secret 
writing. Under this powerful “black light” the investi- 
gator can discover quickly if a bank note is genuine, if 
an erasure has been made, if a cheap dye has been sub- 


stituted for the real thing, if a fabric contains cotton | 


instead of wool, or if a sausage contains too large a 
percentage of gristle. Wonderful microscopic cameras 
will now take pictures that are magnified 6000 times, 
thereby revealing the innermost secrets of metals, paper, 
rubber and a hundred other materials. This device in 
practical use is disclosing why many things are flexible. 

Our biggest telephone company has accomplished the 
seemingly impossible by developing an artificial larynx 
that is able in large degree to restore the human voice. 
Up at the Massachusetts Institute of Technology they 


and scientists to solve problems in a few hours that 
would require from a month to a year to work out by 
ordinary methods. 
possible for the user to match any shade is proving of 





| other tool will do the work 


| That’s why you can sell an 


A new “colorimeter” that makes it | 


great value to the ink, paint, dye, paper, and textile in- | 


dustries. 

Science has even produced what we might call an 
“Electrical Man,” for the new “Televox”’ represents the 
nearest approach of the modern engineer to the crea- 
tion of a mechanical slave. This astonishing “Robot” 
can control power stations, motors and switches from a 
central point hundreds of miles away, in strict obeyance 
to the human voice. 


It all sounds as if we were coming rapidly to a time | 


when men and women will do little more than command 
automatons to perform every task that entails the least 
drudgery. In such an age there would be an end to 
arguments, impudence and procrastination. Man’s in- 
telligence would be released for limitless opportunities. 
Inanimate brains would direct artificial senses and mus- 
cles. The human master sitting at his desk would be 
endowed with hundreds of hands, ears and mouths, all 
of them doing his bidding in remote stations where 
switches and tools would operate ceaselessly without the 
supervision of human eye. 

Scientific research in America is widespread. No 
industry can now exist without it. New things come 
out of the laboratories daily. It is no time for the ex- 
ecutive to keep his eyes focused constantly on his own 
desk. Neglect in recognizing the importance to his par- 
ticular business of a new material, a new method or a 
new machine may spell the difference between success 
and failure. 





_ expressly for this work. It 


have an adding machine de luxe which permits engineers | Trimmer with every lawn 


| mower, \ 





‘You can sell 


a Lawn Edge Trimmer 
with every Lawn Mower 


Reichert’s Anti-Suk Calf 
and Cow Weaner allows 
the calf to graze, eat or 
drink, yet positively pre- 
vents sucking. 


A 
A lawn mower doesn’t cut 
the grass close to the edge 
of a walk. 


The Imperial Lawn Edge 
Trimmer does—it’s made 


plows a clean V_ shaped 
trench and removes the 
overhanging grass along 
the edge of the sidewalk, 
delivering the grass upon 
the walk as it is pushed 
along (see illustration). 


a 





PAT. JAN. \6 

Reichert’s Imperial 
Emergency Mud _ and 
Snow Chain is easily ad- 
justed without jacks or 
tools. 
Packed in sets of four 
chains in a bag—sufficient 
to pull auto out of mud, 
sand or snow. 


And it’s quick—will trim an 
80 ft. lawn in 20 minutes, 
leaving the surroundings 
neat and attractive. No 


like it, and it’s moderate in 
price. 


Imperial Lawn Edge 








y Send for Catalog 


Imperial 
Lawn Edge Trimmer 


Trims 80 ft. lawn in 20 minutes 

















~_ 


Patented June 28, 1910 


Imperial Bit & Snap Co. 


Racine, Wisconsin U. S. A 
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Sells on Sight 

Modern housekeepers, doctors, dentists, office men 
buy Sani-Can because it is the neatest, most convenient, 
most sanitary receiver on the market. Handy press toe 
pedal opens and shuts top; good-looking baked enamel 
finish in attractive colors; waterproof galvanized inner 
container (4 gal. capacity) with stout handle; easy to 


empty. Durably made. Sells fast because it is quality 
merchandise at moderate price. 


All Season Seller 


People buy Sani-Can in Winter to lessen the number 
of those dreaded trips to outside garbage cans in cold, 
wet weather. They buy it in Summer because it is fly 
and odor proof. 


You Make 6 Times the Profit 


on the sale of one Sani-Can that you make on the sale 
of one 49c garbage pail—at no more effort on your 
part to sell it. 


Get sample for your own use. Once you’ve used Sani- 
Can yourself, nobody will have to suggest that you stock 
this sure seller. One Sani-Can allowed each dealer 
for use in his own home at regular 3 dozen price ($21 
per doz. for white—$1.75 each; $22 per doz. for colors 
—$1.85 each). Write to address below, enclosing check. 
Mention color preferred: china white, french grey, 
apple green, delft blue, mandarin red or canary yellow 





Sanitary Receiver Co., Inc. 
Dunkirk, N. Y. 


SANI-CAN 



















Modern Show Card Numerals 


(Continued from page 164) 


pointed penknife, following the pencil lines. After the 
picture is pasted on the card follow the outline of the 
semi-circles with a small brush dipped in a light grey 
water color, where the ends of each semi-circle touch 
each other turn them into a little round dot or ball. You 
will really be surprised how much better this little scroll 
work makes your whole card look. 

You will notice on the price tag plate that one of the 
3 x 5 cards has a diamond drawn in the center ; when this 
is cut out it will be found most suitable for hammocks, 
screens, shades, wire goods, paints and bath room fix- 
tures. 

The beginner should remember that it is practise that 
counts in show card writing more than anything else, 
and that old newspapers are the best things to practise on. 
The brush should never be held in a cramped position, 
but held loosely between the thumb and first finger, keep- 
ing the handle of the brush at an angle. 


Painting a Window Picture 


(Continued from page 153) 


barred the lights from the eyes of those who looked in. 

Light was also focused by this means down the sides 
of the columns, but it did not glare directly into the eyes 
of the passing people. The other illumination was fur- 
nished from the upper window angle; that is, shining 
from just above the panes on to the display. 

Incidentally, I believe that tie use of price tags is 
something each hardware man owes the people who look 
at his windows. When a man advertises in the papers 
he tells his price; so why not in the window display. 
Prices, if made too bold, destroy the window effect most 
completely, but if prepared so that they do not stand out 
they serve a very fine puxpose. 


Training the Retail Salesman 


(Continued from page 151) 


Let your men have their customers, if it is their per 
sonality that attracts this trade to your store, and see 
to it that the favored salesman is called to wait upon this 
customer as soon as possible. 

Select a good work on modern salesmanship, and at 
your store meetings every week, give a twenty-minute 
talk on scientific selling, and let the men tell you of their 
experiences that will bring out the points that you have 
discussed. 

In summing up briefly, the training of retail salesmen 
is: 

1. Know your merchandise. 
2. Know yourself. 
3. Know your customers. 
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‘Hints for Your Paint Department 


(Continued from page 172) 


results. If any deterioriation develops, he makes note 
of date and nature and if he does not understand just 
what happened, he makes it his business to find out. 


The effect of this data is surprising, After two years 
of this work, he had samples in his pocket of every 
size and kind of building in his community, from chicken 
houses to churches. When any prospect asked for in- 
formation, he had it. If the prospect wanted to see 
“just how trim No. 990 looked with white or ivory 
body,” he invited the prospect to get into his car and 
he drove them to a building so painted. 

In the early days of his notebook making, this sales- 
man listed a number of houses with unusual color com- 
binations. He did not know the details of these jobs 
but they served for visual sample case. He found this 
to be very helpful until he had data of his own. 

A by-product of this system of keeping data is that 
when some of the painting contractors of the com- 
munity learned of this data, they came to consult him 
about contracts offered to them. As is always the case, 
when exact data is at hand, they were able to submit more 
intelligent bids and began making more money on the 
work they did and to avoid the jobs that meant a loss. 

There are half a dozen or more women’s magazines 
that have circulation in practically every community in 
this country. These magazines have a very considerable 
influence with women who want to be just a little bit 
ahead or who want to “keep up with the Joneses.” Many 
sales that the merchant makes for old merchandise to be 
used for new purpose or- the inquiries he has for new 
items are due to the ideas set forth in these magazines. 

Just now there is much talk of color in the home and 
in clothes. Women get the ideas from these magazines 
and from the home pages of the local papers. The idea 
for lacquering women’s shoes reached many communities 
in this way. Some women, on reading such an item, 
buy the material and do it. 

Other women are a bit backward about rushing into 
something they have merely read about and want sup- 
port. They may be even too shy to suggest it. We have 
in mind a contrast that tells the story. 

A Kansas hardware merchant’s wife read the item 
about using lacquer to color shoes. She told her husband. 
He took a pair of her old shoes to the store that morning 
and successfully lacquered them. He put them in the 
window with the story from the magazine and sold some 
lacquer at once and really started a new line of trade. 

Just two weeks ago a woman who had just heard of 
this possibility asked a clerk in a paint store and he told 
her it could not be done. 

Think of the difference between these two merchants! 

The Kansas merchant’s experience, we believe, tells 
the story we have in mind completely. Look for the 
suggestions, try them out and if they work, put the 
result and also the magazine story on display. Then the 
women of your community will think you are an up-to- 
date merchant. Otherwise they are apt to think “you 
might be able to do that in a big city, but not in 
Factoryville.” 





Om: U-Kain 
Weed Pullers 


A slight. push—a es pull and the 
OUT-U-KUM Weed Puller brings ‘out the 
weed and the entite root at the same time. , " 


This. practical tool, unlike all other” iced” 
pullers,.is especially effective in the pulling = 
of dandelions and plantain—the most com- ° 
mon of all weeds and a constant source of an- 
noyance to all who have fine lawhs. 


Packed in a Special Display Carton which 
attracts instant attention and increases sales 
wherever shown. Six Weed Pullers in each 


carton. 










NORCROSS 
Garden Culti- 
vators are also 
big sellers. Made 


in three sizes. 


Special attention 
EX- 


given to 


PORT trade. 





Send for Literature 
and Trade-prices. 


- : 
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Why not handle 
a distinctive line? 


Silent (Rubber Tired) Speed Kings 
have a wheel and flange construction 
that is exclusive and patented. 
Bearings run on two rows of 
hardened steel balls which cut fric- 
tion to a minimum. Each rubber 
tire which extends down to ball-cup, 
is supported by steel side walls 


ditional strength. 


We Illustrate Above Our 
Patented Wheel Construction 





which are further flanged to give ad- | 


The above illustration shows the most im- | 


portant part of our Silent Speed King— 
wheel and flange construction. The sup- 
porting flanged side-walls give a support to 
each tire that cannot be found elsewhere. 
The terrific side-ward strain on the rubber 
has been met by this additional strength. 
Wear is even, there is no crumbling of 
rubber. 


Order from Your Jobber— 


While all jobbers do not handle Speed Kings— 
many of them do. If your jobber does not—write 
us your requirements. We have had eighteen years 
of experience in the manufacture of skates and 
Speed Kings are covered by many patents, which 
means many exclusive features. 


Write for Circular and Prices 


California ema New York Representative 
Riddell -Rei . D. Nash & Son, 
316 Cotamenciat 8 143 Chambers Street 
Los Angeles, Calli. 


—— DIE & SPECIALTY CO., De Kalb, IIl. 





“Trademark of @ true “quatity skate ~~ 














Proper Delivery Service 


(Continued from page 166) 


It is rather a mistaken idea of economy to endeavor 
to lower overhead costs by cheapening delivery service 
—either by hiring cheap help or having inadequate or 
unserviceable trucks. While hardware delivery costs 
vary, according to the size of the town or city in which 
the store is located, from 1 to 3 per cent of the total 
sales, the individual store can usually cut those costs ma- 
terially where a well planned out service is maintained. 
Too many dealers run their costs up through wasted time 
of both driver and truck, the duplication of trips and 
too many “special” deliveries. 

Whether a store operates one truck or a fleet of sev- 
eral of them, regularity in delivery hours is essential for 
the most economical and most efficient service. Most 
carefully planned delivery services start the first deliv- 
ery of the day at about 9:30 a. m., and it includes all mer- 
chandise purchased up to the time of departure, as well 
as goods purchased the previous afternoon. A second 
delivery trip is made about 3 p. m. to take care of the 
goods sold after the morning trip. Special or rush de- 
liveries are taken care of by the regular truck at times 
that do not interfere with this schedule or with one of 
the passenger cars owned by the proprietor personally 
or kept for outside canvassing. The size of the terri- 
tory served by the store is usually the only factor to 
determine the number of delivery rigs to be employed. 
When more than one truck is used, each truck’s activity 
should be confined to a definite territory, and the same 
regular schedule maintained by all. 

Well kept and attractive delivery trucks have a definite 
advertising value and have been referred to as “animated 
sign-boards.” This advertising value may be increased 
by occasionally placing signs on either side of the truck, 
calling attention to some seasonable line of merchandise. 


The Proper Way to Order Goods 


(Continued from page 230) 


a price book of this kind has been in use for a year, it 
has a complete record of movements of articles during 
that period, and is a great aid to buying, both from the 
price and the quantity standpoint. 

Whenever goods are ordered from a salesman, the 
merchant should insist upon a copy of the order. In fact 
the better plan is to have the order entered on his own 
order book, the salesman taking the original, and the 
merchant retaining the carbon copy. 

Both the buyer and the salesman should sign the 
order before removing the original. If the merchant 
so desires, he can specify such things as “no substitu- 
tions,” “no back orders’ on his order blanks. 

When goods are ordered by this method there is little 
chance of dispute when errors in shipment or price occur. 
Duplicates of orders should, of course, always be checked 
against the invoices. Mail orders should also be made 
on the other blanks. 
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The Proper Way to Use Display 
Tables 


(Continued from page 182) 
for the display of practically all kinds of items, except 


those which are of the “small but expensive” type. High | 


grade pocket cutlery, precision tools, etc., should not be 
sold from display tables. It is well to put on the tables 
such goods as have a wide selling appeal, rather than 
those of very limited sale. 
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The six table battery is one often used a little further back in 

the store. There are several arrangements of this battery all 

designed to show the merchandise properly, and afford con- 

venience to the customer. The aisles in the various batteries 

are usually only 18 inches wide. They are not for the use of 

customers, but to help the merchant in cleaning and trimming 
the tables. 

Above are examples of the six table or 21-foot battery. Both 
give ample opportunity for the customer to see and handle the 
merchandise, and occupy a minimum of space. 

The illustrations are merely samples, and other arrangements 
will suggest themselves to the merchant, who must naturally 
plan his arrangement to fit his available space. 


The cheap items sold in chain stores should be dis- 
played more for comparison with better grades than for 
actual sale. 


In displaying casters, for example, put a few of the | 


cheap competitive casters in one bin, and in the adjacent 


bins place the better value, well known brands of casters. | 


Then bend all efforts to sell the quality items. 


Put enough low priced items on the tables to convince 


the customer that you can meet competitive prices, but 
keep the atmosphere of quality by always having the 
better, higher priced items shown with the lower priced 
ones. 

Care should be taken to keep tables clean and free 
from dust and the bins well filled. Emtpy bins discour- 


age sales. 





DON’T MISS 


THE POULTRYMAN’S BUSINESS 


It’s here NOW—Three months of quick profits ahead— 
Get the OAKES LINE on display—let the poultrymen 
see it—AND WATCH IT SELL. 


| Here Are 3 Leaders You Should 
Be Showing Now 















Never-Dry Waterer 
(Above) 
| Connects with hose or storage 
| tank—float valve keeps water al- 
| ways at proper level; twenty-five 


| drinking holes. 
Oakes ‘‘Capacity”’ 
Chick Feeder 


- (At right) 

Marvelous time and labor saver 
| for large flocks of chicks: two 7 
sizes—hold 58 to and 87 Ibs. dry 
mash. 


LARGE COAL CAPACITY 


HEAVY STEEL 
TELESCOPING CANOPY 


AUTOMATIC 
ORAFT CONTROL 


WAFER 
THERMOSTAT 





Oakes Furnace Brooder 





The largest and most dependable brooder on the market. Burns 

soft or hard coal; 1500 chick capacity. Revolving canopy and 

many other exclusive advantages make this brooder stove easy 
| to sell. 


Send for complete catalog and 
‘special new dealer’s offer” 


Write for it today. Let’s get this poultryman’s 
business while the time is ripe. 


Oakes Manufacturing Co. 
347 Dearborn St. 


TIPTON INDIANA 
EEE RRS 
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4 GRIFFIN No. 550 Wrought Steel 
Chain Bolt is a durable spring bolt 

‘ for fastening top of door. Has de- 
4 pendable music wire spring and is 
constructed so as to latch easily 

| and readily when door is closed. 
. Easily reversed, permitting use for 

A either right or left hand. Japanned 
a or galvanized finish. 












Additional Wrought Steel Chain and Foo 
Bolts and Garage Hardware are shown in / 
the new catalog of GRIFFIN Hingee— 

@ just off the press. 2 
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Tires as Sales Accelerators 
(Continued from page 157) 


“Second quality tires sold in this country are identi- 
fied in some manner by most manufacturers. Several 
different methods of designating ‘seconds’ are used by 
American manufacturers, the most common one being the 
buffing of the serial numbers and, in some cases, the name 
of the manufacturer also. Other manufacturers prefer 
to brand some marking through the serial numbers, some 
using the word ‘seconds,’ other the term ‘N. F. C.,’ 
others several circles or stars. 

“As a result, every tire having its serial number buffed 
or defaced in any manner is considered a ‘second’ by the 
manufacturer. The reason for defacing the serial num- 
ber is obvious. The serial number appears on all tires 
which come under the manufacturer’s standard warranty. 
As ‘seconds’ are not guaranteed by the manufacturer, 
the marring of this serial number automatically relieves 
the manufacturer of any responsibility for the service 
that the tire may give. Serial numbers are buffed or 
defaced for no other reason than to indicate the tires 
so marked are seconds and are not subject to such war- 
ranty. 

“While manufacturers identify second quality tires by 
some marking on the casing, nevertheless there is no 
uniform designation, and confusion in the mind of the 
purchaser results.” 


Selling Builders Hardware 


(Continued from page 131) 


back on a master key system or find the design of hard- 
ware we furnished on a job twenty years ago. 

We have several salesmen out in the city, and in 
order to keep them from crossing each other’s territory 
we have divided the territory by building classification. 
One handles apartment house work, one small contractor 
business, one handles insulation material and does mis- 
sionary work, two work on architects and handle larger 
jobs and public estimating, one waits on customers who 
bring plans into the store, and the head of the depart- 
ment (not the writer) keeps the boat from rocking and 
does the buying of goods for stock. Besides these 
men, another is kept busy checking invoices, changing 
prices and keeping stock control records. Four men keep 
the stockroom in shape and wait on over the counter 
trade, and one services locks, door checks and in-a-door 
beds. 

At times we have had our salesmen cross classifica- 
tions and take business from one another’s territory, but 
as we pay no commissions whatever on sales, such en- 
croaching does not cause permanent ill-feeling. Our 
salesmen are notified of the amount of their sales each 
month in comparison with the same month of the year 
before. They also receive the information as to their 
total sales for the year each month, as compared to the 
year previous, but these figures are for their informa- 
tion only, and are not the real basis for fixing salaries. 

Some cardinal principles for operating a builders’ hard- 
ware department profitably, as we have found them, 
are: 

1. Do not take low mark-up contract orders for the 
sake of volume. 

2. Order goods carefully (work off left-overs from 
contracts by means of a “bargain table’). 
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3. Keep a clean stock (order stock items from as few 
concerns as possible,. placing quality before price—no 
like items from two factories). 

4. Strike up a solid friendship with contractors and 
architects by trying to assist them in solving their hard- 
ware problems and in servicing their jobs, though or- 
ders are not received in exchange at once. 

5. Do not take on specialties that may require exces- 
sive servicing later. 

The salesmen should be impressed from the start with 
the fact that they must gain permanent customers, that 
they must not make recommendations or promises that 
may later be incorrect, or to use high-pressure methods 
for the sake of securing immediate orders. 


The Storage of Window Glass 


It is no secret that profits from the sale of glass depend 
entirely upon the careful and economic handling and 
cutting of this line. Handling and storage should be 
simplified, so that all unnecessary labor can be eliminated. 


sch A A AS EA ME 





A very practical and easily constructed glass storage 
section can be built from one inch wood planking. The 
size and number of bins depend entirely on the quantity 
of stock to be carried. When building these bins be 
sure to figure the number of sizes that will be stocked, 
so that a small bin can be built on top of a medium sized 
bin, the height of the two equalling the height of the 
large bins, etc. At the bottom of each section should 
be a label, giving the size and grade. 

If one storage section can be built on the floor, and 
about four feet high, arrange the top of it as a cutting 
board. This will be most convenient, as another section 
for smaller glass can be built above it. 














WARRER 





“The Most Convincing 
Story I Ever Heard” 


“The Warren Store Engineer who called on us had 
the most interesting and convincing story we ever 
heard about displaying and selling merchandise. He 
didn’t argue—simply gave facts and figures of what 
others had done with Warren Fixtures and Display 
Tables. 

“His practical suggestions convinced us he knew the 
hardware and Store Fix- 
ture business. His selec- 
tion and arrangement of 
Sectional Wall Fixtures 
for the display and sale 
of our particular lines of 
merchandise, and his floor 
plan arrangement for Display Table merchan- 
dising with well planned, wide open aisles, indicated 
to a certainty a big increase in sales. It decided us 
on our plan for increasing our turnover for 1928.” 

If you attend the Pennsylvania and Atlantic Sea- 
board Convention, we invite you to see tangible proof 
of such cooperation in the 
beautiful, practical and 
modern retail store of 
G. P. Darrow & Company, 
5621 Germantown Ave., 
Philadelphia, Pa. 


WARREN STANDARD FIXTURES 


In a beautiful Silver Gray Hand Rubbed Finish, with Myrtle Green 
Silk Plush lining for a background, produce a setting for the dis- 
play of hardware that is at once rich, attractive, and practical. 
Warren Display Tables, Show Cases and Counters are arranged in 
the most practical manner in both Basement and First Floor sales- 
rooms for convenient shopping. Fixtures, store and stock arrange- 
ment, electric lighting and sampling were all handled under the 
direct supervision of Warren experts. 

When making changes in your store, let our Engineers 


work out and solve your problems. This is a Service 
we render without cost or obligation. Write us. 


J.D. WARREN MFG. COMPANY 
208 W. Washington Street Chicago, Illinois 








J. D. Warren Mfg. Co., 
208 W. Washington St., Chicago, II. 


' 
' 
' 
' 
Please send me: () The Warren Fixture Catalog; (1) Display Table Folder— : 
“Increased Sales and Bigger Profits,’’ as featured in Hardware Age. : 
‘ 

' 
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HETAL POLI 


jobber. 


and factory. 





1. Nationally known. 


2. Priced attractively to the consumer—yet 
satisfactory returns to the dealer and 
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Puritan Products Are 
Business Builders! 


3. Year-round demand—sell them to the 
housewife, engineer, hospital superinten- 
dent, automobile owner, fire department 


4. Recognized as the standard of quality— 
| they will make friends for your business. 


Puritan Soap Company 
Rochester, N. Y. 


Manufacturers Since 1823 














fixture 





A Real Good 
Shower Bath 


Retails at $5.00 


Attached to any bathtub 
(without tools) 
in a minute by anyone. 














PATENTED 


The “Morning Glory” 


Trade Mark 


Curtainless Shower 


A bathroom luxury everyone 
ean afford. 

This handsome fixture is 
made of. non-rusting metals, 
fitted with full size 6 inch 
150 hole shower head 

No rubber connections to 
rot. Will last a lifetime. 
For use in any _bathtub, 
without curtains. Does not 
splash over the floor. 

Our merchandising plan 
shows quick turnover and a 
good margin. 


Write for samples and prices. 


A. K. TROUT 


Exclusive Sales Representative 


Hugh Pitcher Co., Inc., M’fr’s 
17 BE. 45th St., New York City 














Outlook for 1928 


Seen by Prominent 
Hardware Men 


Survival of the Fittest 


“I believe the hardware business for 1928 is going to be just 
what we make it. By that I mean the returns will be in direct 
proportion to the effort made to get the business, The retail 
dealer with a complete stock, using modern methods of retail 
display and advertising, will likely do more business. 

“The day is past when a dealer secures business merely be- 





HARRY D. KAISER 


Cc. J. WHIPPLE 


cause he has a stock of hardware in a certain location. Parcel 
post, automobiles and hard roads make it too easy for the con- 
sumer to locate the up-to-date and progressive merchant, and as 
I view 1928 and the succeeding years, it will be ‘the survival of 
the fittest’ in the hardware business.” 

(Signed) C. J. Wuiprie, President, Hibbard, Spencer, Bartlett 
& Co., Chicago, III. 


Should Be Satisfactory Profit 


“Looking through local eyes—and observing a considerable 
abatement in industrial activities—with perhaps 90 per cent of 
the builders carrying unsold properties—jobbing carpenters, elec- 
tricians, plumbers, etc., having little inquiry for alterations, all of 
which indicates an increased state of unemployment, I cannot feel 
that 1928 will hold out as favorable as 1927. 

“Competitive conditions rather make one look for shorter 
profits, however with both eyes open one should be enabled to so 
balance sales as to make 1928 show a satisfactory profit. 

“I look for no startling changes during 1928. Competition will 
force gertain adjustments and the merchant who is alive to mod- 
ern needs will not be the harassed one.” 

(Signed) Harry D. Kaiser, President, Pennsylvania & Atlantic 
Seaboard Hardware Association. 


Should Equal Last 2 Years 


“I believe that profits for 1928 for the manufacturing branch 
of the hardware and tool business will be greatly dependent upon 
the efficiency of production of the individual plant. Intelligence in 
management and economy in shop producing costs will determine 
the issue. 

“As regards the volume of trade, there is absolutely no reason 
why 1928 should not at least equal either of the last two years. 

“The features which stand out as favorable to the success of 
well-organized and aggressive business concerns are as follows: 

“There is every indication of a reduction in taxation as same 
applies to business concerns ! 

“The railroads cannot possibly postpone the purchasing of re- 
quired equipment necessary to meet the increase in traffic due to 
the expansion on the part of the demands of business. As we 
look carefully over the field it would appear that present facili- 
ties are being utilized to the last degree. 

“While there may be a decline in residential building, it ap- 
pears that this will be more than offset by increased work along 
engineering lines and general construction; even at this time 
building operations are starting off on a high level and indi- 
cate exceeding the total of 1927. 
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“It is an established fact that the agricultural purchasing 
power has very greatly increased since 1926, indicating greater 
prosperity for the farming districts. 

“Fortunately we find prevailing to an unusual degree the evi- 
dence that price deflation has halted and we can be encouraged 
to believe that there will be an upturn in the near future; added 
to this is the stabilization brought about by wage levels re- 
maining on a very definite basis and they cannot rise in the face 
of present costs and selling prices prevailing in manufacturing 
industries. 

“It is definitely established that the automobile manufacturers 
and the railroads will purchase more steel in 1928 than they did 
last year and with the increase in demand for farming imple- 
ments the steel or foundation industry of the country promises 
increased production, thus influencing a more satisfactory basis 
of price for the industry and its products. 

“The business and financial interests of our great country are 
on a very substantial footing and are prepared to paint for 1928 
a new picture of success.” 

(Signed) Oxiver B. Surpiess, President, Surpless, Dunn & 
Co., New York and Chicago. 


Outlook Very Good 


“I think the outlook for business in 1928 is very good indeed. 
Stocks of merchandise are low in the hands of dealers and 
jobbers. 

“The buying public are in good position to purchase freely, as 
labor is well employed at good wages and there is, therefore, a 
good buying power in all manufacturing territory. 

“The agricultural States are in better condition for purchasing 
freely than has been the case for the past two or three years, 
and no doubt they are needing many supplies and much merchan- 
dise which should have been bought prior to this season and will 
no doubt be purchased this year. 

“Prices on all materials are low and there is therefore no rea- 
son for hesitancy in buying. There has been considerable what 
is termed ‘hand-to-mouth’ buying, but this, in reality, should not 
affect the season’s purchases, but it does affect early business, and 
both jobbers and dealers who have been in the habit recently of 
buying in very small quantities ‘will find they are out of consid- 
erable merchandise and that their loss of sales on, that account 





W. D. BIGGERS 


0. B. SURPLESS 


will more than offset the savings that they make by keeping 
down their inventories—and they will learn the lesson that, while 
conservative buying may be justified at certain times, it is not 
justified when it curtails the sale of merchandise. 

“Weather conditions would indicate an early spring and there- 
fore shows the necessity of both jobbers and dealers making im- 
mediate preparations for all lines of spring goods so as to have 
in stock a full supply for the opening of the season. A dealer 
or jobber can lose more money by being out of merchandise the 
first two weeks on a spring line than he will make in several 
weeks thereafter by getting in his merchandise late.” 

(Signed) W. D. Biccers, Secretary and General Manager, Con- 
tinental Screen Co., Detroit, Mich. 








and Fasteners 


Combine newest im- 
provements with finest 
construction. Simplest, 
handiest, end easiest 
to apply. They sell 


AAA 
readily because they 


Screens and Storm 
i 
a 
are in a class by oo 


Sash Hangers 
themselves. ‘ 








Garage Door Bolts and Door Holders 


Phenix Garage Door Bolts are especially designed 
for garages, factories, warehouses, and fire doors. 


-One turn of han- 
dle locks or un- 
locks both doors, 
top and _ bottom 
bolts. 

Our Holders pre 
vent accidents, 
broken headlights, 
and bent 
up fenders. 
Operate by 
if hand or 

FE toot. 
Send for 

Prices. 
FL 


No. 57 Holder No. 52 























PHENIX MFG. CO. 
032 Center Street, Milwaukee, Wis. 











No. 17 
th On Sides 


} ‘Something NEW in Display 
SALES TABLES 


Just as Heller designers developed the Display Wall Cabinet to 
the last degree, they now offer the ultimate in sales tables. e 
glance at the illustration is all the keen hardware man needs to 
see how he can use them in his own store—a battery of tables 
ideal for use along main line of traffic, taking full advantage of 
valuable space too often wasted. There is over 108 sq. ft. display 
space on this group of 4 tables besides plenty of storage space. 
See them at the Hardware Conventions in Indianapolis, Detroit, 


Philadelphia and Toledo. 


HELLER 


Business Building Store Fixtures 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
20 Vesey St., Suite 500, 
New York City 


Check the items you are interested in, 
tear out this ad and mail it today. 
O New Display © Pennsylvania 

Tables Metal Saw Rack 

© Nail Counters () Display 
Wall Cabinets 
2-2-28 55-A 
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Now A 


25c 
Seller 


ECONOMY PLUMBER 
DRAIN PIPE CLEANER 


1—Sold only to the Hardware Trade. 
2—One full pound net weight. 
3—Absolutely no fumes. 
4—Money-back guarantee. 
5—Harmless to plumbing. 


bauunel’ 
PLUMBER | 





eS 
creueine Le 


Nae 
=__ 


Price 


$2.00 per doz. 


(Packed 1,'2 and 3 doz. cans to a carton) © 








ORDER THROUGH YOUR JOBBER 





THE ECONOMY PLUMBER CO. 


39 Lispenard St., New York 






















F HE improved line of 
Detroit Torches and 
Fire Pots, backed by an 
intensive campaign of deal- 
er helps, makes certain that 
1928 will be the greatest 
year on record for this 
much demanded line. Re- 
plenish your stock now or 
if you are not already 
handling this profitable line, 
write today for a catalog 
and complete information. 


DETROIT 


— cia Ar i, See 
fae ie BS 
9.6. Ander, SP Wasnt Hi Chane 








A 


& 


TORCHES & FIRE POTS — 


















Reasonably Good Business 


“I would say that I look upon 1928 as promising a reasonably 
good business. Activity which was apparent in the latter part of 
1927 is certain to carry through for the early months of the year 
just started. 

(Signed) A. E. ALverson, Secty., Greenlee Tool Co., Rockford, 
Ill.; Vice-President American Hardware Manufacturers Assn. 


Outlook Is Brighter 


“The outlook for 1928 is brighter than it was a year ago. The 
merchants should make a better showing, but the answer rests 
with them in many lines, as there are too many hardware mer- 





FRANK A. HEGNER 


A. E. ALVERSON 


chants that will sell goods at about cost rather than see an- 
other merchant get an order. 

“The customer can tell them anything and they believe it 
rather than ask their competitor if he is making such a price. 
We have some in the hardware business in Buffalo that think 
the only way to solicit a customer is to make cut prices and by 
the time they get through cutting different items the entire line 
is being sold at ridiculous prices. 

“The sooner the hardware merchants wake up and pull to- 
gether the sooner they will make a profit!” 


(Signed) Grorce ALLEN, Allen Hardware Co., Buffalo, N. Y. 


Root Hog, or Die 


“Economic and political conditions will affect business in 1928. 
It will mean hard work every minute, and most probably a 
smaller profit. 1928 will, more than 1927, be a ‘show down’ 
year for those best fitted to survive. Competition will be keener, 
and effort must be made constantly to get a share of it. As 
Lincoln would say, ‘Root hog, or die.’” 

(Signed) Franx A. Hecner, President, Pigeyourgh Retail Hard- 
ware Association, Sewickley, Pa. 


Building Should Help 


“Considerable new building projects are in contemplation for 
1928 and, if not tabled by the costs, should produce healthy 
business. 

“The banks have plenty of money which is being put out more 
cautiously than in the past. The borrowers must show good 
equity and speculation is frowned upon. 

“Let us hope the Presidential year will not follow the former 
trends and surprise us with a healthy increase over 1927.” 


(Signed) Hucu F. McKnicut, Director, National Retail Hard- 
ware Assn. 




















HARDWARE AGE for FEBRUARY 2, 


1928 ae ai ; a 





Outlook for 1928 as Seen by 


Hardware Council Members 
(Continued from page 147) 


Says Mr. Weber :— 


“We are looking for a good normal business in the wholesale 
hardware line for this year. It ie difficult at this time to form 


any concrete opinion as to the last half of the year, but from 
present indications I think the first six months will represent a 
good normal business. 


“However, we are not overbuy- 
ing at this time, but are laying plans 
for a good business. 

“T can see nothing in the business 
horizon today which would indicate 
an extended rise in prices; the ca- 
pacity for production is ample to 
supply requirements in most lines. 

“With all branches of the industry 
striving for additional business will 
be the cause of strong competition 
all along the line, and, unless care 
is taken, net profits will be even less 
than 1927.” 


L. H. Weser, The Geo. Worthington Co., Cleve- 





L. H. WEBER 


(Signed) 
land, Ohio. 


Says Mr. Fernley :— 


“Although general business declined somewhat during the last 
quarter of 1927, there are many evidences of great underlying 
economic strength. These encourage a more optimistic point 
of view. 

“While some industries are less fa- 
vorably situated than others, the 
country as a whole is on a sound 
basis. Many industries, such as the 
iron, steel and automobile trades, en- 
ter the New Year on a greatly im- 
proved basis. This improvement 
should exercise a stimulating influ- 
ence in many other lines, and tend 
to correct the decline in industrial 
production that marked the last 
quarter of the year. It will also ma- 
terially influence labor conditions 
and provide work at satisfactory 
wages for many who were unem- 
ployed. 

“Agricultural conditions are gen- 
erally regarded as more satisfac- 
tory. Although the late fall natur- 
ally retarded general business and 
delayed the buying of seasonal mer- 
chandise, it added many millions to the income of our farmers. 
The recovery of the corn crop was particularly helpful. Recent 
estimates place the total value of farm crops for 1927 at ap- 
proximately $635,000,000 more than last year. This is especially 
encouraging when it is remembered that about one-half of our 
population is dependent upon agriculture. It will add materially 
_to our reserve buying power. 

“Wages have been reduced slightly in certain sections, notably 
the textile districts of New England. Nevertheless, the total 
purchasing power of the country is still tremendous. Reports 
generally indicate that manufacturers, distributors and retailers 
have avoided the accumulation of unwarranted stocks. This is 
also encouraging, and indicates that with the upturn in business 
so widely predicted during the opening weeks of the year, a 
steady demand for merchandise can be reasonably expected. 

“The financial situation is generally regarded as satisfactory, 
although in certain quarters the tremendous expansion of install- 


(Continued on page 232) 





GEO. A. FERNLEY 





Clamps That Hold Trade 


fa] es MARK 


oF 3ensen”” 


U & PAT OFF 










bala 
Adjustable 

or 
Non-Adjustable 
Hand Screws 


On 
TRADE MARK 


U.S. PAT. oFF. 


Make Clamps of Ordinary Pipe 


The Standard of the World 


Steel Bar 


Clamp Fixtures 





A dozen sets of fixtures plus a stock 
of 34-inch pipe, enables the tool dealer 
to fill an order for clamps of any 


length. 
66 
MARK” 
Carriage and Machinists Clamps 


The finest quality. 
Ask for Catalogue. 


Adjustable Clamp Co. 
411 N. Ashland Ave. 
Chicago, II. 




















EASY to open— 
EASY to close— 

EASY to stack— 

EASE-y to sit in— 

Strong as an ox— 

Won’t rattle— 

Won’t warp—Can’t rust— 
No sharp corners— 

* “No metal can touch you.” 












Now an all wood folding chair 
of uniform color, and one that 
you can treat rough. Demon- 
strate it by abuse. Tell, and 
you'll sell! 












Folds Flat 


Won't Tilt Well Built 





This chair may be opened or closed with the foot. It may 
be left out in the rain without turning white or warping. 
It will hold a heavyweight with comfort (has exceptionally 
wide seat and back) and without fear of 
tilting or breaking through. This is a piece 
of high grade merchandise that costs you less 
and sells for less. Sell to individuals, thea- 
tres, schools, your Commercial Club, and 
other assemblies. | 
SEND FOR SAMPLE CHAIR AND PRICES | 
Get our proposition and prices. See the 























TUCKER'WAY to be convinced. Use the i er 

coupon. / On! 
PEERLESS CAMP FURNITURE! ln 

The TUCKER'WAY is another Tucker ame 


product. You have doubtlessly sold or heard 
of Peerless Camp Furniture, Tuduco Tents, 
Kantskratch Mops, etc. Send for prices. 


TUCKER DUCK & RUBBER CO. /),"°::-... = 
Fort Smith, Arkansas i 
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new merchandise for the store is “Will it sell?” 
Unless there is a market, real or potential, for the 
article, there is no reason for putting it in stock. 

The second question is: “Will it stay sold?” In other 
words, will it give full satisfaction to the customer? 
This entails quality, utility, practicability and price. 

The third consideration is cost. Is the cost such that 
it will sell on a reasonably fast basis, and yield a reason- 
able profit ? 

These things the merchant must decide from his knowl- 
edge of his trade territory, and a careful examination of 
the article. Having decided that the article will sell and 
stay sold, and that the price is fair, the next thing to 
decide is the quantity to buy. This is an important part 
of the transaction since the profits on a purchase are 
often tied up in a few articles which remain unsold. 

The quantity therefore should be carefully estimated 
through comparison with sales of similar products. At 
this time it is well to find out as nearly as possible the 
number of prospective customers for the particular 
article. Every hardware merchant should maintain an 
up-to-date list of the people in his trade territory, and 
that list should be segregated as to vocations. Such a 
list is an extremely valuable guide to the buying of new 
lines, whereas the mere number of people in the trade 
territory means comparatively little. If in doubt con- 
cerning any item, it is good policy to ask the opinions 
of several prospective users. 

In ordering merchandise regularly carried in stock, 
there are but two major things to consider, quantity and 
price. It therefore stands to reason that every merchant 
should have a record which will assist him in those 
regards. 

Stock records are very valuable, and every merchant 
should have some system for keeping track of the prices 
and moveffients of stock. If no other record is avail- 
able, a properly kept price book should give the informa- 
tion necessary for reordering. By a proper price book 
we mean one which in addition to the usual price book 
data, also has columns in which are entered the quantities 
purchased and amounts on hand at date of buying. 

When preparing to place the order the first step is to 


Pic nae the first thing to consider in ordering 


The Proper Way to Order Goods 





ORDER BLANK 





























Jones Hardware Co. 
Vilma, Wis. 
DOD che ctccccicsdsstesseses Ondered frOM.....ccccescccctcccvcces 
Size, 
Quantity Item Nea Price Remarks 
tion, etc. 

| 

| 
en ae sic inl ches teal aimiuvene 4 Peters aie e a eos Oe 
I ee Sie La hades seme ideeun sass 


Simple form of merchants order blank. Should be in triplicate. 
Original goes to the firm from whom the merchandise is ordered. 
Dealers keep dup! cate, and tripl’cate goes to salesman, or is filed. 
“Remarks” column is for such things as freight allowance, de- 
livered, etc. Both merchant and salesman should sign order. 








ascertain the amount on hand. This amount is immedi- 
ately entered in the price book, with the date, the amount 
ordered, the firm from whom the purchase is made, and 
the cost. After the invoice has arrived and been checked 
with the goods, the additional entries such as freight, 
total cost, retail and quantity prices, etc., should be made. 
Any Jower quotations received between orders should be 





NUMBER | OUANTITY | QUANTITY 
On size BOUGHT On HAND 


BOUGHT FROM 


recorded at the bottom of the price book page. When 
(Continued on page 222) 
PRICE RECORD Articles Sheet Ne. .... 


TOTAL 
cost 


mvorce 
cosT 


FREIGHT 
























































| 

















Price book which not only gives the necessary price information, but also acts as guide to purchases. The columns headed “quantity 


bought” and “quantity on hand” are very essential. 
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The STENCILOR Makes the SIGNS that Make the SALES 


There are many items in a hardware store that will sell twice as rapidly if 
Price Signs, Show Cards and other reminders are used to draw attention to 
them. 


You can make all these reminders with the STENCILOR, and it’s an outfit 
that will give you long, satisfactory service. 

Send for Folder and Samples of Signs. 

We will exhibit the STENCILOR and prove our claims at the 27th Annual Convention & 
Exhibition of the Pennsylvania and Atlantic Seaboard Hardware Association, Inc., at 
the Philadelphia Commercial Museum, Feb. 13 to 17, 1928. 


DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 
Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., New York, N. Y. 


For Making Signs and Show Cards Canadian Agents: DISPLAY CARD COMPANY, LTD., Brockville Ont. 

















INDIANA 


X-tra 
Quality 













of 


this unusual opportunity to 
buy Eaton quality Ford springs | cin Line 
at unprecedented Net Prices |_ than satisiy the most 


critical users. You 


‘ 2 th 
Eaton Springs are made by the largest spring manufacturer - ass aeons 


in the world and have for years been the choice of leading satisfaction 
car and truck manufacturers as standard factory equipment We now that a 
shovel can never be 


Large stocks of Eaton Springs are carried in Eaton’s better than the steel 
Factory Branches located at Atlanta, Boston, Chicago, > from which it is 
Cleveland, Dallas, Denver, Kansas City and Philadelphia made. We roll our 


own steel to make 


WRITE TODAY FOR QUOTATION sure = the steel 
is right. 

The EATON BUMPER & SPRING SERVICE Co. May we send you further details? 

E. 65th & Central Ave., Cleveland, Ohio X-tra Quality Means Extra Sales 


EATON The Indiana Rolling Mill Co. 


| ~ ARMORED CONSTRUCTION—MEANS PROTECTION 


Sell your customers The Green Line 
Armored Tool Cases—complete pro- 
tection for tools. Built of wood, ar- 
mored with steel riveted in place, 
these sturdy cases withstand long 
wear and even abuse. Every user of 
tools near you is a good prospect. At 
all good jobbers. Write for catalog 
and sales literature. 


GREEN-CASE, Inc. 
































No. 90-32—A full size, carpenter 


RACINE, WIS. ° suitcase chest. Has full length parti- 
I tioned tray, level and saw brackets. 
Eastern Office: 89-91 Warren St., New York, N. Y. Will accommodate square. Size 16” 








Chicago Office: Surpless-Dunn & Co., 34 No. Clinton St. x 6%” x 32”. 
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DIAMON D“E” (Continued from page 229) 


ment buying has been frowned upon. The banks, however, have 
| ample funds to properly finance the needs of business at moderate 
interest rates. 

“Although competition is keen, the underlying economic 
strength of the country will undoubtedly exercise a stabilizing 
influence on business, and I believe we can approach the future 
with a feeling of conservative optimism. It is important, how- 
ever, to avoid clogging the channels of distribution. 

“Wholesale distributors can be of real assistance in the latter. 
They are equipped to render a very definite and valuable ser- 
vice to both manufacturers and retailers, thereby insuring a 
steady flow of commodities from production into consumption. 
This service should be utilized to the fullest possible extent.” 

(Signed) Grorce A. FerNiey, Secy.-Treas., National Hard- 
ware Association. 










~All Metal Frame 
CLOTH WINDOW VENTILATOR 


The more changeable the climate, 
greater the demand for Diamond “E” 
Window Ventilators. They keep 
out everything but fresh air. 
Eight popular sizes. Re- 
tail at 60c to $1.10. 

















Says Mr. Donlevy:— 











This practical “As fundamental conditions are sound, there is no apparent 

SOLDERING reason why the present year should not be a fairly prosperous 
one. 

and TINNING “This applies to hardware and metals, as well as most general 

FLUX flows lines. 


“Overproduction and intense com- 
petition in some commodities may 
result in unsatisfactory profits, but 
this is not a new situation. 

“Rapid delivery by all methods of 
transportation will probably cause 
continued hand-to-mouth buying. 
Merchandise stocks in general are 
low, and the volume of sales should 
be good. 

“There is no depression in sight, 
and we can confidently look forward 
to a reasonably good business, des- 
pite the ‘bugaboo’ of this being a 
presidential year.” :' 

(Signed) W. H. Don .evy, Carter, 
Donlevy & Co., Phila., Pa. and Presi- 
dent of the National Hardware 
W. H. DONLEVY Association. 


evenly, acts quickly, fluxes perfectly, sticks to the 
work, makes a “better joint” with less solder, and 
never corrodes. 


To prove it never corrodes we put it up in tin 
containers. Send for Free Sample and Prices. 














$74 +==RUBY CHEMICAL CO. = 5rei, 
68 McDOWELL STREET | COLUMBUS, OHIO 








Watson’s Hand Cards 
sell without much talk « 


Every Year Sales and Profits 
Are as Regular as the Rising Sun 
COTTON—WOOL—TOW Says Mr. Merriman:— 


AND HORSE CARDS “The prospects for business in steel and wire products during 
the year 1928 are exceedingly promising. The activity which 
oa 4 Watson Mfg. Co. started in the last quarter of 1927 has shown no letup, and the 
503 Main St., Leicester, Mass. spring trade which is so near at hand already gives signs of 
excellent demand. Building construc- 
tion projects of various kinds are 
planned and contemplated. The rail- 
toads are actual and potential cus- 
tomers for many millions of dollars’ 
worth of equipment and supplies. 
Road building in many States is un- 
der way or provided for, running 
into several hundred million dollars. 
The optimism of automobile manu- 
facturers is quite generally known, 
and a big year for the auto indus- 
try means a corresponding increase 
in the demand for steel. 
“We look forward with confidence 
to a demand for our several lines of 
manufacture fully equal, if not in 





Write for Prices Guaranteed 
Against Decline 








This Metal Cabinet Sells 
More Domes of Silence 


It catches the eye and customers buy. 
Every home needs Domes of Silence. 
Back of cabinet contains one gross sets 
of six assorted sizes in packages of one 
doz. and 2% “ 

doz. each. This 
convenience en- 
ables clerks to 
® procure the 
right Domes 
instantly and 
m@ make sales 











quickly. When Abe: : 
cold, order te m excess, of any similar period dur- 
(Front prof. Write 2. MERREMAN ing the past five years.” 
ew 
i (Signed) D. A. MerriMAN, General Manager of Sales, Ameri- 
21 PEARL DOMES of SILENCE, Inc. x CITY can Steel & Wire Co., Chicago, Ill, and President, American 





Hardware Manufacturers Assn. 
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Says Mr. Rockwell :— 


“Renewed recognition of the com- 
munity of interest between manufac- 
turer, wholesaler and retailer will, I 
believe, greatly assist in the solu- 
tion of the problems of distribution 
common to all three. 

“The suggestions to be made by 
representative men of all three 
branches of the industry following 
careful examination of the situation, 
will undoubtedly lead to an im- 
provement of general hardware con- 
ditions during the year ahead.” 


(Signed) Chas. F. Rockwell 
Secretary-Treasurer, 
American Hardware Manufacturers 
Association. 





CHAS. F: ROCKWELL 





Says Mr. Ireland :— 


“That there is confusion and uncertainty, there can be no 
question at all; business is in a transitory state; it has not settled 
down; the new avenues of distributing hardware have brought 
about a great many complications, but they have settled nothing, 
nor have they found their level, and 
time alone is going to solve some of 
these problems. The high pressure 
measure in which they have con- 
ducted their business has robbed 
them almost entirely of any personal 
touch, and anything that has to deal 
with human life as intimately as the 
distribution of the many commodi- 
ties that are sold in this country is 
never safe, I think, unless it has a 
personal element attached to it. 

“We are undergonig great changes 
in this country very rapidly; it is a 
matter of adjustment—that it will 
come, there is no question. I, of 
course, am not a prophet and cannot 
tell what 1928 will produce; but, 
judging from all of the external 
evidences that are presented to me, 
. I cannot see anything else but a 
hopeful outlook for 1928. Don’t think there will be any boom 
conditions, but a good, steady, sensible business volume; and if 
men will study the details of business and will endeavor to culti- 
vate salesmanship rather than price appeal, I think it will result, 
not only in a reasonable amount of. business being done on a sat- 
isfactory basis, but will mean the constant improvement of 
quality and the adaptability as well as a reasonable price on 
every article that will bring more to the consumer in quality, 
that will make up for the lower prices which are frequently 
produced in our effort to make an appeal simply on price basis; 
but all of this is going to require time, effort, study and a close 
application to business, for competition is not what it was 
formerly and men have got to know their business in the future 
even better than they have in the past to measure up to the 
standard of their requirements; so I feel that you can throw to 
the breezes your flag of optimism. True it is a presidential 
year, but I don’t believe anybody is going. crazy over the presi- 
dential election; they dare not put out anything but good men 
by either party. 

“My firm belief is that this country is going forward; I don’t 
see any occasion for anybody to be gloomy, as the outlook is 
splendid. 

(Signed) Cras. H. Iretanp, President Odell Hardware Co., 
Greensboro, N. C 





CHAS. H. IRELAND 
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GRAFF 


GRAFFCO PICTURE HANGERS AND PUSHPINS ARE JUST WHAT 
YOU NEED FOR HANGING PICTURES, KNICKKNACKS, COAT RACKS, 
ETC. THEY ARE PREFERRED BY CUSTOMERS AND ARE LIBERAL 
PROFIT MAKERS FOR DEALERS. WRITE FOR CATALOG. 


GRAFF-UNDERWOOD CO. 


52C Washburn Ave. 
Cambridge, Mass. 


KIDDIE KAR 


Trade Mark 


*KIDDIE” Vehicles 


Trade Mark 


The original and still outstanding leaders in vehicles for 
tiny tots,—KIDDIE KAR, KIDDIE PEDAL KAR, and 
KIDDIE KAR STROLLER all are protected under basic 
KIDDIE KAR patent now sustained by United States 
Circuit Court of Appeals, Second Circuit. 





H. C. WHITE COMPANY 
NORTH BENNINGTON, VT. 


Kiddie-Kar, Kiddie-Pedal-Kar, Kiddie-Kart, Kiddie-Koaster, 
Kiddie-Skooter, Kiddie-Kar Stroller, Kiddie-Tender. 


— zi 
Public Demand Assures 
Sell— Your Profits! 


DIAMOND 
PITCHING HORSESHOES 


Put up in attractive 3-color boxes, they 
make a splendid display on show case or in 
your window. Special colored displays also 
furnished. Diamond Shoes are drop forged, 
heat treated, ofl drawn and guaranteed uncon- 
ditionally. Made also in dead@ falling type 
for those who prefer a_ softer 
Straight or curved toe calks. 
popular demand everywhere! Ask 
for Booklets ‘“‘How to Organize 
4 ” 















DIAMOND CALK 
HORSESHOE CO. 


4622 Grand Avenue 
Duluth, Minn. 
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SCREW DRIVERS 


“The Toots in the Plaid Bor” 





AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS ~ GLASS CUTTERS 
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The Old Time Hardware Store 


Back in 1885 in Filo Smock’s hardware store in Sleepy Hollow, 
they used to sit around the stove and swap stories. 


“Nothing to do till tomorrow” was the slogan in those days, 
and tomorrow never came. Customers were few and far be- 


tween. 


How time has changed hardware business methods. Now it’s 
copper store fronts, attractive show cases, modern shelving, 
beautiful display racks and window displays that are “The 
talk of the town”. 


The only stories they have time for now are the merchandising 
stories and the window display suggestions that appear in 
Hardware Age. 


The ideas they get from these stories and window displays 
MOVE the merchandise. 


Hardware Age 


239 West 39th Street, New York, N. Y. 
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THE NAME “COES” MEANS MORE THAN A GUARANTEE 


Remember this every time you sell one. You will meet no sales resistance 


from mechanics. Simply say, “It's a genuine ‘Coes’.” 
To the non-professional users, tell them it’s a “Coes” made by the same 
company that made them in 1841, and that it’s not unusual to see them 


still in use after 15, 20 and even 40 years’ service. 


Order through your jobber. 


COES WRENCH COMPANY 


“In business since 1841”’ 


Mass. 


253 Broadway, New York 


113 Chambers Street, New York 
61 Shoe Lane, London E.C. 


8 Rue de Rocroy, Paris, France 


Worcester 


J. C. McCarty & Co. 


Selling Agents John H. Graham & Co. 


Fenwick Freres 














Wood Screws 

Drive Screws 

Coach Screws 

Machine Screws 

Set Screws 

Cap Screws 

Saw Screws 

Thumb Screws 

Hand Rail Screws 

Special Automatic Screw 
Machine Products 

Stove Bolts 

Tire Bolts 

Agricultural Bolts 

Sink Bolts 

Hanger Bolts 

Machine Screw Nuts 

Stove and Tire Bolt Nuts 

Semi-Finished Nuts 

Castellated Nuts 

S.A.E. Nuts 

Jack Chain 

Plumber’s Chain 

Register Chein 

Safety Chain 

Furnace Chain 

Ladder Chain 

Sash Chain 

Escutcheon Pins 


Speedometers 


CORBIN 








Va 





UNIFORM QUALITY and ADEQUATE STOCK 
The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New YorR, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 
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“It Paid for Itself in 30 Days” 


Said a Dealer Who Cut Only 10 Keys Per Day 


Suppose you install a Segal Rectifying Hey Cutter and cut 
only ten Keys per day. Figure Your Profit. 

























ee re a Pe re ee $2.50 
4 ee ee ee ee IE BE oe oon ethic ec ccatesenceciue -60 
‘a ie NIE OMNI ion. .5e Gig oes pwin Sie's « S-main ew en Sok $1.90 
ee NONE NING 20 6.5 oleh doin cic SSccsccvesesscsens $57.00 

Cost of No. 800 Key Cutter, $46.25 less 2% for prompt pay- 
Es ee SE ae eee eens pee ere ee er 45.33 
pe ee te IDs oo 0656 63. ooo s os Seine h sew aen $11.67 


You now own the machine. It has paid for itself in 30 days plus a 
profit. On the basis of cutting ten keys a day it will earn each 
month more than its original cost. 

We have figured on a basis of only ten keys per day. Many dealers 
using our machines cut anywhere from 50 to 250 keys daily. It cuts 
all kinds of flat and cylinder keys. Send for our booklet. 





Our Key Cutter is fully up to the standard of our 
famous 


JIMMY- SEGAL LOCK No. 666 


endorsed by Burglary Insurance Companies every: 
where. Protects millions. Never been Jimmied. 




















He Advertised in the Right Medium 


This man wanted to represent a good hardware manu- 
facturer—he told his story in the Classified Opportunities 
Section of Hardware Age— 

A nationally known company replied to his advertisement 
and he secured a desirable position through advertising in 
the right medium. 

Hardware Age is noted for quick results—try it—send 
your ad to— 





Classified Opportunities Dept. 


Hardware Age 239 W. 39th St., New York 
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MORRILL PRODUCTS 


Sell every day of every season 


Morrill Sawsets, Nail Pullers, Bench Stops, Soapurns, Hand Punches— 
each Morrill product has a steady, profitable sale every day of the year. 


And the name Morrill is specified by customers because it has denoted 
Quality products since 1878. 


Hardware dealers sell them because of their quality, their customer 
preference, and their worth-while dealer profit. 


Order Morrill products through your jobber now. 


Our full line is illustrated and described in the Hardware Age Catalogue. 


CHAS. MORRILL, Inc. 102 !afeen: 


USSWIN 


No. 564% Mortise Catch 
PAGE 292 OUR CATALOG 


No. 565 Mortise Catch 
PAGE 293 OUR CATALOG 


DISTINCTIVI 
HARDWARI 





RUSSWIN 
SCREEN DOOR HARDWARE 
’ t 
oo! Noy, 


Be prepared for 
the screen door 
No. 0511 Rim Catch hardware _ busi- 
PAGE 293 OUR CATALOG ness when the 
season opens. 


Screen door 


Deer Geese | 3 catches fur- 


PAGE 304 1 : 
OUR CATALOG = \ nished in brass, 


No. 7 Screen 





bronze or steel. 


RUSSELL & ERWIN 
MFG. COMPANY 


No. 575 Mortise Catch § The American Hardware 


PAGE 293 OUR CATALOG E Corp’n, Successor 
9 NEW BRITAIN, CONN. 


New York Chicago London 
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Their Extra Value — 
Brings a Big Reward! 


It’s one thing that has 
made the Lowell Spe- 
cialty Company the larg- 
est manufacturers in the 
world of hand and com- | 
pressed air sprayers 
exclusively — the prime | 
factor responsible for | 
’ the continually in-| 
creasing popularity | 
of this line-and the | 
chief reason why | 
Lowell dealers get | 
much more than 
their normal share 
of the sprayer 


business and 
profits. 
Lowell sprayers 


are made better, 
of heavier mate- 
rials and contain 
many valuable 
exclusive fea- | 
tures. Yet they 
cost no more | 
than ordinary | 
sprayers. 





Why not 
stock the 
best? 


Write today | 
for catalog | 
and prices. 


LOWELL 
SPECIALTY CO. | 
Lowell, Mich. 





All 
Double Tested 


Ci Wehwenpnacsyer 


against Defects 











The harder the quality of 
steel used in making nails 
the better they are + + + and 
‘this fact accounts for the 
outstanding superiority of 
American Steel 6 -Wire 
Company's nails. 

Examine one of our nails. 
Note its clean, sharp point, 
the firm set head show- 
ing ample metal, the well 
punched barbing, the ac- 
curate gauge, and above all 
test that which does not 
appear at first glance—the 
great strength of the steel 
that holds straight in driv- 
ing according to the work 


for which intended. 
Niientionn Steel & Wire Co. 


SALES OFFICES 











HICAGO 208 4a Salle Street SALT LAKE C ITY Walker Bank Bldg. 
CLEVELAND Rox rhe feller Building NEW YORK - 30 Church Street 
DETROIT Fo of First Street BOSTON - - - - - Statler or dg 
CINCINNATI U alo m Trust Building PITTSBURGH - Frick Bldg. 
MINNEAPOLIS—-8ST. PAUL PHILADELPHIA _- ” Widener Building 

Merchants Nat'l sao pidge ™ % Paul ATLANTA - ~ ee Street 
ST. LOUIS - 6 Olive Street WORC ESTER - Grove Street 
KANSAS CITY 417 "Grand Avenue BALTIMORD - 32 ‘So. Charles St. 
OKLAHOMA : ITY BUFFALO - - 670 Ellicott Street 

First Nat'l Bank Bidg. WILKES-BARRE - Miners Bank Bldg. 
BIRMINGHAM - Brown-Marx Bidg. *SAN FRANCISC - - Russ Bldg. 
MEMP *' AS ANGEL KS 3087 E. Slauson Ave. 
- into and Planters. Bank "Bldg “POR ND 777 Nicolai St. 
DAL’ as Praetorian Building *SKATTLE 4th Ave. So. & Conn. St. 


DENVER - First National Bank Bldg. *United States Steel Products Co. 


eee een eT 
Ne ean 























HARDWARE AGE for FEBRUARY 2, 1928 











BARTLETT 





PRODUCTS 


NEW COMPACT HEAD TREE TRIMMER 


The new No. 1 Bartlett Tree Trimmer has been 
designed for the lineman who desires the pull 
lever at the top of the pole. The lever exteads 
only a few inches above the head. 
It has the same preferred qualities of all Bartlett 
Tree Trimmers—which are made in _ various 
styles. Regular No. 1 and 
No. 3 are illustrated here- 
¢ with showing hand pull 
lever at bottom.of pole. 


And Bartlett No. 
44 Pruning Saws 
are always in de- 
mand because of 
the special blade 
which saws easily, 
without binding. 
Adjustable to three 
different angles. 
Length of pole 8 
to 16 ft. 


New No 
pact 


Head 
Trimmer 






BARTLETT 


No. 777 TWO HAND 
PRUNERS 


Sell fast because they 
never injure branches or 
wound bark of trees. 


The hook remains stationary 
while the blade closes and 
cuts. This draw cut action is 
superior because it allows a 
straight thrust at the branch. 


BARTLETT MECHANICS’ 
SNIPS and BENCH SHEARS 





No. 10-12-14 
Compound Lever 
Snips 





Bartlett Compound Lever Snips are 
unequalled for large sheet and bench 
work. And the Bartlett No. 30 Bench 
Shears cut straight through to the 
point with minimum effort because of 
the compound lever action. 


Both are steady sellers because the 
trade knows their superior, enduring 
qualities. Order from your jobber, or 
write us. 


No. 44 
Pole Pruning 
Saw 


BARTLETT MFG. COMPANY 


430 E. Lafayette Avenue, Detroit, Michigan 




















1 Com- 





Look over your stock now. No. 777 
There’s a busy season just Two Hand Pruner 
ahead. 


Tree 

















Door Hardware r | 
to Match the / 
Finest Car—Priced to Fit 
the Smallest 


All garage door hardware may look something alike 
but none other than “Allith” can bear the A-P mark. 
And A-P means much. To architects, contractors, 
builders, dealers and home owners it has symbolized 
(for over a quarter of a century) all the rugged 
strength, sturdy design, steady operation, weather 
tight fitting, anyone, anywhere, can put into building 
hardware regardless of cost. 


Allith “Ten-Eighty” 


Round-a-Corner 


is the newest addition to the A-P Garage Door Hardware 
line—but one that fairly leaped into leadership at its very 
first showing. 


Hinged 


Made for openings with any number of doors. 
All other 


service door for convenient passage in and out. 
doors ride like a roller coaster on the A-P “round-a- 
corner” trolley track. Roller bearing wheels with ball 
bearing swivels form a free-running, quiet combination 
that does not stick or jam; that cannot jump the track. 
Hangers have positive locking vertical and lateral adjust- 
ments. Hanger apron and frame are “certified” malleable. 
But best of all, with these many extra and better features, 
A-P “Ten-Eighty” Rownd-a-Corner garage door sets cost 
no more than ordinary kinds. 


Garage door hardware may seem like a small item when 
you figure material costs and labor. But, remember this, 
it is the only thing on the whole garage that has work to 
do for years to come. Give garage hardware close atten- 
tion, whether replacing old hardware or building new. 


Herdware Dealers 


A-P “Ten-Eighty” Round-a-Corner is packed to order 
only. Sells quickly and makes customers come back 
for other things. Send for complete catalog on garage 
hardware, zi 


Allith-Prouty Company 


Danville Illinois 


Manufacturers of 


Overhead Carriers 


Garage Door Hardware Spring Hinges 
Door Hangers 


Rolling Ladders ire Door Hardware 


Allith 


Manufacturers of the Finest Line of Garage Door Hardware 


239 
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Every business house and office 
a prospective purchaser 





“Drink more water”—say the doctors. .“Your 
body is 70% liquid and to keep that balance 
you must drink plenty of pure water.” 





This fundamental rule of health is be- 
ing promoted by newspapers and maga- 
zines—by insurance companies—by the 
medical profession. Business houses 
are finding that it’s a rule that pays in 
health and efficiency. And leading ex- 
ecutives have learned the wisdom of pro- 
viding convenient, inviting, drinking 
water coolers. 


Cordley 20th Century Coolers are the 
most widely used water coolers in the 
world. Substantial, durable, beautifully 
finished—rust proof—drip proof—leak 
proof. Ice does not touch the water— 
cooled to the right degree. 


Every business house and office is a pros- 
pective purchaser of one or more 
Cordley coolers. Go after these sales. 
Keep a stock of coolers on display and 
one handy demonstrating cooler con- 
venient for your customers. 


Ask your jobber or write us direct 
for full information and prices. 


Cordley & Hayes 
10 Leonard Street, New York 





























































How much of the rent 


i. Do Your 
Window Displays | 


Pay? 


Do you use your windows 
merely to let the passerby 
know you sell hardware, 
or do you put them to 
work as “Silent Sales- 
men?” You know a real 
salesman is much more 
valuable than a mere 
“Order Taker!” Why 
not put your window dis- 
plays in the selling class? 
















' Your files of Hardware 
Age describe and picture 
many window displays 
that have made money— 
displays that “Pay the 

Rent” and bring about 

the much sought Rapid 

Turnover. 









Put these ideas to work! 





HARDWARE AGE 
239 West 39th Street 
New York, N. Y. 
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Oldest and Best 
Known Line of 
Grindstones on 

the Market 


For eighty years “Cleveland” 
Grindstones have served farms in 
every section of the country. 


This is a prestige that means a 
definite sales influence. Make 
sure you have an adequate stock 
on hand to meet the spring de- 


mand. 
ot EL 44, 
is) a 
e & 
Wost* 
HARVEST KING 
STERLING 





AND COLD WATER 


- 


Quickly 
Clears 
Drain 

















Keeps 
Them 
Clean 
and 

Sanitary 


The Dealer’s Best Seller 


DESOLVO sells readily because it 
backs up every claim. The housewife 
knows she can depend upon it to re- 
move all obstructions in clogged or 
frozen drain pipes. 

The contents of one can emptied into the 
drain does the work. Food, soap, grease, 
paper, hair and ice, all dissolve in a few min- 
utes. No trouble—economical to use and sat- 
isfaction guaranteed. 


DESOLVO is— 
Not Sold to the Grocery Trade 


This practical Drain 


/ 


aL laall Nt pods 


i ae 


(eda {1 











Substantial light running, 
mounted with a “Cleveland” 
Grindstone, genuine Berea 


or Lake Huron grit, which 
we alone manufacture. 19 
to 22 inches in diameter. 
1%” to 2%” thick. Frame 
can be set up in a jiffy— 
merely by manipulating one 
bolt. Shipped knocked down 
and crated. 


THE CLEVELAND STONE COMPANY 





Frame of heavy angle steel 


14” x 1%” x \%”, strongly 
braced and is equipped with 
our standard high grade se- 
lected “Cleveland” Grind- 
stone. Shipped folded com- 
plete, stone crated  sepa- 
rately to save freight. 


Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 














Sewer and Drain 


Pipe Cleaner 


Manufactured by 
nufactu 
Iw CHAMBERLAIN Co Compan’ 
LS 
7 ITTSBURGH —S 








Cleaner also insures 
clean, sanitary 
plumbing. Once 
tried always used 
and recommended. 


We also manufac- 


ture KLOSET 
KLEAN, the big 
seller for cleaning 


Closet Bowls. 


Most Jobbers sell it 
—if yours doesn’t, 
write to us. 


The CHAMBERLAIN CO. 


33 Terminal Way, Pittsburgh, Pa. 
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The Most Serviceable 
Popular Line of Low- 
Priced Guns Made in 
America 








































































































Advertised in the Leading 
Sporting Papers 























“Seeing Is Buying” 





It is hard for a dealer to buy 
Fly Screen Cloth from a 
photograph or illustration—a 
litle retouching works 


wonders. 









Double Barrel 
12-16-20-410 Gauge 


List Prices $20.25 to $24 
HAMMER and HAMMERLESS 


CRESCENT GUNS 
=m 









We prefer to send you sam- 
ples cut from regular stock 
—then you can see and judge 
for yourself why SPARGO 
orders keep us busy the entire 
year. 









Single Barrel 
12-16-20-410 Gauge 
List Prices $8.90 to $10 


Consult Your Jobber 
If by any chance, he is unable to supply 
you—write us. 


Write for Complete Catalog of CRESCENT Line 
H. & D. FOLSOM ARMS Co., *4.2°y3" 


Catalogs of General Sporting Goods; Fishing Tackle, or Police 
Equipment, sent on request 











SPARGO WIRE CO. 
Rome N. Y. 


eS A 



























































position may be 
listed for you in 


the 


lassified Section 


Vets (et 
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COMPRESSED AIR SPRAYER 


S T for over 30 years 





There Is No Other Sprayer 
“Just Like the Banner”’ 


Since its first appearance on the market, 
over thirty years ago, the Banner has led 
all other sprayers of similar type in sales. 
Leadership so marked has been maintained 
only because of unceasing effort by means 
of which a good product has been con- 
stantly improved, and because of an appreciation on the 
part of an overwhelming majority of retailers of the 
fact that they, too, prosper in direct ratio to the ser- 
vice they render to their customers. 














%IN.,5 PLY SPRAY HOSE 
24 IN. LONG-COIL SPRING 


a 























THREADED 
CAST BRASS 
HOSE CON- 
NECTION 


TANK, FULL 4 
GAL. CAPACITY 


ADJUSTABLE HEAVY 
WEB SHOULDER 
STRAP;:SNAP ENDS 


























DOUBLE TANK 

BOTTOM 
To those dealers who have 
not yet proven to their 
entire satisfaction that “it 
ays to concentrate on 
Smith Sprayers,” we sug- 
est a comparison of the 
details of construction and 
of performance of the Ban- 
ner with others of similar 
— for proof of the fact 
that “there is no other 
sprayer just like the 
Banner.” 


BRASS AUTOMATIC 

NOZZLE CONTROL 
ADJUSTABLE BRASS 
NON-CLOG NOZZLE 


2 FT. CURVED BRASS / 














EXTENTION PIPE 





D. B. SMITH & COMPANY, Inc. 
Utica New York 












You can write with the 
Blaisdell No. 792, and smile. 
It marks plainly and dis- 
tinctly on any polished sur- 
face. Most hardware deal- 
ers use it. And most deal- 














ers sell Blaisdell pencils be- 
cause their customers prefer 
them for every need. Why 
Use Labels? 4 














°1151-——-—- Bh 
Mr Uls2--—-- Black 







We'll be glad to 
send you sam- 
ples of these fast 
selling Blaisdell 
pencils. The price allows 
a substantial dealer margin, 
and every pencil gives uni- 
form satisfaction. 


Write us today. 


PENCIL COMPANY 
PHILADELPHIA USA. 


bVaisoel) 


Awarded Gold medal Sesqui-Centennial 1926 
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72% Greater Holding 
Power Than Wire 
Nails. Won't Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. *' 
Makers Out Floor Notls, Rico Haré 
Floor Welle, Lerge Head Out Foundry, 
eadless Out Foundry, 
conteed Out Shingle, Out Olinch ond 
Hinge Notis. . 


REAL 
CUT NAILS 






























Sidewalk and 


Pavement 


Ice Chopper 


A real tool; it has tool steel 
edge, hickory handle—last for 
years. Show them to the 
trade and see how fast they 
sell. Nothing like them on the 
market. 

Cities all over have adopted 
them—a good bet for you. 
Don’t accept cheap substitutes. 


Write today for owr Carpenter’s 
Catalogue. 


Immediate Shipments 





The L. & I. J. White Co., Inc. 


125 Columbia St. Buffalo, N. Y. 











“It’s a Pippin” 
A 10c seller that sells itself. Put Hold- 


Tite Crowns on the open display stand. 
They sell themselves. 


Ask Your Jobber 
or 
Write Us for Prices 


Apex Stamping Company 


Deptt ZW Riverdale. IIl. 

















LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


/Now is the time to place your order for 
Fall planting for such seeds as Turnip, 
Rutabaga, Spinach, Winter Radish, Col- 
lards, Mustard, Beans, Kale and Mixed 


Lawn Grass. 


1927 CROP 


Before buying for delivery after 1927 crop, send us a 
list of your wants that we may quote you if our traveler 
does not call upon you at 
the proper time. 


We are the oldest Seed 
House in America, this be- 
ing our 143rd year in the 
Seed Business. Had we not 
grown good seeds, given 
good attention to business, 
good service and fair 
prices, we would not have 
existed so long. 


Business Established 1784 


D. Landreth 


Seed Co. 
Bristol, Pa. 
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ALL TORCHES AND FURNACES 
ARE NOT ALIKE—INSIST 


ON THE 
“ALWAYS RELIABLE” 


Made in all grades—from the lowest 
priced to the best. 
FULLY GUARANTEED 


Order thru your regular jobber or mail your 
order to us with the name of your regular 


jobber. 
OTTO BERNZ CO. INC. 
Newark, N. J 
Established 1876 
Stocks in Newark, N. J., New York City, Chicago, and San 


Offices in Newark, N. J., New York City, Fort Worth, Denver, 
Waieee, atone, San Francisco, Los Angeles, Seattle, and 
St. Thomas, Ont. 


G22 Wass 











Compare a Baker Gun With Others of 
Corresponding Grade and This Gun Sells 
Itself! 


Baker 


Lhey ever Shoot Loose 


BATAVIA LEADER—List Price $35.00 


One of the first, if not the first double barrel 
hammerless Guns made in the United States. 
There are many BAKER GUNS in use today, 
that are three generations old. 


A Good Gun—Noted for its Simplicity and Strength 
—Built to Endure! 
NATIONALLY ADVERTISED 
Ask Your Jobber For Baker Guns 
If necessary—write us 
New Illustrated Catalog sent on request. 


BAKER GUN CO. 


314 Broadway 
New York 











Which Hod Would You 
Rather Carry? 


ou had to haul mortar for a living, you 
LF ao wouldn’t want to c a hod that 
re water all over your shou er. 
would choose a Never Drip Steel Hod 

with its one-piece ends. You w go 
whistling on your way while the other fellow 
sulked. 
There are lots of hod carriers in your town 
who are bearing the discomforts of ca ng 
leaky hods simply because they have not 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 














STAR HEEL PLATES 
“PIONEER BRAND” 


They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 


VaTRS 
Mf A\\\ Dx. No. 0 


e IVA ‘3 No. 


They : 

sell 

and No. 4 
sell 

and STAR 

sell No. 3 


Auli, No. z 

Ey No. 1 

‘io. 
These illustrations are % size. 


STAR HEEL PLATE CO. 
LOUIS SACKS, Ine. 
Newark, N. J. 
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shooters as glad to liven up a dull day as you are. 


Helps Dull Months 


EEP Hoppe’s in your window to attract the shooters. The bottle, the tube and the can— 
all three are needed and popular. They cost little, s0 easily will bring customers in— 


The Standard 
Gun Cleaning | 
Preparations 





Hoppe’s Products are nationally advertised every month, in the leading magazines for ae ow rd 7. 
sportsmen. Hoppe's Nitro Powder Solvent No. 9, Hoppe’s Lubricating Oil and Hoppe’s Gun oo” aueie pS 
Grease—known and used everywhere and most highly recommended. 


FRANK A. HOPPE, Inc., - 


“Hoppe’s Guide for Gun 
Owners”—FREE. 


2314-H N. 8th St., Philadelphia, Pa. 














PERFECTION at last 


in HOSE NOZZLES 


VAIN 


is free from sand holes or flaws 
and bears our unqualified guar- 
antee for good workmanship 
and material. 
H. B. Sherman Mfg. Co. 
Battie Creek, 
Mich. 














Th e SHERMAN 
DIAMOND 

It will throw more water farther. 

Each nozzle tested under water 


pressure. Even spray. Straight 
stream and tight shut-off. 


Your Jobber can furnish Sherman 
“Diamond” in display cartons for 
counter. 





The improved Sherman wrought 
brass Diamond Nozzle cannot leak. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 


Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 


Chain Hardware Stores in United States and Canada. 


5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 


Department Stores carrying hardware and housefurnish- 
ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers. 
Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 
ardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail motion work and also a 
helpful guide for salesmen’s calls. ery sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 


have been more than 10,000 additions and corrections, and these 
all appear in the current Eighth Edition. 


Hardware Wholesalers find Verified [Ast of great value in 
“checking” their retail prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


4 




















MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
the wear and tear on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 
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The quickest, most eco- 
nomical and convenient 
way to tin soldering 
coppers. Known and 
used by plumbers every- 
where for years. 


A live item for any 
dealer. 


Write for prices. 


ial Chemicals Co. 
Spaci o Ti. P 
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Swedish 
Pansar 
Files 





Flexible 
Blades 
Tanged 
Half-Round 
Bastard 
Smooth 


Fully 
Guaranteed 


We carry a full line of files, chisels and pliers 
Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Led. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn., 304 Railway Exchange Bldg., Mentreal, Can. 
Seattle, Wash. 





Superior Hex- 
agonal Mesh 
Netting is fur- 
nished galvaniz- 
ed after weaving 
as heavy as No. 
14 wire, 1%4-” or 
2” mesh, and 1” 


mesh No. 16 
wire. 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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DOOR 
@ CLOSER 


REG. U. S. PAT. OFF. 


Closes the Door for Customers 
Opens the Door to Profit 
for Dealers 


Size for size, not a Door Closer on the market has the . 
POWER of this one—nor the CONSTRUCTION ; 
it’s made right and works right ALL the time. 






Fits and operates ALL doors sat- 
isfactorily. We guarantee 100% 
service and live up to our guar- 
antee. Our prices 
are worth “check- 
ing up” on. 

Look up this Door 


Closer—it’s as 
good as it looks. 


Request catalog 
No. 40; our line 
will interest you. 


UNITED HARDWARE & TOOL CORP. 
72 Reade St. New York City 











Standard of theWorld 
for OVera Quarter @ntury 


















A quarter century, and more, u- 
premacy is the proud record of Grand 
Rapids All Steel Sash Pulleys—the prod- 
ucts of thirty years of specialization. 


An overwhelming majority of all buyers of 
pulleys use ‘‘Grand Rapids’’ exclusively 
because they are unmatched in strength, 
ease of operation, longevity and economy. 


The Grand Rapids All Steel line is Com- 
plete—in this line only can you obtain 
the large Lubricated Cone Bearing Pul- 
leys, self-aligning and noiseless. 


let us prove why you, too, should stand- 
ardize on the Grand Rapids Line. 
Grand Rapids Hardware Co. 
558 Eleventh St. 
Grand Rapids, Mich., U. S. A. 


GRAND RAPIDS 


COMPANY 


‘ALL ~ STEEL ao 
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VPELTING 


LTLESS 
STERS Divot Bearing 


FAULTLESS CASTER COMPANY 
EVANSVI goonie Bs ncng ‘ ae 


| Lakewood w=", Weatherstrip | | Osborne High Grade Punches 
: No 


Other 
Like It 































r Pun 
The pressure of a door or window against the air Belt Punches A ch ches 
sealing space cushions the tubing, makes an air-tight Spring Punches Revolving ee 
oe and keeps out the cold. A varied and attractive line for the Hardware Trade. 
strip is made of specially prepared weather- Leather Workers’, Trimmers’ and Upholsterers’ and Ptumbere: 
nn rubber that won't freeze, harden or crack. =. a a nat mf “ 
Easily applied. Low " Prt piel Packed ta cartons of above tools will please your customers, as well aes our 
famous Round and Oval Punches. 
100 > a on og i Yo ft. Sold at any length, Remember we have had one hundred years of successful manu- 
cut from reels, at /c. per foot. factoring experience, ed only skilled workmen and use the 
nest quality of materials. 
Send for Samples and Prices. We stand back of every tool we make. Try us. 
Write for Catalog. 
The Lakewood Rubber Products Co. C. 8. OSBORNE & CO., NEWARK, N. J. 
-I| 6927 Carnegie Ave. Cleveland, Ohio ESTABLISHED 1826 
































Paine Toggle Bolts 
= Yy The only ame one toggle 
on the market. 


The wings open instantly 
in any position in hollow 








The Soldering material. 
Paste that has oe yy 
sa t i s f ie d cus- Standard belts threaded 
pore tomers for - over Requires no guiding— 
Wiws Just insert—The spring 
SLDERING PAS! 23 years. does the rest. . 





Samples on request— 





Cee) 


Sample free. ne charge 
URNLEY BATTE THE PAINE COMPANY 
B BA RY & MFG. CO. 2947 W.Carroll Ave., Chicago, I1l. 
NORTH EAST, , PENN. 79 Barclay St., New York, N. Y. 






















[UFOIN ies 


ese" ae TO USERS EVERY WHERE; 
THEIR ESTIMATION 
GHEST ELL READILY 
YIELD THE DEALER PROFIT AND | SATEIPALT ION. 






















We Offer Also. GENUINE STAINLESS STEEL TAPES 
SEND FOR CATALOG tHE [urnn fpue C0. aa ae, 
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The SNELL CONSTRUCTION : 
Robertson “Horseshoe Magnet” Hammer Tes. 























, } The Screw, the Spur, the Throat, 
THE HAMMER | the Cutting Edge and the Clear- 
HOLDS ./ ance are the important points by 
ven TACK AX which a bit is judged. All Snell 
bits are judged by these points. 
« 1 Write for catalog today 
The best permanent magnet hammer on the market. ey i) 
A PRACTICAL AND SUPERIOR TACK HAMMER oe 
FOR USE IN MANY TRADES AND IN THE HOME. i) 
Awarded Silver Medal Panama-Pacific Exposition. — u 
Yar hd 
aS y= BIT 
Name and design trade marks registered U. 8. Pat. Off. 2 Dieta 
ARTHUR R. ROBERTSON, 94 Portland St., Boston, Mass. Snell weer; Company, Fiskdale, Mass. 
Sole Manufacturer Sales Representatives : 


John H. Graham & Co., 113 Chambers St., New York City 


\y +7, 
2 Le gf: all in the whedl 
ANDON P. SMITH, Ine. 


1165 Springfield Avenue, Irvington, N. J. 








dieg. L. DBD. Kat. Uff. 


UNDERHILL 
* 
Boston 


Trade Mark 
The first hatchets for the especial use 
of Lathers were made in our shop in 
Boston under the Underhill Star Boston 
trade mark. The Lathers know these 
hatchets as the genuine Underhill. 


UNDERHILL BROS. 
WINTER HILL STATION 
Boston, Mass. 

Sales Agents, Surpless-Dunn & Co. 
Chicago—New York 

Regular St. Paul California 
FLAT HEAD Chicago St. Louis Montana 








































The Original 


“IVES” Patent Ventilating Lock ae : 

Strong Glass Heads 
\ | Sharp Steel Points 
= al a Moore Push-Pins 

To Hang Up Things 
mg 27 Years Nationally Advertised 
. Used in Homes Everywhere 

** | | Moore - 
} \ x Push-less Hangers 


For Heavy Pictures, Etc. 

















ee Window Manufacturers of Showing Window 






















































































f\ A Handy 10c Pkts. 
“Quality Hardware Since 1876” 5 | | | | Send for illustrated 
Window and Door Specialties WW | | \ at oe hg Price | List 
Tue H. B. Ives Co. No. 24 No.25 No. 27 pag sieond ote. Det 
M Push-Pin Co. able Kind 4 
New Haven, Conn., U. Ss. A. (Wayne ‘Tunction ), Philadelphia, Pa Gustomers ; ead 
look fo faite full nalne Ss = > CUSHION TIRE 
ates of [ADDERS 
7 }—_4+— 
Russell Jennings =a MODERNIZE 
=s) a METHODS 
Ip ‘ovide adequate storage facilities for 
> shelf Pt ort make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 





sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE 

Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and 
efficiency One style only—neat of design— 
attractively eA height — 

installed—meets 


Auger Bits 



















Russell Jennings Mfg. Co. 
Chester, Conn 

















et 





Tie eee 


as 


4 
% 
a 
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lassified Opportunities 



































=) 
Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opportunity Exchange Section DD ccc cscccsccescccceveners $5.00 50% off rates quoted 
Each additional inch............. 4.00 Address your advertisements and replies to 
Set Solid, Minimum of 5 lines... .$3.00 Hardware Age, Classified Oppor- 
Each additional line........... -60 i ; ws tunities, 239 West 39th St., New | 
All Capitals, Minimum of 5 lines.. 4.00 | Discounts for Classified Advertising York City 
Each additional line........... £0 4 insertions, 10% off; & insertions, 15% 
Harpware Acs is published each Thursday. 
Average 10 words to a line = Forms close Nine Days previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order publication. 
Samples of merchandise, literature, catalogs, Sio~. soguiving more than ordinary reforwarding postage should not 
; be ad to box numbers. 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





Erie, Pa. LOCATION a sa i 
Population 144,000 versi ndustries 
7 21 YEAR LEASE 

Building in perfect condition with 40’ frontage, depth 120’. Four floors 
and excellent sales basement. Located between Erie’s two largest depart- 
ment stores. Terms on application. 

P. C. Cunningham ; 
1122 Erie Trust Bldg., Erie, Pa. 





VALUABLE INVENTION—HAVE PRACTICAL CHEAP can-opener, 

tented in U. S., Canada and foreign countries. Want reliable agent to 
interest manufacturers. Don’t apply without giving reliable references 
and facts showing ability and opportunity to connect with manufacturers. 
Best references will be given. Address Box H-816, care of Harnpware Ace, 
239 W. 39th St., New York. 





Group of hardware retailers located in middle western city desires 
manufacturing connections in various lines for collective buying. Are 
incorporated and financially responsible. For further details address Box 
7259-A, care of Harpware Ace, Otis Bldg., Chicago. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK STATE 
MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 


Remington Building 


113 W. 42nd Street Bryant 7374-5-6 





A 35 YEAR ESTABLISHED HARDWARE STORE on the main 
str: in Washington for sale. I carry a stock between $25,000 and 
$3 ,000. Will sell the lease and get a renewal of same. ddress Box 

-814, care of HARDWARE AGE, New York. 








OLD ESTABLISHED WHOLESALE AND RETAIL hardware store 
Eastern Pa. City; earned fortune for owner now —, Experienced 
opening. Price approximately $450,000. Address Box H-825, care of 
Harpware Ace, New York. 


HARDWARE PAINT HOUSEFURNISHING store for sale. $30,000 
yearly business, 130 month rental. $8,500 terms arranged. Call to see 
Mr. Perry, 3432 East Tremont Ave., New York City. 








WANTED—About fifty (50) Nail Bins either with or without counters. 
State size and price. Must be reasonable. Address Box H-839, care of 
Harpware Acez, New York. 


HELP WANTED 


WANTED—Experienced price clerk for establishment selling builders’ 
hardware, mill and contractors’ supplies. Must be thoroughly familiar 
with costs. State age, experience and salary expected. Address Box 
7263-A, care of Harpware Ace, Otis Building, Chicago, Il. 











WANTED—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS RE PRODUCTS CO., corner 
First and Front, Grand Rapids, Mich. 





WANTED—Builders’ hardware estimator; one who can handle sub- 
stantial sized contracts and get results. State age, experience and salary 
expected. Address Box 7262-A, care of Harpware Ace, Otis Building, 
Chicago, II. 





POSITIONS WANTED 


BY HARDWARE SALESMAN, WHITE, MARRIED, age 36, 7 
years experience selling; managed store 5 years; 2 years university 
schooling; technical knowledge of paints and painting; seeking permanent 
location; can furnish references as to ability and character. Address 
Chester Montross, Hoopeston, Illinois. R.R. No. 4. 








High class tool and cutlery man with 20 years’ general hardware ex- 
perience well versed in modern merchandising and display desires con- 
nection with retail hardware firm middle Atlantic or adjoining 
states preferred, available immediately. Address Box H-840, care of 








Export South America 


I want position as traveling salesman in South Amer- 
ica, or as agent with seat in Buenos Aires. 

Would like to sell with samples for shipment from 
factory or will carry stock for you and ship from Buenos 
Aires. 

Billing and collection to be made by you, or I will 
buy your goods outright and carry stock. 

/ 

Can furnish warehouse ‘space in Buenos Aires, efficient 
organization and capital. 

Will consider several lines which will work together 
and are fitted for the South American market, also spe- 
cialties, but only useful and reliable goods. 

Eighteen years’ experience as salesman and sales- 
manager in South America; first class references. For 
particulars address: 


George Neuschafer, Kerrville, Texas 











‘ 


HARDWARE SALESMAN WITH EXTENSIVE EXPERIENCE as 
jobber’s salesman of general hardware. Am traveling for present em- 
ca gl over 18 years, would like a change with chance for advancement 
with manufacturer of tools, paints and varnish, glass or hardware. To 
travel Pennsylvania, New Jersey or Maryland. Address Box H-829, 
care of Harpware Ace, New York. 








Builders’ Hardware Man capable estimator specification writer, buyer 
and salesman will consider offer of position to work builders’ hardware 
exclusively or as manager of builders’ hardware department in business 
where the volume does not justify the full time of a specialist. Also 
has general hardware experience. Address Box H-838, care of HARDWARE 
Acg, New York. 


Hardware Man—12 years retail’ experience, knowledge shelf and builders’ 
hardware, tools, paints, plumbing and electrical supplies, desires permanent 
connection with opportunity for advancement. Can complete charge 
of builders’ hardware department, blue prints, ifications, etc. Married 
and reference. Address Box H-815, care of Harpware Ace, New York. 








Harpware Ace, New York City. 
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POSITIONS WANTED 


Hardware Man—desires permanent connection with retail or jobber in 
or near New York. Ten years of selling hardware and plumbing supplies. 
Seven years with last employes. Capable of retail store management. 
Reference from all past employers furnished. Age 28 and married. 
Address Box H-837, care of Harpware Ace, New York. 








INDUSTRIOUS CAPABLE EXPERIENCED hardware and _ mill 
supply man, age 27, with sales department experience, desires change. 
A-1 references. Address Box H-817, care of Harpware AcE, New York. 





Hardware man with twelve years in better class of retail stores as 
well as road work with one of the leading jobbers would like permanent 
connection, either retail or road work, best of references, married, age 33, 
Address Box H-836, care of HArpware Ace, New York. 

HARDWARE MAN—10 YEARS’ WHOLESALE and retail experience 
desires permanent connection with opportunity for advancement. Can 
furnish reference as to ability and character. Address Box H-833, care of 
Harpware AGr, New York. 











SALESMAN—20 years’ experience selling hardware and kindred lines. 
St. Louis and surrounding territory. Must be a first class house. Best 
references. H. C. Walsh, 6030 Pershing Ave., St. Louis, Mo. 


SALES ACCOUNTS WANTED 


MANUFACTURERS’ AGENT CALLING ON MANUFACTURERS, 
jobbers, department stores and dealers in Boston and surrounding cities 
desires another sales item. Can furnish car and finest references. 
Address Box H-832, care of Harpware AcE, New York City. 


MANUFACTURERS AND IMPORTERS—Do you wish closer repre- 
sentation in Kansas City Territory? Will consider a_ few rood lines. 
Correspondence treated confidential. Box 585 Kansas City, Missouri. 


SALES REPRESENTATIVES WANTED 


MANUFACTURERS of full line of household specialties want local 
representatives in all important cities to handle line on commission. De- 
partment houses, premium concerns, are all big users. State experience, 
lines handled and territory covered. We want none but those who can 
“make good.’’ For such our preposition is an excellent one. Address 
“S. H.” care of Harpware Ace, New York. 




















SALES REPRESENTATIVES WANTED 








MANUFACTURERS’ REPRESENTATIVES 


Open for two additional hardware lines. In business 
this territory six years representing manufacturers. Head- 
quarters, St. Louis, Mo. Address Box H-835, care of 
HARDWARE AGE, New York. 














COMMISSION SALESMAN IN EVERY STATE for manufacturer 
of new California Grass Shear Attachment, with three foot handles, steel 
reinforced, simple, practical, laquered green and black, attaches to any 
shear in a minute, retails 75 cents. Liberal commission, answer today, 
state lines you handle and territory. M. H. Sterling, 4474 41st Street, 


San Diego, California. 








SALESMAN WANTED—By nationally known cutlery wtiiiieetialiie 
concern; a salesman with thorough knowledge of cutlery, with a proven 
record of ability to handle jobbing and big retail trade, 35 to 45 years 
old. Give complete information regarding age, nationality, record of 
past employment. Address Box H-834, care of HArpwArE AGE, New York. 





WANTED—Hardware and Sporting Goods salesmen of mechanical 
ability to call on retail trade in eastern territory. Leading line Gasoline 
Pressure Stoves, Camp Stoves, Water Heaters, Radiant Heaters, Lamps 
and Lanterns. Must give Bond and drive own car. Address Box H-784, 
care of Harpware Ace, New York City. 





MANUFACTURER BUILDERS’ HARDWARE has an ning for 
representative in territory comprisi Florida, Alabama A. » southern 
Georgia. Prefer one working out of Jacksonville. In reply, state houses 
represented and lines carried. Address Box H-813, care of HarpwarE 
Ace, New York. 








MANUFACTURERS of full line of Enamels, Polishes, and Cleaners 
want local a in all important cities, to call on Hardware and 
Automobile trad State experience, lines handled, and territory covered. 
VELVET SPECIALTY CO., INC., 2214 Livernois Avenue, Detroit, Mich 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York. 





Oklahoma, 
H-841, 


Tool Tackle Case. Texas, 


Manufacturer’s agents to sell our 
basis. Address Box 


Kansas, Nebraska, Missouri, Commission 
care of HArpwarE AcE, New York 








HARDWARE AGE 


WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
Hardware Age. If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on request. 


Opportunity 
Exchange Dept. 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 


of the country. 


239 W. 39th Street, New York 








Seymour Smith “Handy Grass Shears” 


A complete line of 
Grass Shears, 
Pruning Shears and 
Tree Pruners. 
ABSOLUTELY 
GUARANTEED 
Send for New 
Manafactured by Catalog. 


sEsmeun hg tig be SON, INC., dakville, Conn. 
Bales Graham & Co., 113 Chambers 8t., New York 


Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 











Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. 
Made only by 
ANTI-Borax Compounp Co. 


Fort Wayne, Ind. 











Plain or enameled 
in colors 


STRATTON 
HANDLES 


For Small Tools, Utensils, Electrical pg Btc. 
Enameling, both baked and ei d: 


STRATTON MFG. CO. ce Maine 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 





A 

Ace Hdwe. Mfg. Corp. ........ 

Roms Dhaest Goi.cccscscsccess 177 
Adjustable Clamp Co. ........- 229 
Ajax Electric Specialty Co.... — 
BRIE D8. ios iso's ccsecéer — 
Alaska Freezer Co. ........... 209 
Alexander Hamilton Institute... — 
Allen Manufacturing Co. ...... 58 
Alliance Toy and Specialty Co. 79 
Allith Prouty Co. ............ 239 
OE Pere = 
Altorfer Bros. Co. .......... 26-27 


Aluminum Cooking Utensil Co.. — 
Aluminium Goods Manufactur- 

St Si cearsawdntrssrsese —- 
Aluminum Products Co. ...... os 
Aluminum Ware Association... 92 
American Brass Co........... 187 
American Chain Co. ......... —_ 
American Flyer Mfg. Co..... ~ 
American Fork & Hoe Co...... 104 
American Gas Machine Co..... — 
American Handle Co. ........ 73 
American National Co. ........ ae 
American Radiator Co. ........ ose 
American Ring Co. .......... — 
American Saw & Mfg. Co...... 233 
American Screw Co. ......... oo 
American Shearer Mfg. Co.... — 
American Sheet & Tin Plate Co. — 
American Steel & Wire Co..... 238 
American Stove Co. .......... a 
American Telephone & Telegraph 

N= <p ester deeb n keen tat ead _— 


American Wire Fabrics Corp... — 


Ames Shovel & Tool Co...... -- 
Anchor Post Fence Co........ =~ 
Anti-Berax Compound Co...... 251 
| ee ee — 
Apex Stamping Co. .......... 244 
IN BS ovine eweSecnes 69 
Armstrong Bros. Tool Co..... 5 
Armstrong Mfg. Co. .......... 6 
Armstrong Mfg. Co.......... — 
Arrow Electric Co. ........... 49 
ae re 60-61 
BD BE CED. oiccvcccdecs 117 
B 
Babcock Co., The W. W. ..... 213 
Backus, Jr., & Sons, A........ — 
Banks Steel Post Co. ......... —_ 
ge ee eee 239 
PEGS ds 8c du bce ck ce 105 
el Wr MG SOS osonaccadces 232 
ee ee + ees “= 
Reeeer Sa, Be Oi os. cedsewsred —_ 
a 8 a 245 
Berry Brothers, Inc. .......... — 
Berry Lawn Edger Co........ — 
Bethlehem Steel Co. .......... 201 
Better Homes & Gardens...... — 
a Eye | T 
Birtman Electric Co. ......... 48 
Bissell Carpet Sweeper Co.... 123 
fe ee ae 217 
Blaisdell Pencil Co. ........... 243 
Bommer Spring Hinge Co.... 16 
ny Gk, 2 As amsoty seca ve — 





Boston Varnish Co. ...,..... “= 
Bowen Products Co. ..:....... 120 
Lkoyer Chemical Laboratory Co., 
BME +. heuG Row soKebuwes sau,.¥e 65 
Brach Mig. Ce, L. S&S. «2.06 -— 
Denard DO: Gs. 06 202000800 120 
Bridgeport Screw Co. ........ a 
Bright Star Battery Co. ...... — 
Deewe tae, Be Ge svescnsccce —_ 
Brown Fence & Mfg. Co., H. L. — 
Brown & Sharpe Mfg. Co...... 67 
Diath Ne Gey ocs0eccvccescios a 
Buckeye Alum. Co. .........-. _ 
Buffalo Wire Works Co., Inc. .— 
Burgess Battery Co. ........-- — 
DN TIE FD naps ccd ccccas — 
Burnley Battery & Mfg. Co.... 248 
ped TE GON. o's Soke vccvesss 174 
Cc 
SD eee eee — 
Coldwell Tite; Ge.. 22. cccecese 251 
ee ee aa rea 197 
ee a ee -- 
Casement Hardware Co. ...... — 
Chain Products Co. ......665. ~- 
Challenge Refrigerator Co...... 169 
ee er 241 
Chamberlain-Haber Chemical Co. 97 
Cheney DE Bie GB. coc occseces 174 
Chevrolet Motor Co. ........-- — 
Chicago Flexible Shaft Co.... 42 
Chicago Roller Skate Co...... -- 
Chicago Solder Co. .......... 100 
Chicago Spring Hinge Co...... 103 
Chewet Bite. Co. wccecscce - 
Clayton & Lambert Mfg. Co.... 211 
Te | - 
Cleveland Stone Co., The...... 241 
Cleveland Twist Drill Co...... 63 
Cleveland Wire Spring Co..... 245 
Coates Clipper & Mfg. Co...... 174 
se ee ee 235 
Coldwell Lawn Mower Co.... 95 
Columbia Tire & Rubber Co.... 106 
Columbian Rope Co. .......... 1 
Comstock-Bolton Co. .......... - 
Cengoleum Nairn, Inc. ........ - 
Connecticut Valley Mfg. Co.... — 


Consolidated Electric Lamp Co.. — 
Continental Paper & Tag Mills 


Se actdiidkdbeeshwhe dees 
Continental Screen Co. ....... 173 
Cook Company, H. C. ........ 177 
eg Ae ae ee — 
Corbin Cabinet Lock Co. ...... 119 
Corbin Screw Corp. .......... 235 
Corcoran Mfg. Co. ........+. — 
CARY BUA 6s ive dc cdscice 240 
Cotpoent Teel Ces saccowevccs 125 
Crosley Radio Corp. .......... 47. 
Crosman Arms Co. ........... —- 
Crown Cork & Seal Co........ —_ 
Cyclone Fence Co. ...........- —_ 


D 


Damascus Steel Products Corp. — 
Day-Fan Electric Co. ........ 37 
Dazey Churn & Mfg. Co...... — 





De Jur Products Co.......... 42 
De Laval Separator Co........ 91 
Detroit Torch & Mfg. Co......- 228 


Detroit White Lead Works.... — 
Devoe & Raynolds Co., Inc.... — 
PG sacdawiesctngecese -— 
Diamond Calk & Horseshoe Co. 233 
Diamond Saw & Stamping Co.. — 


Diener Mfg. Co., Geo. W..... — 
ee NOR a Se aes one airia 119 
Display Material Co. ......... 231 


Disston & Sons, Inc., Henry... — 
Divine, Dwight & Sons, Inc.... 177 
Dixon Crucible Co., Joseph.... 
Domes, of Silence Co., Inc..... 232 
Donley Mfg. Co., The........ as 
Double Action Electric Co...... — 
Dover BiGe, TO 24 cvs cseceses _ 
Duluth Show Case Co.......... _ 
DuPont de Nemours & Co., 

ly eee rrr rr eT ae _ 


E 

Basle Lock Co. ..-cesicsccccs 122 
Eagle-Picher Lead Co.........- oo 
Eastern Tool & Mfg. Co....... 216 
Eaton Bumper & Spring Ser- 

oe Se Pee oe 231 
Eberhard Mfg. Co. .......... — 
Economy Plumber Co. ........ 228 


Edison Lamp Works of Gen- 
MINE SIL IIs 6 86 Ske esews —_ 


RARE TAP COs 6 as secvecevcces — 
Electric Sprayit Co., Inc...... - 
Eatate Stove Co. ....cececcces -- 
Evansville Tool Works........ 77 
Everedy: Coe., Thess... .cc<esss 80 
F 
F. & N. Lawn Mower Co., The 99 
Fansteel Products Co., Inc..... 43 
Fate-Root-Heath Co. ......... 171 
Faultless Caster Co.........-. 248 
Ferdinahd & Co., L. W......-- — 
Fitzgerald Mfg. Co........... 39 
Folsom Arms Co., H. & D..242, 245 
Foster Bolt & Nut Co......... 81 
French Battery Co...........- 52 
G 

Ee A ee ee — 
Gendron Wheel Co..........-.- 181 
General Chromium Corp....... —_ 
General Fireproofing Co....... -— 
General Wheelbarrow Co...... 59 
Gilbert & Bennett Mfg. Co.... 78 
Globe Stove & Range Co...... —_ 
Gold Medal Camp Furniture 

TO id d6s00400.2wcueaiencn 107, 108 
Gold Medal Products Co....... _- 
Gold Seal Elec. Prods. Co..... 42 
Goodell-Pratt Co. ....2.cecs00. 101 
Good Housekeeping .........-- 93 
Graff-Underwood Co. ......... 233 
Grand Rapids Hardware Co... 247 
Gray & Dudley Co............ -- 
CORES, BMG. 6:0. cvcdsccccs 231 





Greene, Tweed & Co.......... — 
Greenfield Tap & Die Corp.... 2 
Greenlee Bros. & Co.......... 3 
Griffin Mig. Co..cccccccccsess 224 
Grigsby-Grunow-Hinds Co...... 42 
Griswold Mfg. Co.........0-% _— 
H 
Helles -& Co., W. Giccszcccsece 227 
Hercules Chemical Co.......-. 228 
Hercules Powder Co.........-. —_ 
Herschel Mfg. Co., R........- — 
Hill Brass Co., N. N........-- = 
Hillerich & Bradsby Co....... — 
OS ef Per rr rer ore 57 
sees, TOe.,. Dh cccitsonssescs — 
ST EER. § 6 Sinn ehneesd sedans 20 
Hoppe, Inc., Frank A......... 246 
Eo prem eres 41 
Howes Co. S, Missiccsecresee _ 
Huenfeld Co, BE. Hu. sccsscccs _ 
Hunt & Sons, William........ _— 
Hunt, Helm, Ferris & Co...... oa 
Hurley Machine Co.......... 32-33 
Hygrade Lamp Co....... proves 40 
I 
Imperial Bit & Snap Co....... 219 
Independent Lock Co.......... 74 
Indiana Rolling Mill Co....... 231 
Indiana Steel & Wire Co...... > 
Ingersoll Watch Co.........-- 18 
Iriternational Silver Co....... _ 
Interstate Electric Co......... _— 
Irwin Auger Bit Co........... _ 
i? ee a errr errr 249 
Ives Manufacturing Co........ 115 
Eves Bite. Co., W. Ai ssces.e. -- 
Fwan: Wretbere os scsces csccess 123 


Jackes-Evans Mfg. Co........ = 
Jennings Mfg. Co., Russell.... 249 
Johnson Arms & Cycle Works, 


BOOT wc cdacncende ves bab ese 113 
K 
2 ae + reer ger — 
Kelly Axe & Tool Co......... 14-15 
Keuffel & Esser Co........... — 
Keystone Lantern Co.......... _ 
Keystone Mfg. Co............ —_ 
Keystone Steel & Wire Co..... 62 
Remean Bros: Co... es itive = 
maeit..a- Been, BM. c< 0 ance aces — 
Kohler Die & Spec. Co....... 222 
Kokomo Stamped Metal Co.... 210 
eet Re Oe. ie sess — 
L 
Lakeside-Forge Co..........+. _ 


Lakewood Rubber Prods. Co... 248 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 




















HARDWARE AGE for FEBRUARY 2, 1928 








253 





INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowances will be made for errors or failure to insert. 

















Lamson & Goodnow Mfg. Co... — | Northern Rubber Co.......... — | Ruberoid Co., The............ U 
Lamson & Sessions Co........ 76 | Norton Door Closer Co........ — | Ruby Chemical Co............ 232 
Landreth ee eee 244 ES a eee 215 eid Mk, ci .cccccevseu’ 249 
Lendzion Leather Goods Co.... — Russell & Erwin Mfg. Co..... 237 Clalee Mania Cis c<is0ksa. ae 
Letellier Laboratories, Inc..... — Russell, Burdsall & Ward Bolt : e 96 
Libbey-Owens Sheet Gl C Oo & Nut Co 86 Union Steel Products Co...... 
ass Co a ee a ee for et eer rere er ree ; 3 
‘ a : J Electrical Mfg. Co.... 44 
A. ree _— Russell Cutlery Co., John..... — bash poms & nat Corp.. 247 
Lovell Mfg. Co............... Pad f<--connlbe~on-abn ee aa aie United Publishers Corporation. — 
Lowell Specialty Co........... 23g | Oliver Iron & Steel Co....... _ U. S. Cartridge Co wan 
ee ee 248 | Oneida Community, Ltd....... -- s Sones! . rae ta , ee 
Lupton’s Sons Co., David...... — | One Minute Mfg. Co. ........ 35-36 os 4 pon A ale ae a 
Ontario Knife Co............+ 179 r ga L h Cc i ages 193 
| eT ne 17 | Sacks, Inc., Louwis...........- 245 U. S. eather U0..-..+.- Rowe 
lee a Gee BE... s. as: 24g | Samson Cordage Works....... 84 Universal Raymer Corp..... 118 
M See Wit Ce, Sein; ....<-- __ | Samson Cutlery Co...........- ‘ Utah Radio Products Co...... 50 
Sand’s Level & Tool Co....... - 
Sanitary Receiver Co.........- 220 
McDougall-Butler Ce, Wiese. s; — Sapolin Co., Inc......-.eeeee —- Vv 
McKinney Mfg. Co........... 128 Pp SORE COs oan a ce aedicoecss 10-11 
Magazine Repeating Razor Co.. 195 Savage Arms Corp...........- 116 9 
Malleable Iron Fittings Co... .. ee Siete Mle Oiss......5..... — | VacA-Tap Co. ...+-+seeeeeeee ” 
. Desesccveee amend 7. H a v _ 
Mansfield Tire & Rubber Co... — se ally & ‘Spahaed’ 1g5 | Scholthorn Co., William....... 203 Valentine . ee : a aepaterata : 
Marlin Firearms Co........... — | oe Schrade Cutlery Co........... 179 | Vaughan & Bushnell Mfg. Co. . 
Martin-Senour Co. ........... __ | Paine Co. ...-..0.-eeeeeeeee 248 Siciia tind Co. A ___ | Vaughan Novelty Mfg. Co..... te 
Martin Varnish Palm Fechteler & Co.......... nF ete es aaa oS SES Re 246 
arn Ree ee — | Pasens Siediir Co An SOOwe: MGs Clive o's cece ctonnse 189 i aris or aes 
Mere om gg ak ad Peaslee Gaulbert Co es a5 rn eee ee meee SEO biped va ser asaytenaes en 
a * oe t eraser is : a os ollr. eo iecddassuceanes oo 
- “ oe on David 183 Peck, Stow & Wilcox Co...... 207 Seymour Pe Gir as ox aenes a han Ae "aa a ae 179 
= nd a = Ses. —~ Tt ilies keel & Baal Co __ | Shapleigh Hardware Co........ 256 : , 
ec Sp Mae Siswe Sine wat oe _ REE eal, 5 i i ; ; 
Meisselbach Mfg. Co tise Penberthy Injector Co......... — pated —— — mia va 
A. F é < Xs ‘a Pennsylvania & Atlantic Sea- eeshsin M 8. ne H. B..... . 
s ° Pa LT ee eee ee Pe sare aX Henao My) givelavieaa — Ww 
MEER scree ~ | Penn. Lawn Mower Works.... 199 Sidney eee Te ae 
Metaleraft Corp. .....02..05.. —I, . Sidway-Topliff Co........s.ce00 114 
Metal Specialties Mfg. Co..... 42 ie oa it iam 112 | Silver Lake Co 214 | Wagner Elec. Co....-....-.-- a 
t art Rss ican : os - Sapiel ire 2  le Tall Mfg. Supply Co., P...... — 
a ge gy a —- rma Mie. o = 227 Simons Saw & Steel Co....... — ee Co., P ‘es 
Meta are ERE i wi hic Rae ee eahds = Simp “1” a re s. Q setae eee e eee eeees 
—a-e.... I erento alae a a i a 243 | Warren Mfg. Co., J. D....-.- 325 
Millers Falls Co..... a Pie Big Coos. i cscs. sees ap ey ‘Listes Pp 249 Warren Tool & Forge Co...... 124 
Mil ‘apeetee yy Pioneer Pole & Shaft Co....... rj a) Melee 7” i Sy Washburn Co., The.........+ 89, 90 
ilwaukee Circulating Pump Pitcher C I Hug! 226 Smith & Sons, Inc., Seymour... 251 ‘ 232 
eps OE 88 itcher Co., Inc., Hugh....... 26 | call Mfg. Co 949 | Watson Mie Ge. la S.2 ic 
Midera Citcte: Mtv. Co Sad meg Pittsburgh Plate Glass Co..... — Solidh 4 Co Bat OS SES eS OS ‘a Western Cartridge Co......... = 
Mohawk Corp. of Ill.......... “ Pittsburgh Steel Co........... cr “8 gen SI A ae 242 | Western Importing Co........ 247 
" Figo ee aaa “ | Plumb, Inc., Fayette R........ aire eee oe ee ; | Wheeler Radiator & Mfg. Co.. 87 
Moline Pressed Steel Co...... ~~ | Popular Science Monthly | Special Chemicals Co......... = Wheeli Steel C _ 
Moore Drop Forging Co....... wi suiden Inc H K is aa __ | Standard Electric Stove Co.... 46 Roca oo r - c sad on Sala 233 
Moore Push Pin Co........... 249 Aten ccd aaa a Standard Oil Co. of N. J...... rorngaie napoli“ ee a ala 
Morrill, Inc., Chas.. 237 Pratt & Lambert, siiipuldeienbtcn =f Giada Vee C6. ..3..<scs0 ce 121 White Co., L. & I. J.--.+++.- ae 
Moree Twist Drill & Mach; Md PRONE VU Clie <i cccccctece 118 : , | White Mfg. Co., Julian M..... — 
‘ rill & Machine P 4 Metal Prods, C Stanley Works ............:. 82 Brg 
Ris. 95 oc Rie ae token ek a 126 scciets Fe tee i ee ‘a Star Expansion Bolt Co.....,. - ee eee aR i 
Mosler Metal RR hn, <a’ 2d ella oh FO TE CR re 8 Shope dere. egameiene ei ve 
mae 72 | Puritan Soap Co.........52++4 226 | Circe eae eee ** | Wickwire Brothers .........++ 254 
Murphy’s Sons Co., Robert.... — aoe wre on “aera Sterling Wheelbarrow Co...... 102 Wickwire Spencer Steel Co.... — 
M Canis yrex Sales Division.......... a i I __ | Williams & Co., J. H........- — 
arphy Variteh Co. ..3...... 12-13 Stevens Walden-Worcester, Inc. Geiiiiie Sdetiiia saan De, . x 
Murray Rubber Co............ 53 Stratton & Terstegge Co....... a Risa oe aa ag Cc : 
Myers & Brothers Co., F. E..98, 249 Stratton Mfg. Co...........- 251 re seul end sé : oa 
R Studebaker Corp. of America. .54-55 Wi ara Ge 3 Seed iis ake a PS 
Superior Laboratories, Inc..... nie Sg aa aa 
Witt Cornice Co.....ccccccece _ 
N Reading Iron Co........+++.-- 944 | Sepertor CREE OR: « «2200000 ~~ | Wolverine Supply & Mfg. Co.. — 
Reed & Prince Mfg. Co...... _ Wood Shovel & Tool Co....... 193 
ats Reese Padlock Co............- — T Wooster Brush Co............ _ 
eat Brass Co............ — | Remington Arms Co., Inc...... 163 Worthington Co., George...... 83 
ational Carbon Co SE pee ee 4 5 Tee I GG o.oo okt ceccesee 167 Wright Steel & Wire Co., G. F. 247 
rg Enameling & Stamping Reynolds Wire Co............ 85 | Tac-Ezy Metal Weatherstrip Co. — 
 essvee SiN tababb sen were — | Reznor Mfg. Co...........e0% — | Taintor Mfg. Co...........06. -- 
National Lamp Works........ 45 | Richland Rubber Co........... et a ee err 177 Y 
National og th — | Richards & Conover Hdwe. Co.. — | Timken Roller Bearing Co..... aaa 
National eee — | Richards-Wilcox Mfg. Co...... 165 | Toledo Metal Wheel Co........ 71 
National Sign Stencil Co...... — | Rittenhouse Mfg. Co., J. F.. — | Toledo Wheelbarrow Co....... 68 | Yale & Towne Mfg. Co....... 205 
New Delphos Mfg. Co......... 88 | Rixson Co., Oscar C.......... — | Trimont Mfg. Co............. 75 
New Haven Clock Co......... — | Robeson-Rochester Co. ........ BT SUOMI RPOUONN 5 6.05 ac ce ccces — F 
New York Wire Cloth Co...... 94 | Robertson, Arthur R.......... 249 | Tubular Rivet & Stud Co..... 109 Zz 
Niagara Metal Stamping Co.... — | Rock Island Stove Co......... — | Tucker Duck & Rubber Co.... 229 
Nicholson File Co............ 220-) ease Were. CO... .. eect eeee — | Turner & Seymour Mfg. Co... — 
Norcross & Sons, C. S........ 221 | Rose & Brothers, Wm......... 56 | Turner Brass Works...:...... — | Zenith Radio Corp............ — 
North Bros. Mfg. Co......... eT es MOUND ds ccns ews ves — | Turner Bros. ........ Sere — | Zouri Drawn Metals Co....... — 
THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 








HARDWARE AGE for FEBRUARY 2, 1928 








Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 


One reason for this durability is because the 
wire is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 
Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Misceltaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
4, % and | pound cugaummaina These packages 
are shipped in cartons. 


Also obtainablé in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 

Screen Cloth 

Poultry Netting and Staples 


Write your Jobber for full information 











Here’s a reduction of one of the 
Saturday Evening Post ads featur- 
ing Master Padlocks. 


Watch for this advertising regularly! 
Tie-up with it by featuring Master. 


Announcing a 


SUPER Padlock 


Three Quarters of Pound 
of Massive Brute Strength 


GIANT addition to the famous 
line of Master Laminated Padlocks 
—the padlocks with patented lam- 
inated construction that put strength 
in the case, where strength belongs 
but is seldom found. 
Built like a bank vault door. Twenty- 
five plates of high carbon, cold rolled 
steel — compressed and riveted under 
100 tons pressure — form practically a 
solid block of steel. Rust-proofed, in- 
side and out, by the new Cadmium- 
Electro Process—a silver-like finish, the 
most rust resisting known to science 
Only $2.00 with three heavy embossed 
keys — compare with any other pad- 
lock selling from $3.50 to $600. 
Over 30,000 dealers are featuring Mas- 
ter Laminated Padlocks! Order direct 
if YOUR dealer cannot supply you 

All styles — standard type, spare tive 

locks, patented Hasplock—75c and up. 
MASTER LOCK CO., Milwaukee, Wis., US A 


No. 907 is built to the 
highest standards demand- 
ed by industrials, railroads, 
naries and contractors 
se hardened shackle re- 
sists file orsaw. Only $2 00 
with 3 heavyembossed keys. 
$1.50 with plain shackle 
and two flat embossed keys. 


50 crushin 
blows wit 


LAM! NATED 


PADLOCK 


HARDWARE / 


GE for FEBRUARY 2, 1928 











HARDWARE AGE for FEBRUARY 2, 192 











SHAPLEIGH HARDWARE Co. 


INTERN ALION AL DISTRIBUTORS 


STAbLisnED 1943 
DiAMoND Foote DiaMond Foce 
TOOLS CUTLERY 


Shapleigh National Series No. 15 








